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“EVERY PARENT KNOWS 


More and more kiddies are wearing wrist watches. And, as every parent knows, 
children are as hard on watch straps as they are on shoes. Replacement straps in 
small sizes, and of good quality, were difficult to obtain until Kon-ite introduced 
these STORY BOOK STRAPS in answer to the demand. Now you can do business 


with the junior set! 


Kon-ite STORY BOOK STRAPS are made of shiny, tough vinyl! plastic, backed 
with genuine leather to prevent irritation of tender skins. They come in an assort- 
ment of brilliant colors with matching buckles and keepers. Included on each card 
are two new “Cowboy” straps of finest embossed leather with massive engraved 


metal buckles, keepers and tips in true western style. 


GET YOURS TODAY— 
FILL IN THIS pee"™ 
COUPON 


A. SAUER & COMPANY 


World’s largest manufacturer 
of Quality Watch Straps 


———E 
4620 BLACKBIRDS CINCINNATI 2, OHIO 
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From a new and exciting group of 
diamond-studded bracelet watches 
produced by an incomparable combination... 
The inimitable talents of Marcé and the 
traditional skill of WBO craftsmen, 


collaborating under a single supervision. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W() NEW YORK 23, N. Y. 
BU 
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W 14K. GOLD FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
craftsmanship...plus the distinctive beauty for 


which Wadsworth is renowned. 
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WATCH CASES 


designed to custom-fit fine watch movements 
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ANNIVERSARY 
YEAR 














In the same fine tradition .. . beautiful, nationally advertised WADSWORTH POWDER CASES 
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This series of beautiful settings is design 
to create the illusion of making small: 


various sizes of diamonds. A complet: 
line of mountings and findings ar 
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also available. Supplied in al 
colors and karats of Gol. 
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NEW Salty BY SIMMONS 


Funny how things happen. Here we design a brand new, distinctively 
different tie clip, when all of a sudden one of the boys in the shop picks 
one up and says, “Look, it also makes a perfect money clip.” 





“Yes,” added one of the gals, “and a wonderful hair clip as well.” 


From there on the idea has mushroomed. Our new Stubby* Tie Klips 
...some in Simmons Quality ...some in Sterling ... have become 
positive favorites almost overnight. Jewelers are ordering and selling 


them, fast. Order your supply today. 


R. F. SIMMONS COMPANY : ATTLEBORO, MASSACHUSETTS 
MAKERS OF SIMMONS QUALITY GOLD FILLED JEWELRY 
* Reg. Applied For. 


SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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Sensation of the Jewelry Industr 





BY DAY, worn this way (with only 
a few jewels showing near lugs), 
Bretton’s “Leading Lady”’ makes 


New! Exciting! Diftere 
—————-+ Bretton’s Jeweled “Leading Lady” 


Only Expansion Bracelet 

| with Imported | @ Never before has there been such a tremendous, nation-wide 

| Gem-Cut Stones Hand-Set | demand for any other single jewelry item! So sensational that 
in Every Link! | Bretton’s two U. S. factories are working 24 hours a day 

as nang Gary t | to keep up with this unprecedented demand! 


| available in these 12 most- mine ; ce ad 
wanted stones: | @ Bretton’s “Leading Lady” is just what women have been 








} —" aa | waiting for. A stunning watch bracelet by day—a fabulous 

\ Rose Peridot | jeweled bracelet by night. It’s the only expansion bracelet with 
| ——, | | imported, gem-cut stones hand-set in every link! And only 

) Sapphire | Pearl Bretton has it! It’s exquisitely gift-packaged— 


1/20-12K natural, pink, white 
gold-filled top; non-corrosive | 
stainless steel back. Short, 
regular, long. * 


——————<«“- ee 


priced at only $12.50 (Fed. Tax Incl.) 
@ Since orders are now being allocated—don’t delay! Order 
from your wholesaler today! 




















—SESE——O—— ——— 


Ss THE JEWELERS’ CIRCULAR-KEYSTONE 



























v4 Stunning Watch B 


NEVER BEFORE SUCH A PROGRAM! - a few ae weeks, 
Bretton’s sensational new ‘““CHANCE OF A LIFETIME” 
program has already captured a tremendous listening 
audience of millions. And no wonder! For it’s a full half- 
hour show—every Sunday night—border to border— 
coast to coast—in radio’s choicest spot . . . after Walter 
Winchell and Louella Parsons—before Jimmie Fidler! It 
features John Reed King—offers $500,000 in prizes! 


NEVER BEFORE SUCH FASHION ACCLAIM! America’s leading 
fashion editors hail Bretton’s ‘‘Leading Lady” as the 
cleverest, smartest idea in expansion watch bracelets. For 
example, Photoplay (America’s #1 screen magazine), spot- 
lights the ‘‘Leading Lady” in a dramatic 4-color full-page 
editorial feature in its Christmas gift issue out Nov. 10. 





if thi they know you feature it. 2 it. So mail coupon—NOW! — 
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BY NIGHT, with watch turned 
around, it becomes a costly- fF 
looking jeweled bracelet—fash- ' 
ion-right both — and — 


9 TIE-IN! CASH-IN!§ 


Bruner-Ritter, Inc. 
630 Fifth Avenue 
New York 20, N. Y. 
I certainly do want to cash-in on my 
‘““<CHANCE OF A LIFETIME.”’ 
Please send me at once your kit of 
tested advertising and selling aids. I 
understand it’s FREE! 
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Clinton 


Grade 747... 17 jewels 
Stainless Steel 
18K Gold Numerals & Dots 
on Silver Dial—$52.25 
Full Luminous Dial—$52.25 
Black Figure Dial—$49.50 




















Cd Here are true Hamiltons, each 
Ws Msedone with high quality, precision 
engineered, 17 jeweled movements. Their styling reflects the 
clean-cut dignity always associated with Hamilton Watches. Handsome? 


Certainly. Less expensive ? Right again —their distinctive cases are 
made of highest quality hand lapped 
stainless steel. The Clinton and the 
Mee LY 10070 
Raymon are not “cheap” watches. 
But they do set a new high in consumer value in the $49.50 to $55.00 


price range. 


This 18 jeweled Hamilton with its sweep 


iS, seconds hand is the perfect watch 
Nhe Wh for professional people. Doctors, nurses, 

sportsmen — everyone — find the sturdy Todd a wonderful companion 
| —a partner that accurately signals that seconds and the hours that make 
By mayen up the years! The Todd is value-priced from $60.50 to $63.25. 


IM] Grade 747... . 17 jewels 
aay Stainless Steel 


18K Gold Numerals Remember Hamilton is the watch that’s wanted—and looked 
on Silver Dial—$55.00 
Full Luminous Dial—$55.00 for — wherever fine watches are sold—keep a representative 


stock in your store. Your Hamilton wholesaler can give you overnight 
replacement service if required. Order now —the big buying season is just 
ahead. Don’t forget the Clinton, the Raymon and the Todd are three of 


a number of new Hamilton Watch styles your customers will want. 


Hamilton Watch Company, Lancaster, Pa., U.S.A. 


HAMILTON 


THE FINE AMERICAN WATCH 
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Bech Grade 748 .. . 18 jewels 
tp: : 10K Yellow Gold 
Black Figure Dial—$60.50 
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Give him what 
he d — ~~ —_ 


Automatic Toaster - Tru-Heat Iron - Steam houtet Attachment 





Have you heard the good word? In 
full page ads in 6 major magazines, 
Betty Crocker helps write your 
customers’ Christmas Lists. Yes, 
that’s the headline idea behind a 
new series of Christmas ads. And on 
Betty Crocker’s own ‘‘Magazine of 
the Air’’, many another well-placed 
reminder will send shoppers out for 
General Mills Appliances. Count on 
customers to take the gift advice of 


See appliances 





Ks like 4 falka Dot Christmas | 


os Bette Crockén | helps shoppers choose their gifts 


America’s best known homemaking 
authority. She’ll be boosting your 
sales, so place your order early! 


Your customers 


will want to 


“SPONSORED BY 





BIG SILVER- 
WARE OFFER 


MAKES GENERAL 
MILLS APPLIANCES 
DOUBLY ATTRACTIVE 








This year, for the first time— 
General Mills appliance purchas- 
ers get big coupons for famous 
“‘Queen Bess’’ Pattern Silverware 
in Tudor Plate by Oneida Com- 
munity Silversmiths—the same 
exquisite silverware millions of 
women are already collecting with 
coupons from Wheaties, Kix, Gold 
Medal Flour, Bisquick and 10 
other General Mills food products. 












who have General Mills appliances on their minds . 











hot buttered toast, 








in: 


General Mills Home Appliance Dept., Minneapolis 13, Minn. 





. (taken from the full color ad to run on back cover of the 
Sat. Eve. Post and in Better Homes and Sentene. Woman's Home Companion — black and white in Country 
Gentleman, Successful Farming and Household). Ask for colorful counter display cards (modeled on these ads). 


For Mom, who makes 
her family's clothes, 





(for the Tru-Heat Iron) 
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THE FALL FASHION PARADE! 
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Today, more women in your town are well-groomed in 
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the Paris-via-Fifth-Avenue-manner, than ever before. Which 











explains the soaring popularity of Deltah’s elegant 





Couturier Necklaces — inimitably created by Majeska, 





internationally famed designer. For these flattering 
necklaces complement today’s high fashions as 
no others. You're “in the swim” — salewise 


— when you stock and feature them! 


CONSULT YOUR WHOLESALER 
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L. HELLER & SON, Inc., 411 Fifth Avenue, New York 16 








Introducing j er Link — Deitat’s new sales-winner! 


Design Pat. App. For Reg. U.S. Pat Off. 


Three perfectly matched 
simulated pearls on 
1/20— 12K gold filled clip 


$ED OO 


PERLINK fills a long felt need for a loops and 
clip that shortens long or regular length drapes them 
necklaces to choker size, or makes it easy 





Shortens neck- 





laces to choker 






RETAIL Fed. tax Incl. length, or 









Above — necklace worn 
ane length. 


to loop and drape necklaces into new into new 
M right — same neck- high-fashion designs. Fair-traded at $2.00 sa 
mee shortened with ir, i i j esigns. 
MRLINK fencing a pair, including Federal tax, gives you a g 


generous profit. A wonderful traffic- 


at loop at backs 
eck, builder, too! 
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STERLING 
THE “GIFT OF GIFTS” 


‘W. WOLFENDEN CORP. © ATTLEBORO, MASSACHUSETTS 


Silversmiths and Manufacturing Jewelers 


MESENTATIVES: ROBERT L. RYDER, Vice Pres. and Sales Manager * FREDERICK B. PLATT, New York City, N. Y. ° SAMUEL 
HAN & SON, Chicago, Ill. © HERMAN B. HIRSCH, Los Angeles * DAKE-RIX CO., Phoenix, Ariz. * CHARLES W. WEBB, 
wonville Beach, Fla. * LARRY LAWRENCE, Atlanta, Ga. * DON JOHNSON, Boston, Mass. : 
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= ~ iis oo Store: 


Smashing! Terrific! Attention Compelling! You can build 
your Diamond Sales with this proven Lovebright Advertising 
material . . . at NO EXTRA COST! Find out, teday—-NOW, 
how you can become the authorized Lovebright Diamond 
Dealer in your community! 


 Plus—these additional sales helps 


@ NATIONAL ADVERTISING 
@ FREE WEDDING ALBUMS 
: @ “STOP THE MUSIC" RADIO PROGRAM 
© “SPIN TO WIN” RADIO PROGRAM 
@ PREE GUARANTEE-CERTIFICATES 
@ FREE POINT-OF-SALE MATERIAL 
@ FREE RADIO TRANSCRIPTIONS 
@ FREE DIAMOND RING BOXES 


@ FREE NEWSPAPER AD-MATS DIAMOND RINGS OF MASTERPIECE QUALITY 


A. EDWARD FISHER & GO., ING. [catrerwne toon 


New York offices 





Importers of Diamonds .. . Over 35 years of Service to the IEEE 


for further details. 
580 FIFTH AVE. NEW YORK 13 
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At the right you see a sheet of Sterling emerging from 
its final rolling at the Handy & Harman plant. Below is 
a circle cut from that sheet, and at the bottom a tray 
made by hand from the circle. 

The luster in the sheet comes from a surface that is 
smooth and free from imperfections. This surface and 
the working qualities under it are built into the metal 
in the process of alloying and rolling the Sterling Silver. 

These qualities are assured in all Handy & Harman 
Sterling by highly developed metallurgical techniques 
and special equipment, plus infinite care, exacting con- 
trols and critical inspections at every step in the Sterling 
manufacturing process. 

Silversmiths know that these qualities in the metal 
mean smooth-flowing production and lower working and 
polishing costs. That’s why so many use Handy & Harman 


Sterling regularly. 


HANDY & HARMAN 
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82 FULTON STREET ‘” NEW YORK7,N. Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal. « Providence, R. 1. « Toronto, Canada 
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Re ’s going to be a Green Christmas! - 


Tiffin’s Killarney Green is sweeping the country! Ideal for \ TLE FIN / 
weddings, special occasions and Christmas -- gifts that will WW 
be remembered. Goblet above is made of finest quality 
TIFFIN handcrafted crystal -- available in stemware, flat- 





\ 


ware and a variety of beautiful gift items. Advertised in: 
HOUSE & GARDEN 
; > 4. 8 > > , , ‘ 
(Typicat pieces illustrated at right, above.) seneee: BekAtewenen, 


LIVING FOR YOUNG 


Killarney Green has demonstrated that it is a quick moving 
HOMEMAKERS 


profit maker. Order now to insure prompt delivery! 


UNITED STATES GLASS COMPANY T7/in, Obz0 


Makers of “TIFFIN” and “GLASSPORT” fine glassware 
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tnow diamonds, choose from the House 
of Diamonds...one of the world’s larges 
collections. 
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She tery Newel... She Very Smartest 


JULES JURGENSEY WATCHES 


TIME PIECES OF TRUE DISTINCTION 


Designed for ultra eye-appeal — styled for ultra 
selling appeal — Made to order for profit 


on view in the 


VANLE t 


Complimentary Copies on Request 


SEND FOR YOURS TODAY ...NO OBLIGATION 


CORPORATION 
Ghrow™ 


WINNER OF 32 DISTINGUISHED 
INTERNATIONAL AWARDS 


ROCKEFELLER CENTER 


: 2 Pa 
. SBLEN FE ey 
f -32 $3403 NSPS : 


pe 


ROYAL ORDER OF DANEBROG 
AND 
OF THE “LEGION D’HONNEUR” 


630 FIFTH AVE., N. Y. C 20 














Dia are three excellent examples of how Goodman & Company 
adds to the magnitude of a small center diamond 


with its newly patented Magniset setting . . . cleverly fashioned 
with a new type reflector and sparkling border of 
flashing Rhodigem, the center diamond appears 
larger and solves the jeweler’s problem of properly 
. setting a small diamond in a large top mounting. 


Goodman Company 


Vober 0 Iawal Since 1904 
42 W. WASHINGTON ST.’ INDIANAPOLIS, IND. 
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GENUINE SNAKE CHAIN 

BRACELETS OF CHARM 

are being featured on Um GTS 
‘announcements in key cities. 


ee styles available in 1/20-12 Kt. Gold Filled 
and Sterling Silver. Attractively boxed. Priced 
s ae ”. 75 to oe 50 Federal tax. included. 


pe ae CORPORATION « IRVINGTON 11, NEW JERSEY 


These fresh, new designs in famed Brace- 4 
lets of Charm have already become reorder : 
numbers Spirited sales activity durin the : 








Holiday Gift Season is assured when yo 





have Forstner Bracelets of Charm on hand : 
Foe true customer, sellin: aia 





Genuine Forstner NIE Chain 


modern way . . . often imitated but neve 


equalled. 








Look for this trade a = oo 
your customers will 
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The greatest national advertising campaign in the brand-name ring 
field is selling hard in your community. It’s reaching more prospects .. . 
selling more prospects on Keepsake Diamond Rings. This Keepsake pro- 
gram... by far the most outstanding in the diamond ring field . . . actually 
sells at the local level for the Keepsake Jeweler. 


Keepsake is... 


America’s Largest Selling Diamond Ring 


ae Nyt ga a 


oh eee ok 
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Diamond Rings. A. H Pond Co... Inc. 
Keegete Veeshinghan . Syrocuse 2, New er 

book, “The Etiquette 
t and Wedding” together with illustrations ye 






BRINGS IN THE NAMES of the most logical prospects 

in your trading area. Thousands of these coupon inquiries 

are received from prospects. Every inquiry is answered 

with the name of the nearest Keepsake Jeweler AND in 

“ addition, the prospect’s name and address is forwarded to 
the jeweler for follow-up. 
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RE ETIQUETTE BOOK 
® Offered in Every Keepsake Advertisement 


@ Made available to Keepsake Jewelers for Giveaway! 






os 








EXCLUSIVE WITH KEEPSAKE 
THE BRIDE’S KEEPSAKE BOOK for Wedding Memories. 
Promoted in National Advertising ... available to prospects 
through special gift offer ... obtainable only by coming into 
the Keepsake Jeweler’s store. 
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Night and Day, your nearest Western Union Office is 
on the job directing prospects to their nearest Authorized 
Keepsake Jeweler. Every National Keepsake Advertisement 
Carries this Message! 
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Jewelers Everywhere Say 
“Keepsake is Easiest to SELL!” 
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We also manufaCeeiGe mane acm beter arate 
and platinum diamond mnioraseQabercie bate tte bbate 
the famous KIN-LOCK diamond erpeegaatantt 


and wedding rings that always “Keep in line”: 


Leading Ring Stylist for More Than a 
Quarter Century 


‘OK , P Due. 37 W. 47th St. New York 19, N. Y. 
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oe | © FOR MEN’S and WOMEN’S BANDS 
¢ ABSOLUTELY FOOLPROOF 
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BAND #277; $7.50 1. |. 
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MAND # 266; $7.50 T. I. 






MAND #122; $12.95 1. 1. 







FLEX-LET CORPORATION 


*T, M. Reg. Factory: E. Providence, R. I. * Est. 30 years... since 19/9 * Executive Sales Offices: 20 W. 47th St., N.Y. 
*Pat. Pending Canada: Arennes Inc., Montreal * Flex-Let de Mexico, Mexico City 


SAND #155; $12.95 T. |. 
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Each Shmoo Clock boxed in colorful dis- 
play container. Daisy Mae and Li'l Abner 
reach right out and stop the kids from six 
to sixty. 


You get the full power of Al Capp Enterprises publicity 


In addition to the continuous publicity value of 
Li'l Abner comic strips in 760 newspapers all over 
the land, the Shmoo Clock is now featured on 
radio quiz programs and television shows. 
Get the silly lil feller tscking and swinging 
his way into the hearts of your customers —on 
your counters, in your windows—and_ watch 
your clock profits ride high on the great wave 
of Shmoo popularity. 


eo ¢ ¢ 





1107 Broadway, New York 10, N. Y. 








LUX CLOCK MANUFACTURING CO., INC. 


A natural for toy departments, jewelry depart- 
ments, college shops, nursery departments, and junior 
departments. 

Available in white, pink, and blue. Seven 
inches high, five inches wide—made of easy to 
clean, chip-proof plastic. Easy to mount on the 
wall. Fitted with the famous guaranteed Lux 
Pendulette* 30-hour movement. 

Retails at $2.95, plus Federal tax. 






° Factory: Waterbury, Conn. 



















See ceieg onhl ath anh aati ieee aT A: SMa. LATTA 


lor) 
= 
So 
re 
om 
€3) 
jee) 
© 
~ 
0 
© 
[= 
© 
oF 





Leader Shows the 
Way to a great 


HARVEST of PROFITS 
in Holiday . 


Promotions 


The Everbrite Catalog of Holiday items is now 
available and will be sent only to established 
jewelers. Requests for this new, comprehensive 


catalog should be made on your firm letterhead. 


A. ROWER € SOMS CORP, 


27 West 23: 7a Street Rew aork 102° Noe 
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CHARLES 


Beautiful bracelet watch 
in the color of natural 
gold. 17 Jewels. 





SOR Ste 


Matching bracelet 
watch in the color 
of natural gold. 

17 Jewels. 


$71 50 retail 


SSeS 


HER MAJESTY 


Wonderful value! Ten 
diamonds — 14 karat 
white gold. 17 Jewels. 


$1 35.00 retail 
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ON REQUEST 
FREE NEWSPAPER MATS \ £4 \<s 


AS ADVERTISED IN... 


e He e 

LIFE-post-Coltiers-Look 2 
RADIO T 

RETAIL PRICES SHOWN INCLUDE FEDERAL TAX IME SIGNALS 


| 


otham Watches 
Product of (M|endortt Watch G INC. 20 W 47th STREET 


TIME FOR A LIFETIME NEW YORK, N.Y. 






















Get on the Kreisler Bandwagon! Add your store to 
the growing list. Here’s the first list of store win- 
ners and the salespeople who helped (all we had at 
press time) ... thousands of awards are yet to be 
made. All Kreisler dealers are eligible. More than 
300 Mystery Shoppers are out in the field right now. 


HERE ARE NAMES OF THE FIRST STORES 
AND THE SALESPEOPLE WHO HELPED THEM WIN 


Aretaler Mystery Shopper Awards 


When any customer asks for a watch band, he (or 
she) may be the Mystery Shopper! Simply make an 
effective presentation on Jacques Kreisler Bands. 
Every time a store wins, the Mystery Shopper will 
present $5 in cash and aF ree Citation Watch Band 
(Retail value, $10.95) will be mailed to the store. 














J. W. Leggett Jewelry Co., Bessemer, Ala., Mrs. 
Leo Hill 
Brodnax Jewelry Co., Birmingham, Ala., Betty 


Dennard 


Styring Jewelry Co., Birmingham, Ala., Nettie 
Wells 
Dee’s Jewelers, Huntington Pk., Cal., Mrs. Her- 


man Degen 
Mayor Jewelry Co., 
Brounstein 


Huntington Pk., Cal., Paul 


Wm. Penn Jewelers, Huntington Pk., Cal., Ernest 
LaRose 
Birk’s Diamond Co., Los Angeles, Cal., Maurice 


Levy 
Bond’s Jewelers, Los Angeles, Cal., Morris Fisher 
Brock & Co., Los Angeles, Cal., Marion Lovitt 
Coronet Jewelry Co., Los Angeles, Cal., Nathan 
Reznich 
Donavan & Seaman’s Co., Los Angeles, Cal., 
Alexander Kitching 
Michaels Credit Jewelry, Los Angeles, Cal., Nor- 
man Schuman 
Silton’s, Los Angeles, Cal., Raphael Daytow 
Sochat’s, Los Angeles, Cal., Mamie Cante 
Diamond Palace, San Francisco, Cal., Ed. Goldstein 
The Emporium, San Francisco, Cal., Adelaide Goff 
Fields Jewelry, San Francisco, Cal., Roy Pollock 
Lansburgh & Bro., Wash., D. C., Mary Haas 
Shah & Shah, Wash., D. C., Vincent Bernott 
Ray’s Jewelry, Jacksonville, Fla., Irene Borkson 
Diamond Jewelry Co.. Atlanta, Ga. Ted Levy 
H. E. Kelly, Atlanta, Ga., H. FE. Kelly 


Chas. H. Meyer & Bro., Atlanta, Ga., C. H. Meyer 
Fodor’s, Aurora, Ill.. Robert A. Anderson 
Aurora, Ill., Robert A. 


E. P. Garvin Jeweler. 
Nord 


Oscar Lynbull, Aurora, Ill., Leroy Major 
Block Bros. Jewelers, Chic.. Ill., Sydney T. Zatz 
Plaza Jewelers, Chic., Ill., Katina Festor 


Hamilton Jewelry Co., Indianapolis, Ind., Lewis 
BE. Parker 

Windsor Jewelry Co., Indianapolis, Ind.. Manuel 
Cardenas 


Regis Schmitt Jewelry Store, Mishawaka. Ind.. 
Vernon Twibell 

— Store, Mishawaka, Ind., Mrs. John 

Chilton’s Jewelry Shop. Louisvile, Ky.. Hyman 
Jacob 

Jewell Shop, Louisville, Ky. 

Lemon & Son, Louisville, Ky.. 

May’s Jewelry, Louisville, Kv.. 

Norman’s Jewelry Co., Louisville, Ky.., 
C. Humphry 

Carl W. Reagan, Louisville, Kv., Carl W. Reagan 

Sterbrow Bros., New Orleans. La.. Lewis Sterbrow 

Hamel Jewelrv Store. Lewiston. Me.. 
Henry H. Hamel 

Cumberland Jewelers. Portland. Me.. 
Rae 8. Levine 

Hilton’s Jewelers. Portland. Me., 
Hilton M. Goldblatt 

Richter Jewelers, Portland. Me.. 
Paul Richter 

Hutzler Brothers, Ralt.. Md.. 
Murrell 

S. & N. Katz Inc.. Balt.. Md.. G. 
Gorton Lindsay 

Roberts Jewelers. Balt.. 
Hawks 

A. Konelman & Sons, Boston. Mass.. 
TAillian Berlak 

Montgomerv Ward & Co.. Dearborn. 
Mich., H. Prudiss 

S. H. Frin Jewelers. 
Mich., A. Rubin 

Wm. Devlin, Detroit, Mich.. 
Dennis 

J. L. Hudson Co., Detroit. Mich.. B. 
Raush 


, Peter Hall McGee 
J. George Ward 
Ethel Lentz 
Shelby 


Norma 


Md.. Cyrus 


Dearborn. 


Joan F. 


Johnston’s Jewelry, Detroit, Harvey 
Pierlin 
Serlin’s Jewelry, Detroit, Leonard L 


Levett 
Wein Jewelers, Detroit, Sam Wein 
Allan Jewelry, Pontiac, Mich., Allan 
_Cherney 
Mark Jewelry, Pontiac, Mich., B. 
Slatkin 


The Diamond Shop, Minneapolis, Al- 
fred B. Morgan 


o2 








Elofson & Follon, Minneapolis, J. W. Follon 

Famous Barr & Co., St. Louis, Charles Colbert 

Shear Jewelry Co., St. Louis, Gladys Weber 

Orrin’s Watch Shop, Dover, N. H., Orrin P. Fred- 
ette 

Elmer E. Cole, Portsmouth, N. H., Elmer E. Cole 

Tappins, Inc., Paterson, N. 5. " Homer E. Nettle 

Butterfield Pers. Serv. Jeweler, Albuquerque, LE. 
Butterfield 

Petty’s Jeweler, Albuquerque, L. C. Honeyman 

Holman’s Jewelry Co., Gallup, N. M., Price M. 
Holman 

Kaufman Jewelry Co., E. BE. Kauf- 
man 

Whited Jewelry Co., Raton, N. M., J. A. Whited 

Bernard’s Jewelry, Buffalo, Bernard Smilawich 

Gerald’s Jewelers, Buffalo, N. Y., Avy Sterman 

Tepps Jeweler, Buffalo, N. Y., Jack Teplitsky 

Wagner Jewelry, Buffalo, N. Y¥., Raymond Woods 

Louis Maratskey, Hudson, N. Y., Harry S. Carhart 

Safford & Scudder, Kingston, N. Y., Stuart S. 
Randall 

Allister Jewelers, N.Y.C., Fred Ascher 

Arcade Jewelers, N. Y. C., Ernese Guippo 

Barbizon Jewelers Inc., N.Y.C., Edward Fahman 

E. M. Belman, N.Y.C., #2. M. Belman 

Bisaw Jewelers, N.Y.C., Ernestt Klide 

Alex Braver, N.Y.C., Alerander Braver 

Zimmer Brothers, Poughkeepsie, N. Y., Leonard 
G. Zimmer 

Mevers Kredit Jewelers, N. Tonawanda, N. Y., 
Meyer Herring 

Rudicks, Akron, Ohio, Charlotte Snyder 

Carlisle-Allen Co., Ashtabula, Ohio, Pat Ensman 

Charles Jeweler, Ashtabula, Ohio, Mrs. Charles 
Waudah 

Krohngold’s, Ashtabula, Ohio, Mrs. D. Krohngold 

H. E. Bauer, Bucyrus, Ohio, H. FE. Bauer 

Dodd Credit Jewelers, Cinn.. Ohio. Robert Kramer 

H. R. Greenwald Jewelry, Cinn., Robert M. Ryan 

Basch Jewelers, Cleveland, Ohio, Henny Greenfleld 

Fred Goetz Jeweler, Cleveland, Ohio, Fred W. 
Goetz 

Higbee Co., Cleveland, Ohio, Eleanor L. Diklich 

Ohio Watch Co., Cleveland, Ohio. Fred R. Gross- 
berger 

Matsons Jewelers, Conneaut, Ohio, J. C. Matson 

Basch & Co.. Toledo, Ohio, Charles P. Denman 

Leo Marks, Toledo, Ohio, Philip A. Papurt 

Osterman & Levey, Toledo, Ohio, Vera Trazel 

Paris Jewelers, Toledo, Ohio, Ben Peitchech 


Raton, N. M., 


Note: A modification of the contest rules has been made. All 
prizes remain the same, but will be awarded only to the store. 
The salesperson by his or her efforts, helps the store to win. 


10 additional prizes of $50 each 


All entries to be property of Jacques K reisler Mfg. 


29 Kevialor 


North Bergen, N. J., New York office at 630 Fifth Ave. Wis.. 


Second prize, $500 cash 











WHO CAN WIN? Anyone regularly working i in the store of a 
Kreisler dealer in aselling capacity (watch repair men also eligible). 


Ask your manager for entry blank. Or write on store stationery oe 

and mail to Contest Manager, c/o Jacques Kreisler. Nothing — ee Mohr 
- Just a hard-hitting sales talk. You’re talking to a customer . 

you’ re selling a Kreisler watch band. What do you say ? 


Entries must be postmarked not later than Dec. 24, 1949. Winners will be announced ec 
Feb. 15, 1950. Decision of judges will be final. In case of ties, Vt at petaes cwarded, : Ww. Oldfield 


Roland Jewelers, Toledo, Ohio, Harvey Reisig 

Security Watch Shop, Toledo, George W. Cordia 

xordon T. Taylor, Jewelers, Toledo, Ohio, Gordon 
T. Taylor 

Phil Thal, Jeweler, Toledo, Ohio, Philip A. Thal 

Hartwells Jewelry, Okla. City, Okla., Perry 
Peachie 

J. L. Blackburn, Albany, Ore., J. L. Blackburn 

A. E. Coleman, Jewelers, Corvallis, Ore., Sheldon 
M. Meier 

W. Konick, Corvallis, Ore., A. Konick 

Neil Jewelry Store, Corvallis, Ore., C0. Francie 
Dewell 

Kelley Jewelers, Corvallis, Ore., George W. Kelly 

Laraway’s, Eugene, Ore., Nancy Y. Bussell 

Skeie’s Jewelers, Eugene, Ore., Lois Leatham 

Weisfield’s Inc., Jewelers, Eugene, Ore., Al Braun 


Browz Jewelry & Opt. Co., Salem, Ore., Mrs, F. 
Romie 

Hartman Bros. Jewelers, Salem, Ore., Joyce Sie- 
genthaler 


Jackson Jewelers, Salem, Ore., W. S. Garver 
The Jewel Box, Salem, Ore., Vernon D. Henry 
Rientzy Jewelry, Duquesne, Pa., Karl A. Rientey 
Richard A. Beyer, Erie, Pa., Chester Vradenburg 
Darling Jewelry Co., Erie, Pa., Samuel Polk 
Jarecki’s, Erie, Pa., Albert Levy 
Marvin’s Jewelry, Erie, Pa., Marvin Elfenbein 
Seymour’s, Erie, Pa., Franklin For 
Ruben’s Jewelry Store, Mahanoy, Pa., Betty Leahy 
N. Barshy & Son, Phila., Pa., N. Barshy 
Edward A. Farnan, Phila., Pa., John L. Farnan 
House of Milner, Phila., Pa., Herman Locke 
Kelly & Co., Phila., Pa., Charles Cabot 
Kerby Jewelers, Phila., Pa., L. Kerby 
Lefkoe Morton Co., Phila.. Pa.. Mr. Holtzer 
Lu Bille, Phila., Pa., William Koff 
ten Mazer, Phila., Pa., Sol Schechter 
Neids Jewelry, Phila., Pa., Morris Alperin 
Joseph DeRoy & Sons, Pitts., Pa., A. C. Young 
Herberts Jewelry Co., Pitts., Pa., Anthony Hina- 
tin 
Miller’s Jewelry Store, Pitts., Pa., Nathan S8. 
Miller 
Spear & Co., Pitts., Pa., Henry Waitz ; 
Frank J. Murphy, Pottsville, Pa., Rita Visneski 
S. Berson, Shenandoah, Pa., Mrs. S. Berson 
Albert’s Loan Office, Johnson City, Tenn., J. C. 
Spencer 
Becky’s Jewelry Co., Memphis, Tenn., Becky 
Osborne 
Walter J. Cline, Memphis, Tenn., Mrs. Walter J. 
Cline 
Perel & Lowenstein, Memphis, Tenn., Mrs. Fannie 
Freedman 
Halton’s, Ft. Worth, Texas, Mrs. Gola Chapman 
F. Levit Jewelry Co., Houston, Tex- 
as, Mrs. Ann Carso 
Paramount Jewelry Co., 
Texas, Mrs. Linnah Fouquet 
Sweeney Jewelry Co., Houston, Tex- 


Houston, 


2,000 ie 
; as, C. P. Wil: 
AND 7 IN EXTRA CASH PRIZES! 0. T. Milton & .. Laredo, Texas, 


Just finish this sentence in 25 words or less: 
‘‘T recommend Kreisler watch bands because... ”’ 


First prize, $1,000 cash + 


Robert McCoy 

Britton’s McAllen, Texas, Estenfana 
Perendez 

Lowe’s Jewelrv Co., Charlottesville, 
Va., Mrs. Bobbie Ballord 

Lenox Jewelers, Norfolk, Va., Ed- 
win Ehrenworth 

Bam’s, Ine.. Richmond, Va., Mrs. 
Lelya T. Russow 

Burts, Seattle, Wash., Ernest H. 

Friedlander & Sons, Seatt'e. Wash., 
Bernice Stevens 

The Goldsm‘th’s, Seattle, Wash., R. 


Hardys, Seattle, Wash., DL. W. 
Thompson 

Rivkins, Seattle, Wash., Warren A. 
Porter 

Weisfields, Seattle, Wash., Albert C. 
Kolbeck 


Doering Jewelrv. Green Bay. Wis., 
Oral De Cormer 

Halfpap Bros., Green Bay. Wis., 
Alice Ziehell 

Joe Goldmann. Inec., Milwaukee, 
Wis., Louis J. Guenther. Jr. 

Archie Tegtmever Inc., Milwaukee, 

Fred Hoffmann 
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“Whit to Rear his Rappiest whistle ? 


It’s magic at his fingertips! 

Look!—it’s red! Presto!—it’s red and blue! Change-o! 
~it’s blue! Yes, it’s three jewelry sets in one—and 
forthe price of one! In 5 styles, 9 color combinations 
...even the new pastel colors to go with the new 
shirt shades. A Kreisler exclusive! See the new, new 
Change-O-Color* today at your favorite store, or 
write for name of nearest Kreisler dealer. 


Cuff Links 3.50 and 7.50 pr.—Tie holders 2.50 and 5.00 


Pictured, top to bottom— 

Kreisler Craft Slide-it Cuff Links—3.50 pair. Tie Holder—2.50 
Rollisphere Cuff Links in famous Kreisler Quality—7.50 pair 
Slide-it Tie Chain in famous Kreisler Quality—5.00 


Kreisler Craft Cuff Link Wardrobes—a new gift idea! | 
Set of 2 pairs—7.00, 3 pairs—10.50 


Change-O-Color Dress Sets 5.00. Other Kreisler Craft Cuff Links from 2.50 pair. 
All prices subject to Federal tax. 





nge-° °°!er 


new, new jewelry sensation! 


it changes color to match his outfit 








Kreisler’s December ESQUIRE ad . . . one of 


3 BIG FULL COLOR AD; 


appearing in ESQUIRE, the No. 1 magazine fy 
men—telling the story of Change-o-color, the sep. 
Luis Cole OY sational new idea in men’s jewelry. 
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Here’s how you can 


CASH IN! 


Get this Dynamic Silent Salesman, 
an illuminated display that 


DEMONSTRATES 
CHANGE-O-COLOR 


selling features 

















Lights! Action! Color! 


This 3-dimensional display— 
size 81/4” high, 7” wide, 4” deep 


answers the question: 





‘“‘What changes color?”’ 


IT’S FREE! with Kreisler Craft—Asst. . Pe vou change the cole 
No. 8. Your cost: 199.50 Keystone ag 


to match your suit 


Assortment | 42 pairs cuff links (retail for $3.50*) 
consists of: | 15 tie bars (retail for $2.50*) 
6 tie chains (retail for $2.50*) 

2 plastic trays 
* Prices Subject to Federal Tax 


Ins RRILUANT COLOR COMBINATIONS 


This handy coupon will bring you your 
Change-o-color displayer with your 
order. Fill it out—mail it today! 








JACQUES KREISLER MFG. CORP. 
9015 Bergenline Ave., North Bergen, N. J. 


Please send Kreisler Craft Asst. No. 8, at $199.50 Key- 
stone, together with illuminated three-dimensional 
Change-0-Color display and promotion material. 


STORE NAME 


ADDRESS 
CITY STATE 








A DIVISION OF JACQUES KREISLER MANUFACTURING CORPORATION 
North Bergen, N. J. New York office at 630 Fifth Avenve 
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. - and iy cash, we MEAN cash! cash on the spot 


when you accept our bid - - cash t to the full amount 
to really | close the transaction. 


At the right « we list some of the stores and stocks 
we've bought this year, It is only a partial list 
-(serveral others we ve agreed not to publicize) but : 
it illustrates that near or far, small or large, Gordon - 
Brothers is the firm to call when you decide to sell | 
‘your jewelry stores or stock. — 


Or if you prefer to. liquidate your stock yourself . - 
in this case, too, working with Gordon Brothers 
means more cash, eliminating all guesswork we 


guarantee your sale by a cash deposit to the full 


amount of our estimate. 


FOR OCTOBER, 1949 














EXAMPLES: 


KEY JEWELRY CO. 
DALLAS, TEXAS 


PREMIER DIAMOND CO. 


REILING’S 
PHILLIPSBURG, PA. 


RIPLEY - HOWLAND 
BOSTON, MASS. 


 GELLMAN‘S 
PETERSBURG, VA. 


GOLDSMITH’S 


WM. T. BRYANT INC. 
BOSTON, MASS. 


we bu y ‘more > stor res &Y 
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This year... make it a~ “~ 





Christmas Feature! 


® New Vogue Chest 
® 52 sparkling pieces 


® It's a luxurious dinner 


service for eight 


© At your jeweler's now 
Only $69.75 


m Other dinner services as low 
Bas $49.75. No Federal Tox 


Your customers will see this ad in eolor—exciting, real-life color, in the No- 


vember 21 issue of LIFE magazine! It’s the biggest advertisement in Community 


. 
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#TRADEMARK OF ONEIDA LTD COPYRIGHT 1949 ONEIOCA LTD 


C.QOMMUNTT Yo THE FINEST SILVERPLATE 
ONEIDA 2D. os". GENEID A. NEW vORK 





history! And you can expect the biggest sales results in your history from it—be- 


cause it will reach 27,572,000 LIFE readers—the biggest magazine audience in the world. 
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Manufactured EXCLUSIVELY 
for the wholesale and jobbing trades 


since 1910. 


TT mn A 2 oe 5 Oo N 
Manufacturers of Gold and Platinum “Watch Cases 


4 8 th > TRS Bowe NN ow. 100 Rie 
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the new 

kaplan 

ring sets 

They're tops in value, quality and 
finish — — they’re new and smart. See 


dalclaamn’ dalclammel’l amctol icttaalelalmae] | ime 





W morris kaplan &sons i 


Dedicated to 
Quality and Value 


since 1893 21 west 46th street, new york 19, n. y. 
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INTRODUCES... 


A Complete Lighter Line 


Now... the NUMBER ONE name in (HA 
becomes the NUMBER ONE name in (ai sea 


All Elgin American “Socialite” lighters, 
except leather-covered and die-struck 
designs are packaged in this attractive, 
beautifully lined gift box. Shown here: 
1414/064 "Duchess" Engraved Jeweler's 
Bronze with Silver Finish $8.75. 
(Matching compact and cigarette case 
also available). 





414/490 *“*Town House”’ 
chrome plated $4.95 retail 


1414/101 “Sportsman”’ 
Chrome plated $4.95 retail 


1414/073 “Debutante”’ 
Engraved jeweler’s bronze. 
$7.50 retail. (Matching 
compact and cigarette 
ease also available) 


Other Models from $4.95 to $95 


You know what Elgin American has done ) 
for the compact business—now watch the famous Chain A MOLICAM 


what it will do for your lighter sales. 
Customers know Elgin American. The 
tremendous acceptance of this name pro- 


vides a ready-made lighter market for you. 


: CTO 
MATAE = oS Sid 
Car Mee te Cee 
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LITER-CASE 


No. 170 Show Case Display holds 12 No. 88 Counter Display 
lighters. Free, together with No. 88 Counter available free with initial 
Display above, with inifial order amount- order for 6 "Socialite" Smokers 
ing to $50 net minimum. lighters. prefer its 
convenience always a best seller—now more 
profitable than ever with these 








new features: 





Eigin American “Socialite” will be 
featured onthe Groucho Marx pro- 
gram. Now Groucho reaches millions 
more listeners over CBS every 
Wednesday nite at 9 P. M., EST. 





A Light avu- 






e@ OVERSIZE FUEL TANK 

e@ SIMPLIFIED REFUELING 

@ EXCLUSIVE SLIDE CONTROL 
SAFETY CATCH : 








tomatically 


nA 





Write for New “Socialite” Catalog Showing Complete 
Line of Pocket and Table Lighters and Ensembles 
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Satisfaction is guaranteed with Rhapsody 
Rings. Your customers know that they can depend 
upon Rhapsody for the utmost in quality and 
value. Brilliantly beautiful Rhapsody Rings are 
skillfully fashioned to meet the rigid Rhapsody 
requirements of cut, clarity and color. 


boot ee 
> Se % 
Pe ee 





M. SICKLES & SOMS 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 
WHOLESALE: JEWELERS FOR NEARE® 


100 
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See what The Watchmakers 
of Switzerland are doing 
between now and Christmas 


to increase quality watch sales. 








mm THE WATCH PARADE 


Sponsored by the Jewelry 
Industry Council. 
October 24 to November 7 


For his first. goud watch! 


4 euwlity jewntodeles +s Savisy mosey c3* 


UALITY WATCHES lead ““The Watch Parade.” And 
The Watchmakers of Switzerland support your 
quality watch sales with coordinated advertising and 
merchandising. The ad above will make 95,269,000 
reader-impressions during October in LIFE, LOOK, SAT- 
URDAY EVENING POST, TIME, NATIONAL GEOGRAPHIC, COUN- 
TRY GENTLEMAN and FARM JOURNAL. And the free, full- 


The WATCHMAKERS OF 


A TRIPLE BOOST FOR 





Soy 
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Pe 
] By the age of twelve, the average boy and girl ar watch, ask your yeweler: “Doe thave aquality Swans je led 
L@ mature cnough to recozmize the value of precious ime, lever movement Ii at does, this feature os your best assu 
to plan the days more methodically and thoughtlully, and to ance of accuracy, d pendability, and value See the newest in 
handle a precision wstrument with care. When vou buy a wotches dus “Tle Watch Parade,” Oct. 24—Nov 7 


How old should a youngster be 


before he gets his first good watch? 





a. ee 
D Practical watches to give young. ative 
—_e te water repellent amd shock resistant 





For the gifts you'll give with pride—let vour jeweler be your 


Pu 
>» To aet the most for vour money, choose a watch 6 le 
! Swiss reweled lever nunement be 





Pe with aqualrty : led | w Ry 45 
ine yeweled-lever is the mechanical “heart” that keeps P eae . rr Fy 3 TALL 9 
> watch running accurately with a minimum of we The WATCHMAKERS OF ‘ a SWI TZERLAND 
Lon't be footed by socalled “watch bargains” — you ’ is 
Usuoily get just about what you pay"for — mT ©1940 Soins Federstion of Wain Manutecturers 








color, five-piece “WATCH PARADE” display puts the power 
of this advertising to work in your store. 


Be sure to take full advantage of ““The Watch Parade” 
and of this powerful advertising-merchandising cam- 
paign. Use these sales-aids to sell quality Swiss watches 
with fine jeweled-lever movements as gifts or as “‘sec- 
ond” watches. 
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YOUR QUALITY WATCH SALES 


Push . | 


ire, 
¥ 


“ye A watch is the most wanted gift of all, the gift that has a ote Swiss jeweled-lever movement, your finest as 
e stands for love and constancy and friendship — a won- surance of accuracy, dependability and value. Rely on @ 
derful reminder of the giver through the years When you jeweler in whom you have confidence—he'll show you the 


Here’s the ad that will work buy a watch for yourself or tor someone you love—be sure it best jeweled-lever Swiss movements in your price range 
for you in November, making , 
77,176,900 reader - impressions 
in LIFE, LOOK, SATURDAY EVE- 














What to look for in the watch 
you buy for Christmas 


NING POST, TIME, NATIONAL 
GEOGRAPHIC. 





‘our jeweler will heip you « ile Se a ae 
ERI ent he Switzerland. inctudin mg 


shock resistant . Water -Cepe yelient srif- winding am “yp aler 
dar wat — an n 
mer. is t nent —s counts—be sure your 





watch p tong a per int Swiss pewelee 





This special “month before Christmas” 
ad starts your customers thinking about 





— ~ —s 
A amr $ 
s 


watches as Christmas gifts. And it backs 





The jeweled-lever Swiss watch you buy today — Te give tne best wear, a watch deserves god care 
; num -s —_— salent ts aithnanhen aft gol realy = Suiee Wan th Repair Past s Pre Sd ytd 
up the gilt theme with a strong “what mar a ervenencs , shoe reek us mauve of sang prfor Jou, eeshune area reed oneal a pape 
‘ ' . « tan re vr for the fortunate one who receives ut from you. ly ft has a quality Swiss jeweled -lever movement 
to look for’ story that features the four RO a extn waren: uBeeneRIT | ae , . 
' The gua, Same hee of sew .- For the gifts you'll give with pride—let your jeweler be your guide 
, « © y , » 7 @ movement heft) is adjustable. non-corros _ 
\ l l al q u a | l { \ p¢ 1 1) [ S ne Ow . gned vi compemate for temperatre changes The he The WATCHMAKERS OF c~} SWITZERLAND 
et sone auube hat = tae we ; ® 

















+ 
Tein every watch it’s the movement that ® And, for Christmas, the best ad of 


counts—be sure the watch you buy has a all! Plus—a free, full-color, 7-piece display. Watch 
quality Swiss jeweled-lever movement. for announcement in next month’s trade ads 


2. Don't be fooled by so-called “watch Remember — Christmas time is the best time of the 
bargains”—you usually get just about what year to sell watches, and the best watches for you to sell 
are quality watches — with Swiss jeweled-lever move- 
ments, So plan now to build your sales and merchan- 
dising plans around this triple “now ‘til Christmas” 
Program. This way you'll get full benefit of the big 
advertising Campaign plus ‘the added impact of mer- 
chandising displays. 


you pay for. 


3A smart Swiss watch is a treasure of 
lasting pride—for you—or for the fortunate 
one who receives it from you. 


Be sure to play up this slogan in your store, for it works 


4.When you buy a new watch, rely on a 
harder than ever for you during the Christmas season... 


jeweler in whom you have confidence — 
he’ll show you the best jeweled-lever Swiss For the gifts you I] give wrth pride— 


rements in your price range. ; 
_—_—— . let your jeweler be your guide 

















See Next Two Pages For More News! 
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THE OFFICIAL CATALOGUES OF SWISS WATCH REPAIR 
PARTS MAKE WATCH REPAIR EASIER! 






PART ONE 


Tel amel | 
Ebauches movements 


PART TWO 


For Swiss lever 


movements not listed 
in Catalogue Part |] 





Vantin te 





These two books work together—to help you 
give fast and efficient repair service for practt- 
cally all makes of Swiss watches. Be sure that you 
keep them up to date by inserting the new pages 
as they are sent to you. 
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THOUSANDS OF JEWELERS HAVE RECEIVED 
THE OFFICIAL CATALOGUES 


Here’s how they say Parts l and 2 help them... 


@ By simplifying identification of parts. 
® By speeding up ordering of repair parts. 


® By minimizing the possibility of mis- 
takes in ordering and in filling orders. 


® Both use the same Official numbering 
system for all Swiss Watch Repair Parts. 


® Both include a list of principal parts 
and materials for the movements that they 
cover. Each part is illustrated, described 
in 4 languages, and numbered according 
to the Ofhcial system. 


® Both have a dictionary section that’s 


® By providing a simple system for identi- 
fying movements—even when unmarked. 


® By increasing the total number of Swiss 
watches which they can service. 


And here are the features that make 
Parts 1 & 2 of the Catalogue so useful... 


complete enough for everyday needs. 


® Both have a simple method of identify- 
ing unmarked movements, and complete 
indexes that give full information on 
marked movements and manufacturers. 


® Both are loose-leaf, easily kept up to 
date, and both have complete instructions 
on their usage. 








ARE YOU TAKING FULL ADVANTAGE OF ALL THESE 
SERVICES OF THE OFFICIAL SWISS WATCH REPAIR PARTS PROGRAM? 


1. The Official Swiss Watch Repair Parts Informa- 
tion Bureau. Located at 730 Fifth Avenue, New 
York 19, N. Y., to answer repair questions. 


2+ The Official Catalogues of Swiss Watch Repair 
Parts (Parts I & II). A complete and standardized 
listing of materials for almost every current type of 
movement manufactured in Switzerland. 


3- The Official Dictionary of Watch Parts. Recom- 


mended for large watch-repair departments and 


highly skilled watchmakers. 


4. The Official Package for Swiss Watch Repair 
Parts. Now being introduced for staffs and stems of 
the most widely used Ebauches movements. 


Se The Official Cabinet for Swiss Watch Repair 
Parts. New, efficient design that holds both pack- 
aged and unpackaged parts. Order from your sup- 
plier. 

6.4 Speaker’s Kit — for talks on the Repair Pro- 
gram — includes text for speaker, slides and instruc- 
tions. Obtainable from the Information Bureau. 











For the gifts you'll give with pride—let your jeweler be your guide 
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The Famous 







JEWEL BOXES 


& Leather Specialties 








will now be manufactured by 


TORY JEWEL BOX CORP. 


a subsidiary of 


STHE MAUTNER COMPANY, INC. Siam 


SINCE 1888...THE LEADING NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 























The broad facilities of the Mautner organization and more than a half 
century of specialized experience in the manufacture of jewelry boxes and 
displays will now be available to keep the Tory trade mark in the forefront 


‘in styling, value and consumer acceptance. 


Mr. William Tory, creator of the Jewel Boxes and Specialties bearing his 


name and key personnel have become associated with this firm. 


To facilitate prompt delivery, we urge that you place your orders now. All 


Tory items are identified by the same numbers as before. 


You'll find 


at the same familiar address 





389 FIFTH AVENUE, NEW YORK ©* Factory: Long Island City, N. Y. 


New York: 20 W. 47th St., and 35 Maiden Lane 
Los Angeles: 215 W. 5th St. 
Boston: 373 Washington St. 


Tory jewel boxes may also be 
seen at Mautner show rooms: 
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“RING LEADERS’ 
from OSBEE’s Line 





(43x781) BY % 
Flashing one-carat Zircon, j OO SS 
masculine and bold in 


detail, handset in l10K 
gold .....$119°9 each 


(Keystone) 


(24x283) 


Graceful Cornelia Cameo, 
handset in oval shaped 
delicate 10K gold mount- 


ing. .... . $1059 each 
(Keystone) 


(27x121) 


Synthetic Birthstone, 12 
colors. Delicately fashioned 
and handset in 10K gold 


.. « $1000 each 
(Keystone) 


7 Ostby & Barton 


:: @ fe Pick ew. FT 
“Ring Leaders’’ Since 1879 


366 Fifth Ave., New York |] 
118 Richmond St., Providence 2, R. I. 






































































































































































































































































































































THE JEWELERS’ CIRCULAR-KEYSTONE 











ee — — a 
—ritinncanaeetonatiane ATS AAA A ere = 
0 NT ee a er ers 





LL 





ively 
igned by 


exclus 
des 





FOR OCTOBER, 1949 








ro) 
Zz 
° 
= 
tn 
~~ 
S 
~ 
oa 
< 
| 
_ 
O 
= 
O 
wh 
of 
(3) 
J 
fx 
= 
fs) 
= 
(3) 
2) 
oa 





4 


Enthusiastically praised by jewelers everywhere as the fi 


} ... 80 perfect in detail and craftsmanship that they rival custom 
6080 — ROYAL SEA SHELL. Yellow, Pink, White. Retail $9.50 7284— ROYAL £ 


6070 — ROYAL CROWN. Yellow, Pink, White......Retail 
6090 — ROYAL HEART. Yellow, Pink, White....... Reta 
6286 — ROYAL VICEROY. Yellow only... 


Yul The First Watch Band Box that also 


serves as a Handsome Monogrammed Cigarette Box 


A beautifully engraved bronze. 
plastic Cigarette Box for ladies’ 
watch bands...a silver plastic Cig- 
arette Box for men’s watch bands. 
Each personalized with the custom- 
ers own initial. Packet of specially 


designed, die-cut adhesive initials — , 


furnished without extra cost. 


3 Ja coby -Bender, Inc. © 161 Avenue of the Americas, New York 13, N. Y. 
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_ ®Pat. Pending 
Fits small, medium, large lugs and straight ends. 


all ladies’ watch lugs. Multiplies your gift 
sales because the customer can fit it herself. 
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OF \ 
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 6050—La Petite Ex- 6051—Le Petite Ex- 6060 — La Royale Pe- 6020—La Petite Exp. 6021—La Petite Exp. 
— Yellow, Pink, pansion. Yellow, Pink, tite Exp. Yellow, Pink, Basketweave. Pink, Yel- Basketweave. Pink, Yel- 
White......Retail $5.95 _ White... Retail $6.95 = § White......_ Retail $7.75 low, White. Retail $6.95 low, White. Retail $6.95 


Vie 


_6031—La Petite Exp. . ite Cente 6035—LaRoyalePetite  6038—LaRoyale Petite 3050*—JB LINDA. Full 

Engraved Dew-Drop Expansion with Links: Exp. Double Square — Exp. Curvette Ends. .. Telescope Expansion. 

Links: Yellow, White. Yellow, Pink, White. Snake. Yellow, Pink, - Yellow, Pink, White. Yellow, Pink, White. 
Retail $6.95 } Retail $6.95 - White........Retail $/.735°* Retail $7.75 Retail $6.95 


*3051—J8 LOIS (not itlus.). Telescope Exp. Prest-0-Slide Buckle. Yellow, Pink, White. Retail $6.95 


When you featute JB Watch Bands you add to your reputation for + WALT EUUU ADT 


for all JB full E | Bracelets (except 

Nos, 8050 and 8051) are made with 50% MORE GOLD — 1/15 

- 42 Kt. gold-filled top shells instead of the customary 1/20 12 or 
10 Kt. Your customer gets more value, more, a more erecta! 


IN WATCH BANDS 








3rightest stars in today's market . . . Walter Lampl’s Pear! Planets 
Creating a new selling sphere that's destined to stir up greater 
ales... you'll thank your lucky stars for 
Melicimtelilelkelsemalvam-elamallela-1cae 
Cashioned in 1/20 12K gold filled, and lustrous simulated 
Meolactn Grelelaellalehi-1ome]gel0] oko) mal-re1 4[0[e\-1-9m o)cel@-) (18-5 
emirelanelme ae) oM-eladiale|-Relaro mero hire\ pins elite 
siielilelel(= lain =ienelamlaleliale|6lol i hau bal-taalel(-\e] (> meres) 
allows yYOU maximum mark-up. . 


customer-pleasing price—that's profitable for you! 


'No. 2632/4004 - 
Ssracelet with disc 
mulehase 


$8.50 


“by lampl”’ 
A REGISTERED TRADEMARK 
F WALTER LAMPL, INC 


Have you seen our newest charm 
success .. . a miniature Television 
Console set in 14K gold, that is 


boosting sales all over the country. 


ee 


mac-)(elliialemelme 











as 














tNo. 2633N-—Sautoir 
Necklace. Lustrous simu- 
Toli-tomme\-1olat Ma, diiammelolle 
ololaloh wae lel lomilll leit tale] ¢— 
chain. Adjustable slide 
on center ornament 


1/20 12K GF $17.50 


‘From our extensive line of 10K and 14K gold, 
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“py tNo. 2633E — Pendon! 
y : ' earrings to mofcR 


Ae ar® Front and side view. 
ee ™ $5.50 


gold filled, sterling silver, charms and rhinestone jewelry. 
All Prices Keystone. 
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Styled Right by 
Lt. 


1169/89—I0!, & II'/ ligne, 
6/OE, 6/OW. Dome, flat & 
pagoda crystals. 

1138/86—4 rubies & 8 rhine- 
stones in bezel. 10!/, & II'/ 
ligne, 6/OE, 6/OW. Flat & sun- 
burst crystals. 

1149R—Same as 1138/86 but 
round. 

1168/89—I0!, & II'/2 ligne, 
6/OE, 6/OW. Dome, flat & 
pagoda crystals. 


We manufacture a complete line 
of rolled gold plate cases in all 
sizes. Also famous Elite Water- 


sealed Case. 


New Catalog on Request 


Cite 


WATCH CASE CORP. 


150 Varick Street 
New York 13, N. Y. 


In Chicago 
Katzman, 5 N. Wabash Avenue 
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WATCH CASE CORP. 


150 Varick Street 
New York 13, N. Y. 


In Chicago 
Katzman, 5 N. Wabash Avenue 


862/88—63, rectangular & ton- 
neaux, 4AH, 8xI0AK, 6!/2 oval, 
73%,/\1-7AP & 7AH, 15/OE, 
14/0H, 7I4W, 834, 18/068, 
750W, 8AE, 6!/,-3436, Dome, 
diamond & 3 way crystals. 
981/86 — 934 ligne, 10/OE, 
10/OW Sunburst, split, dome & 
3 way crystals. 

862/86—Same as 862/88. 
1137/86—I10', & II'/ ligne, 
6/OE, 6/OW Flat, 3 way, Sun- 
burst & dome crystals. 

We manufacture a complete line 
of rolled gold plate cases in all 


sizes. Also famous Elite Water- 
sealed Case. 


New Catalog on Request 












S score A (426diimad TOUCHDOWN 


WITH THIS 2 











oF. 
t. 
4: ** 


Yi], 


a 





POWERFUL 
TRIPLE-THREAT 
ATTACK... 
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EASY T0 USE 
~» EASY TO SELL! 


Won't protrude...won't 
show. The sale of either 
the engagement or 
wedding ring must 
mean the sale of the 
other. 


En 
% 
aw 


Yes/ther gS pe wer in} at line-up - * ri : 
“..and that’s what's making magni- \. splays..c J completely eliminates 
* ficently styled Feature Lock engagement \ ~~ * 7 nic, ete ae Sony SoS eee 


° ° : ° ° "ea HS ° i f ri the fin- 
and wedding rings the All-American choice 4%... _ Le a he ti 


among brides of yesterday . . . brides of today... | wedding and engage- 
brides of tomorrow! We're throwing a touchdown for-- —~ —~  neoamunaan 
ward pass to those jewelers who know how to “catch.” Get oe in full view at all times. 
on Feature Lock’s winning team . . . score early and often for . 


profitable Christmas business. 


FEATURE LOCK RINGS 


PATENTED PRODUCTS OF THE : 


FEATURE RING CO., INC., 126 W. 46th ST., N. Y. 19, N. Y. 


SOLD ONLY THROUGH 
AUTHORIZED 
DISTRIBUTORS 
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Design Pat. No. 154,972 
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WBI40 Retail (T.I.) $7.75 * Keystone $6.00 Hamilton, Pink or White 1/20 12K 
Gold Filled Top, Stainless Steel Back °* Licensed under Pat. No. 2,267,967 


MARVEL JEWELRY MFG. COMPANY PROVIDENCE 3 RHODE ISLAND 


thi wholetalert 
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was FIRST to 


produce quality watches combining 


all these great promotional features 


SELF-WINDING 
WATERPROOF* 
SHOCK-RESISTANT 
ANTI-MAGNETIC 








gives you the complete skill 


gained from 25 years’ research and 
experience in pioneering self-winding 
waterproof watches. From this ultra-modern 
factory comes the tested quality performance 
assuring customer satisfaction that results 
from intimate knowledge of mastering 


every problem in modern timekeeping. 





gives you the most advanced 


self-winding mechanism—*Pendulum 
Propulsion’ and Multiple Protection to assure 
lasting accuracy—in a great, new range of 
styles. Featured are just a few in the 
complete line... from $49.75 F.T.I. 


*Stays waterproof while crystal’s intact and case is unopened. 


KITCHENER 


Handsome, gleaming 
stainless steel case 
with regular 

ry Yeolslo Malelalem 

$49.75 F.T. 1. 


JEFFERSON 


Thinnest self-winding 
waterproof watch 
made. Stainless steel 
case with sweep 
second hand. 

$7 1.50:F; T.1. 


DIANA 


Small, dainty, self- 
winding, waterproof 
watch for women. 
Stainless steel case, 
sweep second hand, 
moloi i iesMalolilol Melsls) 
numerals. 


$71.50 F.T.1. 


DATOMETER 


A new, self-winding, 
waterproof calendar 
Waelids Malis Me ticllilitt; 
steel case. An 

ry aigeMilelileMislel ee 
cates the day 

of the month on 

the outer edge 

of the dial. 

$98 F.T. 1. 





LOUIS AISENSTEIN & BROS., INC. _ 


SALES DEPARTMENT: 16 EAST 40th STREET: NEW YORK 16, N.Y. 


54 THE JEWELERS’ CIRCULAR-KEYSTONE 

















gives you, without charge, this Powerful 


Sales Display! Permanent Motion Display that proves Mido’s 


self-winding, waterproof quality right in your window. 


FIRST SELF-WINDING WATCH 
C7 ee TO COMBINE ALL THESE FEATURES 
- -(). —«_._ FAR GREATER ACCURACY... 
















. 4 _ SELF-WINDING 
a = SHOCK-RESISTANT 
ANTI-MAGWNETIC 
WEAR IT IN WATER 
WATERPROOF 
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WRITE OR WIRE TODAY 
—Make certain you get all the 
Mido news of powerful watch 
merchandising...and the great- 
est promotional device devel- 
oped in years to help you sell 
watches. 


EXECUTIVE OFFICES AND SHOWROOM: 630 FIFTH AVENUE - NEW YORK 20,N./Y. 


Branch offices—29 E. Madison St., Chicago 2; 319 W. 5th St., Los Angeles 13; Foreign office—Ernst Schiiler Strasse 6, Bienne, Switzerland 
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In the distinguished creations 


bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 
centrate on the Seidman Line. 

SEICO) 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 


NEW YORK 19, N. Y. 
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Size: 4° x4” - 
To Retail at 


di 


On West Coast $10.45 plus tax 











& What's the time? What's the date? The new Phinney- Walker 

Fe / Calendar Clock answers both questions ata glance...does 

° a complete job of time-keeping . . . combines an accurate 

clock with an automatic 22-year calendar. With a flip of 

the finger the calendar can be adjusted for any month until 

RACPm isle litamelliMmaltiimecclkt-omelltmalinl-icelmelimel(ol Melire 

calendar. Precision movement timed and guaranteed by 
Phinney-Walker. 


Consult your wholesoler = f Yinney her ( 0 


Clock Makers Since 1915 
30 IRVING PLACE © NEW YORK 3, N. Y. 


DIVISION OF SEMCA CLOCK CO., INC. 


ON THE AIR OVER LEADING RADIO STATIONS FROM COAST TO COAST 





























LAWSUIT SETTLED 


G9 


Maurice C. Peyster, Inc., and its subsidiary 
the Manhattan Jewelry Mfg. Co., both of 
62 West 47th Street, New York, hereby 
acknowledge the full legal rights of 
Shiman Bros. & Co. Inc. to the trade mark 
and trade name “MIRACLE” in connec- 
tion with jewelry which is duly registered 
by Shiman Bros. & Co. Inc. in the United 
States Patent Office. 


An action resulting from the inadvertent 
use of the said trade mark in our recent 
catalog has been settled to the full satis- 
faction of Shiman Bros. & Co. Ine. 


The Manhattan Jewelry Mfg. Co. and 
Maurice C. Peyster, Inc., have covenanted 
_ and agreed that such an infringement will 
not occur again and are taking immediate 


steps to delete the trade mark “MIRACLE” 


from said catalog. 
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DIAMOND RING SETS 


27 Diamond 


Rings enlorged 
Combination Set 


to show detail 


Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc* feature. 


ete 
ees? 


Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
a cavity to mar the beauty and symme- 
fry of the Miracle rings. 





The Diamond Engagement and Wedding 
rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned... prevents awkward ring 
twisting and shifting, saving rings 
NONE GENUINE UNLESS STAMPED “MIRACLE” from costly wear! 

For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25%. larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


Miracle Sets priced from $20.00 up 


Styled to Sell - - Priced to Sell! 


WARNING: 
Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 


f the law *Patented and Reg. U. S. Pat. Off. & Patents Pending 
* ° 


= 


SHIMAN BROS. & CO., Inc. 


No connection with any other firm 





MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 





234 WEST 39th STREET NEW YORK 18, N. Y. 
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What's the watch 
worth watching? 


F The budget-minded watch4 
’ that’s ticking off sale after sale { 
in leading jewelry stores from , 
' coast to coast... the accurate, £ 
' completely dependable watch 
F that makes its appearance in 
F striking national ads millions of 
; potential customers will see in 
1949. Naturally it’s a 


the watch that means greater = 
unit profit for you! Remem- | = 
ber, when you sell a Craw- © 
ford watch, you sella watch © 
of sound quality ... a watch 
that increases your prestige, 
ups your profits. For your 
best watch buy... for the 
®% watch your customers will 
buy and recommend, look 
, to Crawford. 
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PLEASE RUSH ME THE FOLLOWING BANDS: 


Quantity Number Color Quantity Number Color 
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Charge through my KESTENMAN distributor: 


WHOLESALER’S 


ADDRESS......... 
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Fiecy to demonstrate, easy to sell... 
Wed-Lok* rings have no moving parts, no extra 
gadgets ...there’s nothing to break or lose. And 
Wed-Lok* rings lock in two places so they hold 
firmly together, can’t possibly shift when locked. 
Yet these rings unlock instantly at any time! 
Furthermore, the Wed-Lok* locking feature is 
guaranteed for the lifetime of the rings. Fine qual- 
ity selected diamonds are set in Granat Tempered 
Mountings* (not cast), processed for lasting 
strength and protection. With all this, these rings 
retail for as little as 100.00 the set... others in 
platinum to 1250.00 the set (Plus taxes.) 





——_$S_SS 


aie — BW 
Wade. Wi 


“SIMPLICITY” SERIES 





In white or Natural Gold to 
retail from 100.00 to 500.00 


114 GEARY STREET - SAN FRANCISCO 8 CALIFORNIA * Trademarks Reg. U.S. Pat. Off. Wed-Lok rings are protected by U. S. Patents 








62S; THE JEWELERS’ CIRCULAR-KEYSTONE 








é. ee weet a 








little people are BIG business 


Get your share of the 
23,742,576" potential wearers of 


KIDDIE KRAFT 
yee 


in the famous 


a a T 


Jewel Box 


NATIONALLY ADVERTISED 


There’s a tremendous 





market for children’s jewelry! 





Make sure you get this 
profitable business for Fall 
and Christmas. Feature 


KIDDIE KRAFT, the line 


every parent knows 


and remembers. 











ORDER FROM YOUR 
WHOLESALER TODAY 


LOCKETS e@ PENDANTS 
BRACELETS © CROSSES 
ae mys a . KIDDIE EXPANSIONS 

o\.4 RINGS e SETS 

aN TO RETAIL FROM $2.50 TO $10.00 


Mats available, write for yours today. 


*Bureau of Census figures for all children under 14. 
*Design patent #142,996. 


MARATHON COMPANY 


Attleboro, Mass. 


Manufacturers of the finest children’s jewelry for over half a century 














FOR OCTOBER, 1949 


63 































\\ 





\\nnnn 











A MELE MUSICAL JEWEL BOX MAY 1 SEE THE MELE 
PLEASE. $4.95 JEWEL BOX IN 


(THE OWE THAT'S ADVERTISED GENUINE LEATHER... 
in ESQUIRES CHRISTMAS 1$sue’) (THE ONE THAT'S ADVERTISED IN 
‘ + |. CHARM ano GLAMOUR) 


OVER EIGHT MILLION READERS 


will see the beauty, quality and value of Mele Jewel Boxes in Mele 




















national advertising in Esquire (which more than 650,000 men use to 
select Christmas gifts for their ladies) , Charm and Glamour, the women’s 
magazines which sell merchandise. And—many of America’s leading 

magazines are including Meie Boxes in their recommended Christmas | 
sift selections: Esquire (full color), Seventeen, Glamour (two colors). 


Charm and others. 


Mele Jewel Boxes move fast... 
they are perfect Christmas gifts. 

° But as fast as they go off your 
counters, our production lines will 
keep you supplied with more Mele 
Boxes ... to keep vou and your 
customers happy. 


° 


*CGenuine Leather. with Thorens Musical Movement. Retail: $9.95 More American 


FULL MELE LINE DISPLAYED IN FULL COLOR 1949-1950 CATALOGUE. women use Mele 


Jewel Boxes than 
any other. 


MELE MANUFACTURING CO., INC. 


366 Fifth Avenue New York 1, N. Y. Established 1912 





Manufacturers and Exclusive Distributors of All Mele Products 


—_ ~~ 





@ 
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ILLUMINATED NIGHT WINDOW DISPLAY FOR JEWELERS EXCLUSIVELY 


This eye- 
2 sam asltont display has been designed by SWANK especially and 
ES cs se wn Ss during the day, in your show window 
ee . ing <ammay sufficient illumination for your entire window. 

r immediate delivery. See your SWANK salesman for details 








SCISSORS 


Typical of the many smart SWANK innovations 
that build store traffic are the new Miniatures. 
Patterned after familiar household tools, they 
are so cleverly designed, so style-right, 
customers will want a whole kit of them. 


HAMMER 














READEROHIP THAT MEANS LEADERSHIP 


WAT National Advertising Messages in: 











WASHINGTON S GREATEST 
STORVTELAER 


Advance, Mr. Hornblower! 
Bet & funeter 








1 Saw Russia Preparing fer Bar 
a rad 


PLASTIC 
ACH BOAT 


JULY 25, 1949 20 a : 
oe oo ee : AN ENCOURAGING MESSAGE rin John W. Snyder 















ARE YOU 
MISSING 


A BET tov Sleutley- <peuanl 


Gold-edge wallets deserve a place on any jeuetry counter. 
And when they’re SWANK crafted 


and nationally advertised, as these are, Wie | 


they’re worthy of extra-special promotion. 














This sparkling diamond like 
rhinestone necklace created 


to retail profitably at 


J pss 


1/20—12K GOLD FILLED 


getter 


a 


i 


RHODIUM FINISHED 


in Attractive Gift Package 


bY = WHY YOU MAKE MORE PROFITABLE SALES! 


This striking necklace is typical of our entire JUBILEE 


line. Typical of the exceptional values it enables 


eg DORSONS 
you to offer your thrift-minded customers; typical of 


the highly profitable sales you make when you feature JUBILEE. ) . 

Add to these the superb styling and matchless workmanship (/ f 6 4 
that characterize all JUBILEE creations and you see why 

JUBILEE should be your line to sell with supreme confidence! 


Reg. U.S. Pat. Off. 


NATIONALLY ADVERTISED 


BRNSTEIN & SONS COR OEE 


119 WEST 24th STREET, NEW YORK 11, N.Y. 


JUBILEE! 



























the Dunhill 
lighter that’s 
Jewelry too 








Everything about the Rollalite explains why so many jewelers regard it as the 
logical lighter to feature. It’s designed and built like jewelry—it has the /ook and fee/ 
and finish of jewelry. It’s a higher grade lighter — Rollalites begin at $10. 


Its distribution is confined to better stores. And it has the prestige of the 
Dunhill name, world-famous for quality and good taste. Definitely — the 
Dunhill Rollalite is the lighter for jewelers to feature! Order from your 
wholesaler today or write to Alfred Dunhill, 660 Fifth Ave., New York 19. 


ad ROLLALITE POCKET LIGHTERS: Heavy-ribbed, 
fine-lined and diagonal models for men and women. 
Retail prices: Rhodium plate $10, Gold plate $15*. 
In an outer jacket of 14 kt. gold, $125* and up. 


ROLLALITE TABLE LIGHTERS: Heavy-ribbed, 
fine line and diagonal models. 


Retail prices: Rhodium plate $12.50, Gold plate $15*. 
*Plus Fed. Tax 


UNMITE ROLLALITE CIGARETTE LIGHTER 
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—Tie Holder (top 


ML 1—Cuff Links (right). 


MT 22 


MT 14—Tie Holder (top left). 





ML 19—Cuff Links (left). 
—Tie Holder (bottom). 


right). 


MIT 


24 


boxed 


Items shown 1/20—12K gold filled; attractively gift 


Boxed Cuff Links 


Hercules’ 


14K gold 








RAFTSMEN OF DISTINCTION 


JEWELRY [ 


Sold through wholesalers only 


6219 MADISON STREET, WEST NEW YORK, N.J. 
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don’t trust 
your naked eye 


asia sar Saas 
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Let Your Own LOUPE es 


prove the PERFECTION of L oupe- tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 


to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 


is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 


evasion, certifies this exceptional quality. 
Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 











Vv 





& 8, 
° eae! ae, @ 
pea of other thousands of jewelers who are now successfully 
.— /! and profitably selling LOUPE-TESTED LOVEBIRD 
“4mony Bie” Diamond Rings. Franchises are still available. 


b INC. 











630 FIFTH AVENUE, NEW YORK 20, N. Y. -« 
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“Golden Tweed”. . . 
heavy links of 

solid Trifanium 

treated with all 

the texture interest 

and beauty of 

fabulous tweed. 


design patent pending 


Lalli designed suit 


0p nr KL Foe 
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New Ultra Thin 
watch of exclusive 
design. In gold- 
filled case, $67.50. 
14K gold with 
sweep seconc 


hand, $125 F.T.I. 





‘ 


Handsome madi 
watch for the map| 
of meticulous taste, 
Gracefully curved 
14K gold case, with 
gold numerals andi 


hands. $325 FTI. | 


$ 


Exquisite |4K white 
gold watch with 
ten large cio 
monds and dainty 
white gold flexible 
bracelet.$300F.T.I. 














(o stake your reputation 
on ONE wateh--- 





ee | UT WR os ee ws, 


What watch would it be? It would have to be a watch of supreme calibre . . . to do 
credit to your name... attest to your standing as an expert in timepieces. That one watch 


most likely would be an Omega . . . world renowned for its performance, proved by: 










The test of time — Omega has been making fine watches for over a century. 


The test of a&CCuracy—Omega holds highest honors at Kew-Teddington, most 


prized of all precision records. 


The test of dependability—, survey of fine jewelers the world over, proves 


that Omega requires less servicing than any watch in its class. 


—_ 
— 


=- a @ FS 
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The test of wor Kmanship—every Omega watch must pass exhaustive tests 


before it leaves the Omega laboratory in Bienne, Switzerland. 


—_ 
ea... 


The test of value —omega is one of the “few great watches”—yet styles for 


men are priced as low as $60, styles for women start at $67.50. 





The test of styling —omego cases and dials are especially designed to lend 


individuality and elegance to the wearer. 






The test of tests—when it comes io gifts—the owner of an Omega buys an 


Omega — because he knows from experience that Omega is unexcelled. 









So build your house of ‘bricks. Recommend the watch of tests. Your reputation 





as a jeweler will be teamed with one of the greatest watch names of all time. 


NMVKEGA 


The Ultimate in Fine Timepieces 

















NORMAN M. MORRIS WATCH CORP. - 608 FIFTH AVENUE, NEW YORK 
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SAVE 40” to 60% in the cost of setting! 





Which ring* has the ECON-O-SET? 


These two rings look almost alike ... but there is a world of difference. 
The one with the ECON-O-SET saves 40% to 60% in the cost of 
setting. 

And talk about miracles! Each diamond appears to be floating in 
air. With ECON-O-SET no metal covers the stones. Milange lots 
make no difference . . . large or small melee set with no distortion 


of shape. 


Facts about ECON-0-SET 


I. Rings are of precision die-struck construction. 

2. Rings are Rhodium finished. 

3. Rings are available in 10% Iridium Platinum. 

4. Rings are all perfect matched sets . . . in a wide range of styles and variations. 


5. Sold only to and through wholesalers. 


ECON-O-SET Guarantees a 40% to 60% savings in the cost of setting 


oO 


WARNING 


ECON-O-SET * The ring on the right has the ECON-O-SET 
(Pat. Pend.) | 


is the exclusive pro- 














perty of Manne & 

Son. Infringers will 

be prosecuted to the Mf, S I 

full extent of the VYWse UY, WC. 


law. 


74 WEST 46th STREET © NEW YORK 19, N.Y. 
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HE NEW 


Self-Winding 
Self- Protecting 


elf-Selling 


incafle x 


world’s only watch with the flexible balance wheel that absorbs shock. 


WYLER WATCH AGENCY, INC., 630 Fifth Avenue, New York 20, N. Y. 
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the pearl lariat from 


Deknalel 


SIMULATED PEARLS 





ee 





Shoppers looking for the 


unusual — gif tmakers seeking 


the distinctive will be 





fascinated with the many 


Gowns Courtesy of Ceil Chapman 


decorative possibilities 


of Deknatel’s new Pin-up 







INDIVIDUALIZED NECKLACE STYLES 


A Different Style With Every Pin-up Combination Tassel, he ae pearl | ry 


Originality of design stands as 


one reason why jewelers 


like to deal with Deknatel. 


J. A. DEKNATEL & SON, INC. 
QUEENS VILLAGE, LONG ISLAND, N. Y. 
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Introducing four of our distinctive designs —mod- 

ern as the new year. A product of artistry and 

fine watchmaking — sure to appeal to your most 

discriminating clientele. A wide assortment of 
g cle 

styles and cases in 14 Kt. gold and rolled gold 


plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 











Featured in Our 
Romantic New 


“HUG-TIGHT” 


Diamond Rings 
















| Ty 

\ Both rings shaped to blend to- Nt 
aS gether in an affectionate embrace! W 
O Shown is a lovely 8-diamond du- \ 












i 


\ ‘ 







W \ 



















\ 
\ 
ette in heart- and floral design. N\ \\N 
ANY 
\\ A _ FEA 
ve PEELE EZ 





MG : Look to 
a | ) ie | Goldstein- 
pP | | oe Gerson for 
: a the Newest, 
( REGISTERED ) Most Unique 
Designs in 
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DIAMOND DUETTE (“op Desions 
SETTINGS 1) 











es O53 EZ SOLD ONLY 


HROUGH WHOLESALE 
DISTRIBUTORS 


“Pairette” is the magic name for a combination of eye-catching 










beauty . . . unique design and real selling power! These exquisite 
























rings are ingeniously designed so that the wedding ring “hugs” 





© 944, Pe RO 2 4- 

N CO. 
EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE’’ DIAMOND DUETTES 


paper ad mats supplied to authorized dealers. Write to Goldstein- 126 W. 46th STREET 
Gerson for the name of the “PAIRETTE’™ jobber in your territory. NEW YORK, T 9 N.Y. 


, * 
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the engagement ring to form a bridal creation of unusual char- 


er eae | 


an” *? 


acter. See this new and different styling! See how modestly priced, 


37 PSS 
. «=». Ms 
gh 





too . . . yes, priced to appeal to 100% of a jeweler’s trade! 
Capitalize on the QUALITY and ENTIRELY DIFFERENT 
appearance of “PAIRETTE” diamond duette settings! News- 





ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ A.B. GRODMAN e@_ IRWIN GOLDSTEIN 
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NOW 
ye ld filled 
uilh Mhatntless 


steel Fack 


“at this price 
it can be the biggest 


selling watch 


? 


in America... 


That's what a promi- 

nent jeweler said when he 

saw, and heard, the new gold- 
filled Cricket. He may very well 4 lA 

be right. For now, into your 
volume market comes one of including Federal Tax 

the most talked-of watches 

in America — one of the 

finest timepieces in the world. 

Demand for the new Vulcain 

Cricket Alarm Wrist Watch is 

already far beyond current 

production capacity! That’s 

why we respectfully urge 

you to order right now 

for priority shipment! 





Orders accepted now for Nov. | delivery 


ALARM WRley WATCH 


Vutcain Watch Company, Gne. « 620 Sifth eeenue, New York 20 “°*" COAST HUBERT A. wO0D, 


649 SOUTH OLIVE STREET, 
LOS ANGELES 14, CALIFORNIA 
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HIS WRIST 
IS SHOWING...A 


Yi, 










#450 


Stainless steel, 


. and rightly so, for 


Glen expansion bands are expertl miner flere (Men) 
P P y . i, #601 1/20-12 Kt. 


ue gold filled 






crafted for outstanding service and handsomely 
designed to transform a timepiece into a masterpiece. 


You sell more ... easily ... when it’s a Glen band. 


. « » AND FOR HER WRIST A voverxGart wren BRACELET 
1/20-12 Kt. gold filled. 
Ss 





| #116, 
ze iz >= #701 1/20-10 K 
P WQOUHCUCLAC LILLE LL 18) #137, La) se ss t. 
te e 


SEND FOR CATALOG OF OTHER STYLES. = 
Sold through wholesalers only. =z : 


. se it Be 
Aap afta y 
f, Sota seetr 


JEWELRY COMPANY, INC. 


182 BROADWAY, NEW YORK 7, 
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Fashion says “Sport watches for women” 
Harper’s Bazaar says “U niversal Genéve” 


( UNIVE RSAL ) 


Harper’s Bazaar chooses for Fall Fashions 

the refreshingly new, readable Universal Genéve sport watches 
with gaily colored straps—in 14 Kt. gold, | 
retailing at $71.50 to $150. A wonderful new sales 

promotion feature for you! Write for details. 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N. Y. 
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The Most Amazing Success Stor 
















Satin Chrome. 
Vertical design. 


Retails at $5.95 No Fed. Tax 














Retails af 


$12.50 


No Fed. Tax. 

Inspired design, timeless styling, eel 7 
superbly finished in non-tarnish 8 - OSS ’ 
radiant Rhodium —can be en- : | 

| graved. The treasured symbol of . : 
biedivom finieh. Dh a : = gracious living, with famed A°S°R / a Mirror Pane 


Vertical design. mechanism. Ebony Tenite handle ‘ — — 
Retails at $7.50 No Fed. Tax Retails at $10.00 No: 
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Metkn:ot. Peart A’S‘R Heritage Table Lighter, companionate cigarette ae ¢ 

Rhodium Finish. Mother-of-Pearl. server and matching tray in non-tarnish radiant Tortoise Shell. Rhodium fini 

Midget Model. Rhodium Finish. Rhodium. Se sion | panes : gic devi 4 
Retails at .50 No Fed. Tax. Retails at $12.50 No Fed. T Retails at $10.00 No . Tax Retails at $10.00 No’ © 
oo see oo Retails at $25.00 No Fed. Tax. 








Classic Table Lighter 


muse 
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Leather Covered. 
Alligator-Cobra-Morocco- 





Ostrich. a 
apo sigs a i € < For table or desk. Richly sculptured in non-farnish 
tails at $9. o Fed. Tax eather Covered. . 8 ie , Ce 
etails a Alligater-Cobro-Moroceo- Rhodium finish can be engraved. Sure-action A-:S‘R Sterling Silver. es 
Ostrich. Lighter principle. Floral Pattern. Styled by Cortie’.. 
Retails ot $9.00 No Fed. Tax Retails af $12 Ly?) No Fed. Tax Retoils at $22.50 Plus Fed. Tax | Retails al $200.00 ' 
‘ 5 














ASR - SOLD BY LEADING JEWELRY JOBBERS - 
LIGHTER DIVISION A-S-R CORP., BROOKLYN, N.! 
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WiC OLaA : Siri ti . MIARVARD TIMERS 
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Graceful in design, 10k yellow rolled gold | 
plate, steel back, 17 Jewel movement with 
lovely gold filled bracelet attached. 


pee ee ge es ke ES 


44901 2 A4903 — SR “ aa 
é Smart, round, easy to recd, Small, dainty, round, 10kt Small, neat cushion, 10kt Attractive, 10kt yellow 
* 10kt yellow rolled gold yellow rolled gold plate, yellow rolled gold plate, rolled gold plate, 7 
» plote, steel back, 7 Jewel steel back, 7 Jewel move- steel back, 7 Jewel move- Jewel movement. 

movement. ment. ment. Suggested Retail . $27.75 
* Suggested Retail . $22.75 Suggested Retail $27.75 Suggested Retail $27.75 A4908 
» 94902 A4904 A4906 Same; 17 Jewels. $33.75 
Same; 17 Jewels :-. $29.75 Same; 17 Jewels $33.75 -Sontesdte dowels. $3 SS : 









iain 





=> A4909 ‘ii ‘aia Po 
Lovely styling, ICkt yellow A4912 | A49 
‘rolled gold plate, steel back, Smartly styled, 10kt yellow Rich looking, natural 10k! 
.7 Jewel movement. rolled gold plate, steel! yellow gold fiiled, silk cord, 
»: Suggested Retail . . $27.75 back, 17 Jewel movement, 17 Jewel movement. 
«+, A4910 Suggested Retail .. $35.00 Suggested Retail .. $39.75 
i same; 17 Jewels. ... $33.75 |. 







4 
OR 


< a A4919 Wi | 
Mich in sparkling de- Ever popular, beauti- Truly stunning, hand i - 
pgm, hand set white fulrhinestonelape!l setroundand baguette Me? 
Minestone case, silk watch, bow-knotpin,7 rhinestone, silk cord; 33 


: 
s. 















“cord; 17 Jewels. Jewel movement. 17 Jewels. — * 
Mime Sug.Retail . $65.00 Sug. Ret.$35.00 Sug. Retail .. $65.00 am 
desi: 40: Oe 
Note e ee oe u Ts 
Pig a sai ; =e z= . al 
“heeiapallt ) ) A495 4916 —_ 
e Elegant, 4 genuine rubies and _ petite and highly attractive, Unmatched for its simple 


<< 


2 diamonds, 1Okt natural rolled = 10Kt natural rolled gold beauty, 10k? natural rolled 
gold plate, steel back with pigte, steel back, dome gold plate, steel back, dome 
17 Jewel movement. crystal, 17 Jewel movement. crystal, 17 Jewel movement. 
Suggested Retail . . . $52.50 Suggested Retail... $39.75. Suggested Retail . . $39.75 





~~ 7 wae: : - a 
‘ Sa, ae . , > & 
— oe , 7, ‘ _ % ’ 


Smart nurse's watch, fe t nat- — 7 7 6 3 









ural rolled gold plate, steel , an Oe ie 
_ back, sweep second, accurate; | ae ETN 7 V/ 
| 7 Jewels. Sug. Retail . $29.75 Petitely designed, highly  ,a4g24.4 
: » A492) styled nurse's watch, silkcord, Delightful’ ereanen Ravuralr 


” Same; 17 Jewels . . $36.75 accurate 17 Jewel sweep 1Okt rolled gold plate, steel " 
% A4922 movement. back; 2 genuine diamonds, A925 Ew - 
Same; 10kt natural gold filled, Suggested Retail . $39.75 silk cord, 17 Jewel movement. Richly designed; 10kt notural rolled gold | 
ee $42.50 ¥ : Suggested Retail . . $49.75 _ plate case with smart looking gold filled 
expansion bracelet permanently at- 
tached to case, 17 Jewel movement. 


' : ALL PRICES QUOTED SUBJECT TO FEDERAL EXCISE TAX. - 
: Suggested Retail ........ 


Watches illustrated slightly smaller than actval size. 






* 
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IMPERIAL WA 


IMPERIAL WATCHES are individually p 








cif Kat 
in luxurious gift boxes (shown here) or in the 


distinctive “Crown” box (show non precedine 


Lovely, square, 14kt white gold, 2 brihaos —_ ghee 
liant diamonds, silk cord, 17 Jewels. ~ e 


Suggested Retail 
 A4945 sl 
Same; 14kt natural yellow gold $65.0 2 


beet - = 


= BAS “A497 : eer mia | ~ A4932- ate 44934 Be 
14kt yellow gold, simple de- = Striking in design, !4kt Distinctive in its highly pol- © Aristocratic looking, 14kt Highly styled, neatly eS 
sign yet very attractive, silk © white gold cushion opening, ished lines, 14k? natural natural yellow gold, dome signed, 14kt yellow re Bes 
cord, 17 Jewel movement. silk cord, 17 Jewels. yellow gold, silk cord, 17 crystal, silk cord, 17 Jewel dome crystal, silk cord, 7" 
e Suggested Retail $38.50 Suggested Retail $38.50 Jewels. Sug. Ret. $39.75 movement. Jewels. Sug. Ret. . $42. 50 
&. - A4926 A4929 A4930 Suggested Retail . $37.50 A4933 me 
Sothe; in 14kt white $38.50 Same as above in 14ktnal- Same; 14kt white; $39.75 | Same; 14kt_ white; $42.5 


| A4941 

| Beautiful, 14k? natu- 
ral gold ring watch, 
| 17 Jewels. 

| Sug. Ret. . . $59.75 


Petitely design ed. 
pak natural yellow # 
old ring watch, 17 
Biewel movement. = ie sala 
P Svat - $85.00 44936 ees a49400C 
A49: it, Enchanting, modernly Delicately designed, 14 Rich and captivating in Elaborately, modern | 
Ever aap, | 10k ; , om styled 14kt yellow gold, kt natural yellow gold, design, 14kt white gold, styled 14kt yellow natu- 
rolied gold plate * oe -*sitk cord, 17 Jewels. silk cord, 17 Jewels. silk cord, 17 Jewels. ral gold, silk cord, 17 © 
case with gold @.., '- Mima. Sug.Retail . . $57.50 Sug. Retail . . $45.00 Sug. Retail . . $65.00 Jewels. Sug. Ret. $65.0 - 
filled bow-knot Mp4 oil Po A4938 A4939 a 


pin, 7 Jewels. —— : Same; 14k1 yellow; $65 
Sug. Ret. . $35.00 a En : ne AG ccnnrnagy Pole ow: $65.00 Same; 14kt white; 65.00 


a 5 


x Exceedingly smart looking Simply but superbly styled, A950 ies A495I —s " 
3 og aN white gold, 2 lorge 14kt white gold with 2 Exquisitely designed 14kt Gorgeous model, 14kt white Distinguished, elaborately @ 
* diamonds, silk cord attach- beautiful diamonds, silk white gold only, 4 genuine gold only with 6 diamonds styled, 14kt white gold only, 
ay wes ‘ment, 17 Jewels. cord, 17 Jewels. diamonds,dome crystal,siik graduating in size, silk 10 brilliant diamonds, silk 
; Suggested Retail. $85.00 Suggested Retail. . $75.00 cord, 17 Jewel movement. cord, 17 Jewel movement. cord, 17 Jewel movement. 
A4947 A4949 Suggested Retail. $105.00 Suggested Retail. $135.00 Suggested Retail. $142.50 ~ 


Same; 14kt yellow; $85.00 Same; 14kt yellow; $75.00 : ; es 
All Watches Guaranteed Against Defects in Materials and Workmanship 














Right on dime for 100 years 


hind today’s smartly styled IMPERIAL 


be ; 


eC HES stands a solid century of precision- 


-.ftsmanship and accurate time-keeping. 


A4953 : 
Pleasing cushion style, 10kt yellow rolled 7 
gold plate, steel back, 7 Jewel movement - 
with gold filled expansion bracelet. : 
Suggested Retail ......... $27.50 


A4954 
Same as above with leather strap. $24.75 


PA4955 A4958 

FHandsomely modelled case, 1Okt — Distinguished looking, 10k? yel- 

® wolled gold plate, steel back, low rolled gold plate, steel back, 
rock crystal, 7 Jewel movement, rock crystal, with special applied 
leather strap. dial, 17 Jewels, leather strap. 


Suggested Retail . . . . $39.75 
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~~ A4961 A4962 
- Impressive, modern looking, 10kt Sturdy, 10k? rolled gold plate, 
yellow rolled gold plate, steel steel back with round and 
© back, 17 Jewels, leather strap. bagvette rhinestone set dial, 
— Suggested Retail . . . . $37.50 17 Jewels, leather strap. 
= Suggested Retail . . . . $39.75 


Be ns I i a a 


2S 


Av A4965  £4966— 


A stocraticlookin j, natural Streamlined 14k! nature "yel- Magnificent loo ing, 14k? nat- 
AOkt rolled gold plate, steel low gold, rock crystal, 17 Jewel ural yellow gold, heavy case, 
ack, with high styled gold movement, leather strap. rock crystal, 17 Jewel move- 


ya 


"Peni, 


A4957 2 Ae 

Sturdy and rich looking, squore, Masculine looking in round 10kt 
thin model, steel back, 17 Jewel natural rolled gold plate, steel 
movement, leather strap. back, 17 Jewel movement, leather 
Suggested Retail . . . . $29.75 strap. 


Suggested Refail .. . . $29.75 


N 
Pe IMPERIAL a 
fj i § 7 
: eon 


_*S 


A4963 | : 

Superbly styled, natural 10k? eet 
gold filled, rock crystal, 17 Jewel Smart looking pocket watch, thin 
movement, leather strap. model, all steel, 17 Jewel move- 
Suggested Retail . . . . $42.50 ment. Sug. Ret. . $32.50 

A4960 
Same; 14kt gold filled case. $55.00 





£4968 


' Dainty, round, ladies’ dress 


: : sweep, 10kt natural rolled gold 
Small, attractive, with round plate, steel back, luminous dial, 


chrome top, steel back, lumi- 17 Jeweis, leather strap. 


nous dial, nurse's sweep with Suogested Retail . . . $37.50 
strap, accurate 17 jewel move- 44969 


™ A4967 


| bracelet to match, 17 Suggested Retail . . . $59.75 ment with fine leather strap. _ ment. Same; 10kt natural gold filled, 
Sug. Retail . . $47.50 Suggested Retail . . . $75.00 ¢, casted Retail . . . $35.00 17 Jewels... .. .-. . $42.50 





| watches have jeweled lever movements. Prices subject to change without notice, 
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_ ss second, 30 minute register, stort, stop and: 
- fly-back from crown, 7 Jewel movement, nickels 
. case, for straight timing, 2 dial reading. 7% 
we. Suggested Retail... . .- as S2928% 
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. os 
| Decimal dial, 30 minute register, 
start and stop. for time-out push slide 
lever on side ot watch, press crown 
for fly-back. 7 Jewel movement, 

“nickel case, for mechanical uses. 3 

» Suggested Retail ...... $31.50, 


- 1/5 second, 30 minute register, start,” 
stop and ~~. from crown,7 Jewels 


' Ad97 5 all steel bevel cose.4 F Sturdy dress model, water re- 
bwater resistant, 17 Jewel i inca“ P sistant, luminous dial with “ 
Pbloc movement; leather strap, bsweep, 17 Jewel incabloc + 
Juminous diol with sweep, i, Movement. Perfect for sports- 3 

Ideal for nurses 0nd Fm men. . Sug. Retail $55.00 

sportweor. ; | | - : 


, van | 2 FAaso71 —— s 
All steel, thin model, luminous dial. 4 5 » Woter-resistant, baie top, % 
with -spenaaN resistant, 17 Jewel sii , steel back, luminous cat 
ee | sweep second watch, 7 Jewel 4 
",movement; leather strap. . 
Suggested Retail $29.7 S 
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A4978 : all 
Chrome top, steel back, gloss cover (shown open), 15tr ~— yi hades | pee a | _h : q 
Jewels, Braille system dial for Blind. Sug. Ret. $31.50 “43am a | re . ae Chrome-top, _— panes eeu rOn chrome 
A4979 “£4980 ~~ ‘ | ; luminous dial with sweep, 17 ee a af 

oid filied top, glass cover, 17 Jewels; Braille system Chrome Hunting cover case (shown open), Jewels, oe 977 Suggested Retail . j 
dial for Blind; leather strap. Suggested Retail $42.50 Braille system dial for Blind, pocket watch. Sug. Ret. $26.50 Same as above, weter-resistant. ‘509 
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Pacific Silver Cloth increases your store 
traffic, sales and profits...and builds silver- 
ware business too! 


National advertising and friends tell your customers 
that Pacific Silver Cloth chests, bags, rolls and wraps 
... nothing but Pacific Silver Cloth...save work, 
time and energy for life. No rubbing! Keep silver 
always bright and clean without polishing. 

Your Pacific Silver Cloth customers enjoy their 
silverware, use it more often, take more pride in it and 
find ownership of additional silver more desirable. 
They show it off in its original beautiful appearance, 
talk about you and Pacific Silver Cloth and their silver 
at parties, and increase your store traffic... give you 
more silverware business. 

Every customer you sell Pacific Silver Cloth is in 
effect insured against “‘silverware prejudice’’ caused 
by tarnish. Tarnish cannot dampen their ardor for 
silver. That is why Pacific Silver Cloth customers buy 
more silver. 

In a recent survey of average housewives at Home 
Arts Guild, Chicago, 38% now use Pacific Silver Cloth 
to make polishing unnecessary. The other 62% without 
Pacific Silver Cloth are generally of the opinion 
“polishing is a disagreeable chore’’, many saying that 
polishing makes silver less desirable to own. Learning 
that silver can’t tarnish in a Pacific Silver Cloth con- 


FOR OCTOBER, 1949 


DO YOU KNOW... 


tainer, 9 out of 10 now desire to buy a Pacific Silver 
Cloth chest, bag, roll or wrap. Most say that with 
Pacific Silver Cloth protection they are more apt to 
buy new silver. 

Carry a complete line of Pacific Silver Cloth prod- 
ucts and display the new beautiful Pacific Silver Cloth 
self-selling wrap on your counter. Order from your 
favorite distributor now or send the convenient cou- 


pon below. 


PACIFIC MILLS, Department JC 10, 
214 Church Street, New York 13, N. Y. 


Gentlemen: I am interested in Owraps,D chests,0 hollow ware bags, 
C—) place-setting rolls, packets made with Pacific Silver Cloth. Send 
me names of sources of supply and descriptive literature. 


NAME 





POSITION 





DEPT 





STORE 





STREET ADDRESS 








CITY 




















RUN THE 


PROMOTION OF THE MONTH 
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PROFIT... WITH PROMOTION 
S-U-C-C-E-S-S-E-S 


: "ee Smart jewelers are fully aware of the fact that the 
. , os ee Ii at this re ° | :. - : ° ' e 
case .-- matching 2 _~* yeor oni Every Rulon watch has ¢ crofton Oo wise Way to promote is with jeu elry items on 
ridiculously low P e staff breakage. ry hing band. Don’t let this oppo ‘ , 
Guarantee against balance te case a ing which real profit can be realized. Rulon Pre- 
mov Reece nt t . ° ° 
ou buy Tested Watch Promotions are working wonders 
in Opening new accounts and keeping old ac- 


REGULAR *71” RULON LADY'S WATCH 
p 10 THIS Low PRICE BY © 


REDUCE ; 
PERMISSION OF THE MANUFACTURE 
ine i the famous Rulon —_ 
Imagine "4 the INCABLOC SYSTEM, | 
‘sg most re 
moore gear “4 he 8 sporting brilliant 


> The Case Executed ri 
> 14K WHITE oo 


counts alive AT A PROFIT to the jeweler. 
Store Name Here’s a stand-out promotion . . . shown in the 
| powerful dealer ad illustrated . . . an 8 diamond, 





17 jewel, Incabloc System Rulon (watch number 
C 912-8) ... your cost only $59.50 Keystone. 
Order now for Christmas sales! 








NEWSPAPER PROMOTION AD 


WITH EACH A la 
PROMOTION-OF-THE-MONTH 


521 FIFTH AVE., NEW YORK 17, N.Y. 
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#557 
BOTTLE OPENER KNIFE 
to retail at $7.50 


THREE 


i DROS 
Me %, oN 
Mss %, . 
C3 ES ~ > : 
Bea, ER <n , 
x Bs >> : E 
Be: . Re, ~~ i 
3 ' a & ~ ~< ans a3 
% MS, ~ % 
a ’ 4 cos 
a , od ~ , 
¢ os ™, % 
> a Be 
ee SSS 
o * x 
* ae . 
Va 
; e 
es 





#556 
SCISSOR KNIFE to retail at $10.50 


y Three handsome, gold-filled knives with full- 
polished blades . . . specialties from the regular 
LeStage line. Available with oblong or diamond 
signet. Attractively boxed for the gift trade. 
1/20 12Kt. GF (White or yellow) 
THROUGH YOUR WHOLESALER ONLY 





#560 
CORKSCREW and BOTTLE OPENER KNIFE 
to retail at $8.25 


NEW YORK CHICAGO LOS ANGELES le ¢ 7 |.Xe é 


9 Maiden Lane 29 E. Madison St. 315 West 5 St. 
A. H. Betz A. B. Pinero Jack Klein 
MANUFACTURING COMPANY 





NORTH ATTLEBORO = MASSACHUSETTS 


CHAINS + BRACELETS * LOCKETS * KNIVES * BABY JEWELRY * IDENTIFICATION BRACELETS 
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is AUVERTISING in 


ANOTHER — 


EXCLUSIVE! 


J 
Exclusive free. 


running pulley lets 
chain extend 


GLIDER 


KEY CHAIN ® @ 

P It’s short — it’s long. iy 4 
Shown actual size. ' ‘x 

Extends twice as far. 7 ¥ 

sp.co | Oo 

up iy en 

My: Ni 

‘ } 

| Lecce Heyy : i ‘ 

plus 19 full pages in the dat 2 9ge & | 
1 ® 





@r. Famous Anson 
ag-Clip. It opens! Can- 


renee ie t injure tie. Harmoniz- 


ing links with wide choice 
of designs and colors. 


$5.00 (pius tax). 


Lower. Exclusive Anson 
Kuft-Loop. Completely en- 
circles cuff . . . opens for 
easy use. With matching 
tie slide. 1 20 12 kt. Gold 
Filled. Set shown $132.50 
(plus tax). Other Kuft- 
Loop sets—$6.00 up. 





W 















leading trade magazines 
during Summer and _ Fall, 
building for this powerful 
consumer advertising in the 
nation’s largest consumer 
magazines. 





about this complete nation- 
al advertising program 
only partially shown here. 
See the new merchandise, 
new displays, newspaper 
ads. Let him explain the 
many ways you can cash in 
on this Anson advertising! 


Five of the consumer ads 
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| s Exclusive Lock-slide 
fee holds chain at any 


: - length. 
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A COMPLETE LINE OF MEN’S JEWELRY 
© ANSON Inc.. Providence, R. 1. 


appear in color! 


A COMPLETE LINE OF MEN’S JEWELRY 
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INITIALS 
BY 
é Anson 

















tt SNR MERE” SERIES SS 











UNIT #10-49 


Yes SIR! INITIALS BY ANSON. Consists of the following: 


’ - ~— oe ; 1 Doz. GRIP-CLIPS #B3494 $2.50 Retail 
Here’s the new “SIR” line that, style-wise, is as far out in front, as 1 Doz. TIE SLIDES  $B3270 $2.50 Retail 


‘ bh OU; ° ’ . 
the nationally famous Anson. Grip-Clip....é¢ opens! 1 Doz. CUFF LINKS #H3460 $2.50 Retail 


*V4 Doz. TIE CHAINS #G3069 $2.00 Retail 
FEATU RES $ *V/, Doz. KEY CHAINS #K3200 $2.50 Retail 
Above supplied with 24 dozen assorted initials 
RETAILERS COST ONLY $58.50 


(Please note these superior sales points) 


].. Modern, smart, readable, easily applied initials. 


*Genuine Square Snake Chain. 


2. Never a lost sale with 24 DOZEN ASSORTED “SIR” 
INITIALS (8 4 doz. is ordinarily considered sufficient. Anson NS 7 |. 2 
provides 24 dozen initials with each unit sale!) 


3. The GRIP-CLIP it opens (pat. pend.) cannot injure the Have you ever seen a more attractive personalized 
tie-slide than this? “SIR!” #B3270— 


Only $2.50 Retail! 
4, Tie Chain and Key Chain (see above) are genuine square MORE 


snake—AND NOTE THE VALUE! MEN 
CHOOSE 











most delicate tie fabric. (See upper left on display.) 





5, Entire unit sold from a combination wood and velvet open 
“book”, Size 10” x 11”. A counter display that is as new, 
attractive and appealing as the “SIR” jewelry itself. 
(Display FREE with each unit sale.) Anson is Advertising in 


6. IMMEDIATE DELIVERY through your wholesaler. LIFE— POST — COLLIER’S — ESQUIRE 


@ ANSON Incorporated, Providence, R. 4. 
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In June Eterna Made Watch History With... 


ETER i a ATIC ...the smallest, 


most efficient lady's self-winder ever made 









THE FIRST AND ONLY NORMAL-SIZED 
SQUARE MEN’S SELF-WINDER! 





Both made possible by the greatest advance in watchmaking 
since invention of the automatic—The Ball Bearing Movement! 


Here’s a square self-winder that’s the same size as any regular watch— 
not oversized like other automatics! The same compact ETERNA- MATIC 
ball bearing winding mechanism that made possible the smallest, most 


efficient lady’s automatic ever produced, now gives you the first and 





only man’s square self-winder with a dial no bigger than a quarter— 
the men’s ETERNA: MATIC! 

Like its mate, the men’s ETERNA: MATIC winds itself at the slightest 
motion of hand or wrist...keeps running even when off the wrist for as 
much as forty hours. It winds itself two ways, not just one as in most 
automatics...is always fully wound, not just half-wound, because the 
mainspring is always in the same state of tension—constantly wound up. 

The ETERNA: MATIC for men is handsomely designed to fit the normal 
wrist...is made in four distinctive styles, each with a ten-line move- 
ment, and the direct-sweep second hand that men prefer. They Il insist 
on the ETERNA- MATIC for business and play. Be prepared! Stock up 
on the complete ETERNA: MATIC line now! 


ETERNA:-MATIC ball bearing winder does what 
no other automatic can do...swings oscillating 
weight freely in a complete circle...winds main- 
spring at the slightest motion of hand or wrist 
...keeps the watch eternally wound! The ball 
bearing mounting in the ETERNA* MATIC is un- 
breakable...contains no jewel or pivot. Entire 
automatic system is held in place by three easily - 





aceessible screws—removable in 45 seconds— 





exposing complete movement. 


DESIGNED TO SELL AS EASILY AS IT WINDS. 
The man’s square ETERNA* MATIC is normal- 


sized ...looks handsomer on the wrist. Avail- 
e : 2 R eg A € ity A ' if able in four models, standard case or water- 
proof,* in stainless steel, 14K gold filled, and 


14K, or 18K gold. Dust protected. Shock pro- 


ao 
® © Look for this ETERNA*MATIC symbol on the dial tected. Non-magnetic. $71.50 to $230 (FTI. 
° 
ee ee waterproof models are guaranteed to re 
ev er cleaning or adjustment, provide ey are serviced Wi 
ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 soles lean gates te ees eaten eee. 
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STERLING SILVER 
) Rhodium Finish z a ee e . 
Priced for Quick Turnove 





















- @ Heavily made for extra wear © Individually and smartly boxed: 
: mounted on colorful velvet 


@ In stock; immediate delivery 





5 : . > * ‘Unconditionally guaranteed 
® Sold only through wholesalers 








Chicago: Harold Charmack, 36 South State St., Chicago, Ill. » Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 


FOR OCTOBER, 1949 87 





























MONDAY 


18 


JUNE 





Sees. 


ow)“ f/ L e tells the day 
—y) 4 / fe Wy e tells the date 
hh ie 7 e tells the time 


the ONLY ladies’ 
calendar wrist watch 
with a universal* 
movement. 





e 17 Jewels 
e Anti-magnetic 
e Dainty and decorative 


e EXCLUSIVE with Wakmann 











One of the most salable watches on the market 
today. Get your share of the available Wakmann 
“Calendrice” watches and see immediate results 
in bigger sales and profits. 


Gold-Filled with steel back. .$71.50* Retail. 
In all 14 Kt. Gold........ $100.00* Retail. 
* Fed. tax included. 


WLM 4 


LADIES’ CALENDAR WRIST WATCH 


oay a THE WAKMANN WATCH CO., INC. 


452 Fifth Avenue, New York 18, N. Y. 
Icko Wakmann, Pres. 







*Parts available at all material houses. Ask for Wakmann model #68. 
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in Genuine Marcasite 
and Mother of Pearl 


Charm and beauty are the first notice- 
able features of these new Catamore 
creations. The combination of genuine 
mother of pearl and marcasite, with 
the added religious motif, will give you 
a line for fast turn-over and profit. 
Your Catamore wholesaler will gladly 


show you these new items. 


* 23] PINE STREET ¢ PROVIDENCE 3°R°1-° 


+ New York West Coast Mid West East 
4]; FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN WILLIAM PEACH 


373 Fifth Ave. _ 704 Market St. 29 E. Madison St. 231 Pine Street 
New York, N. Y. San Francisco 2. Cal. Chicago, Ill. Providence 3, R. I. 
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Your at e Lh ros — 


radio program...Now back 














after “summer vacation” 


New EVENING time 
= Saturday 7:30 p.m. E.S.T. 


P< aaa 





CRs, 


6:30 p.m. C.S.T. * 7:00 p.m. M.T. + 6:00 p.m. P.C.T. 
- & Mutual Network 
coast to coast 


Resets So 


6'* big year! 


Wa Bigger than ever! 


| 
a y é t known watch pres : 
ie. 2 The ea rhe bigges! network: 





HELBROS WATCH COMPANY, INC. - 6 West 48th Street, New York 19, N.Y. 
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A Spectacular in which the 
Grip-clip constantly opens 
and closes. Width 30’. 
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For Displays that pack 
Power, Variety and 
Originality, contact — 





CRAFTS, INC. 


Designers and Manufacturers of Merchandising Displays 
70 TINGLEY ST., PROVIDENCE 3, R. 1. 
Telephone DExter 1-4752 











since [S60 


(he elegance and accuracy 
your customers appreciate: 


LRP NE TE fe ee 


Juvenias ‘Mystery’ 
Silhouette .. . a Swiss 
design of originality 
appealing to your customers 
who prefer something new 
and striking. Arousing 
every woman's curiosity with 
its visible 17 jewel move- 
ment, ‘Mystery's’’ accuracy 
and elegance afford an 
opportunity for 
increased sales. 


every woman 


loves a mystery 
Juvenia's advertising in 
Town and Country, 
Vogue, Harper's Bazaar 
and New Yorker gives 
you consistent sales 


Our Mystery’ Silhouette watch 
. . vivid red hands on the jet 
black center's rim show the time 
clearly. The back and face are 
Seventeen jewel movement. 

Fall and Christmas selling season. Black suede strap. 


Stainless steel . . . $71.50 
Swiss gold filled .-. 90.00 
Fed. tax incl. 


ACCURACY 
seine JUVENIA WATCH AGENCY, Inc. 
ecince. _GO4Fifth Ave,, New York 28, W.Y. 
1860 Factory at La Chaux-de-Fonds, Switzerland — 


transparent, unbreakable. 
stimulation through the 3 


ame 


Mats and statement stuffers * 


available upon request. 


JUVENIA WATCH AGENCY 


604 FIFTH AVENUE, NEW YORK 20 ¢ PARIS, FRANCE 
Factory at La Chaux de Fonds, Switzerland 
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Value and Style Appeal That 
Stimulate Your Sales 









Lady's Sterling Ring, set 
with assorted-color simulated 
center stones, brilliants and 
baguettes. 


Lady's Sterling Ring, set 
with 3 simulated baguettes 
on each side. 











Lady's Sterling Cos- 
tume Ring, with multi- 
color simulated stones. 


fate 


Profit Possibilities 
You Can't Miss 


Lady's Costume i _ If you’re a wholesaler, send for sam- 


Ring, center stone 


simulates black _ ples of these rings. 


opal, Mexican 
opal, moonstone 
or turquoise, sur- 


ata td : If you’re a retailer, ask your whole- 

—— saler about the big Uncas line of pop- 
ular-price, high-quality numbers, 
designed to tempt the customer, mul- 
tiply turnovers, build store traffic. 








1802/L 





Man's Ring of 
1/30 I4K rolled 
gold plate witn 
large simulated 
white stone. 


Through Wholesalers Only 





UNCAS 


MANUFACTURING COMPANY 


*‘America’s Largest Ring House’’ 


PROVIDENCE, R.I., U. S.A. 


Man's Initial Ring, 
1/30 I4K rolled gold 
plate with unbreak- 
able simulated ruby 
or simulated onyx cen- 
ter stone, sterling or 
rolled gold plate ini- 
tial, one simulated 
brilliant each side and 
cornerstone. Also avail- 
able with simulated 
cameo, opal, pearl, 
tiger eye. 


©, 
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TRAVEL 








CLOCK 


TO RETAIL AT 


35 


PLUS 
FED. TAX 








7 jewel +» Assorted Luminous 
Dials * Beautifully Encased in 
Dupont Vinyl » Wide Range of 
Colors « Size: 3” x 3” 


Also in Genuine Leather 
$19.95 PLUS FED. TAX 






/ 
 Y 
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j 
dlefenden WATCH CORP. ~ 






, 


ROCKEFELLER CENTER «+ 610 FIFTH AVE. 


NEW YORK 20, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











— SS 
——— 


m WHITING & DAVI 





Exciting things have happened to mesh in Whiting & Davis’ néw col- 
lection for Fall...and your favorite wholesaler has it now for your 











inspection. Smart new mesh bags lead the line, of course, and there is | 
also a handsome mesh billfold and a unique cigarette case in this out- 
standing collection. 

As always... quality, value and style are built into every Whiting 
& Davis creation—each one a finely wrought masterpiece in the color 
of gold and silver to add elegance to the fashionable woman’s party 
season — each one a creation discriminating jewelers can proudly offer 


their customers. WHITING & DAVIS CO., INC., PLAINVILLE, MASS. 





A MESH ROSARY CASE ... designed 


W Hi 3 T a N ae & D AV 3 me in beautiful simplicity ...is another 

















—— 





7 feature in the new Fall Whiting & 
“e os > . / os 
Hand in | rw welts fashion 


Davis line. 
FOR OCTOBER, 1949 
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SHOCK-RESISTANT WATCHES 
with JEWEL MOVEMENTS! 


t PRICED LOW 


FOR VOLUME SALES! 




















JEWEL MOVEMENT 
SHOCK RESISTANT 





THE WATCH 
FOR MEN OF ACTION 






































1-JEWEL 
YALE “TUFFY 


95 


PLUS TAX 


7-JEWEL CRONOW 
WHITE, BLACK OR PINK FACE S 95 


RETAIL LIST PRICE PLUS TAX 







RETAIL LIST 
PRICE 


GOOD DEALER DISCOUNTS 


Aptly named for resisting jolts. Meets 
Federal Trade Commission specifications 
for use of term, ‘“Shock-Resistant’’, 
through use of a newly developed feature. 
Here is a watch that answers the long-felt 
need for price, style and value! Here is 

/ the watch your customers have long- 

/ awaited! Every aspect of volume selling 

has been amply covered to make this 

| | a watch that you can sell... easily 

aU ... profitably! Place your orders now 

Ce for early delivery and get FREE 
promotional newspaper mats. 


“PS” TUFFY” CAN TAKE IT! 





GOOD DEALER DISCOUNTS fi 


Handsome chrome case with removeable \ 
lugs for easy strap replacement. 
Genuine leather strap. Unbreakable 
crystal. Imported Swiss movement. 
The ideal watch for the mass market. 
Meets Federal Trade Commission 
specifications for use of term 
“Shock-Resistant” the same as higher 
priced watches, thanks to a newly 
developed feature. Styled, packaged 
and priced for record-breaking sales. tai 
Promotional mats provided FREE ON \uee 7 
with your order. Rush orders now NO So 
for early delivery. . 7 










































a 


WITHSTANDS SHOCK 3 Yt 
cc) Soa ecm oe 


NO RETURNS OR REPAIRS FOR YOU! OUR 1-YEAR GUARANTEE ASSURES IT! 
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PACKAGED BY FARRINGTON 


— 


It’s time Your Product got its &% arving len Dlanned Burkage 


Here’s another achievement in fine packaging by Farrington for a fine product...in this case 
for wonderful watches by Elgin. More than fine materials assembled by craftsman- 

quality workmanship, this is Planned Packaging... for a planned effect and planned 
results. That results are happy is proved by Elgin’s 28 years asa 

Farrington customer — and by the scores of other top drawer 

manufacturers who have presented their products in Farrington 

Planned Packages since the turn of the century. At no 

obligation whatsoever, write for a consultation. 


FARRINGTON MANUFACTURING COMPANY 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 


CANADIAN PLANT: FARRINGTON MFG. CO., LTD., 1191 BATHURST ST., TORONTO 4 














Simulated RUB Yond EMBLEM 


1/20-12K. GOLD FILLED TIE CHAIN 


| 
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available with these 
hard-enamel emblems 













3401 Masonic Blue Lodge NOW ate for the first time --- a lie Chain that 
g403 Shrine combines the simple dignity of a stone placque 
8404 32nd Degree ; 

with the ever-popular Emblematic Ornament. The 
8405 Odd Fellows 
3406 Knights of Pythias authoritative IGR Lard-enamel emblem stands out 


8407 Knigh!® of Columbus richly against the simulated Ruby background, 

g408 Moose rr . 10K C ld 

3409 Elks ramed in yold. Perfectly timed ¥] 50 

g410 Eagles for the lush gift-selling months ahead. (v4.) 

g411 Lions Keystone 
Order from Your Wholesaler _ Today 6.25 ea. 








g412 Rotary 
8413 Kiwanis 





8416 Knights Templar 














IRONS & RUSSELL COMPANY 


NEW 1861...T 
YORK HRU THE WHOLESAL 
ER 


CHICAGO 

















Ask your jobber to show you these numbers — or obtain them for you. 


MANUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY 


PROVIDENCE STOCK COMPANY 


PROVIDENCE, RHODE ISLAND 


11 Maiden Lane 29 E. Madison St. LOS ANGELES 
NEW YORK CHICAGO 


FOR OCTOBER, 1949 





BRACELETS AZ 
«bl <3 SPECIAL FEATURES... 
for perfect fit 


and extra protection: 


1 Expansion link bracelet. 


2 Center catch with safety lock. 


Open: showing expanded 
position and double 
safety lock feature. 


Order 


from your 


wholesaler now. 


COMPAN Y— 


INCORPORATED 


79 SEVENTH AVENUE at 15th STREET. NEW YORK N. Y., WAtkins 9-4874 


S GELLER, 29 East Madison St., Chicago, Ill. @ ™M. DIAMOND, 220 West Sth St., Los Angeles, Calif. 
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MIDWEST 
Leo Bach 
1265 Broadway 
New York 


WEST COAST 
Max J. Newman 
57 Post Street 
San Francisco 


EAST 
Charles Parisi 
861 Broad Street 
Providence, R. I. 


WHOLESALE ONLY 
IN A WIDE RANGE OF 
STYLES AND PRICES 


FOR OCTOBER, 1949 


In diamonds it would be a King’s 
Ransom, but in rhinestones by Parco 
it’s a pretty profit for you. 

Each stone is set by hand, 


free from acid, 





in tarnish-proof Rhodium settings. 
Is it any wonder that jewelers 
over the nation display —and sell — 


Rhinestone Jewelry by Parco? 


PROVIDENCE, RHODE ISLAND 
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al OR 4 Ri Fun 
Koen * 9 OF rn 
* Guaranteed by ~ 
Good Housekeeping 
So, ~ 


“> 









~ This Master Set includes Carving 

Knife, Carving Fork, six famous 
Carvel Hall steak knives 

and the delure case. 


Carvel Hall Carving Sets 47 Biddell 


If you stock the best ...if you sell | Lustrex with gleaming trim, cleverly planning for a big special promotion 
the finest to discriminating people — designed to keep blade and tines of — at Christmas. 

+. you can't afford to be without larger pieces from soiling or cutting See your cutlery supplier today 
Briddell cutlery. This lovely Carvel — the tablecloth. and see for yourself. You can’t afford 
Hall Master Carving Set and the The cases give the product terrific | to be without Briddell. 

many other Carving Sets and Steak display in your counters 
Knife Sets in the Briddell line give 4g chow cases. They're 


you new helpful suggestions A ee frames, lined CHAS. D. @ 
customers buying gifts for people with burgundy velve- 
who “have everything. tyn with a clear top. , % way: Tl ev 


The blades are fine high-carbon, National Advertising — INCORPORATED 
chrome-vanadium cutlery steel, backs you up in Good CRISFIELD, MARYLAND 


hollow-ground for lasting sharpness. Housekeeping and Better Fra, 2D “il Cnrlle 


The handles are sparkling ivory Homes ¢ Gardens.We’re 
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¢4 PROFITABLE FOR YOU 
a 

fi STYLED FOR BEAUTY 

ft4 GOLD FILLED QUALITY 






Jewelers who want prestige 






and profits, choose the 
Lustern line. Its gold filled 
quality and pleasing style 
make it a leader in every 
store. Your wholesaler will 


show you the line. 


The new “Lustern Package 
in tufted plush velvet and 
nail head design, is the aris- 
‘tocrat of jewel- 
ry packages. 


— 


PROVIDENCE 


FOR OCTOBER, 1949 
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You just can’t beat the 





AUTOMADE 


FALL 1950 une , 
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New Styles @ New Patterns @ New Designs 
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YOUR NEAREST WHOLESALER 


FOR NAME OF 


WRITE 


AUTOMATIC CHAIN COMPANY 
PROVIDENCE * RHODE ISLAND 
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REPRESENTATIVES: Robert L. Ryder, Vice Pres. and Sales Manager - 
* York * Samuel Feldman & Son, Chicago, Illinois - Herman B. Hirsch, Los Angeles, California - Dake—Rix Co., 
Phoenix, Arizona + Larry Lawrence, Atlanta, Georgia - Don Johnson, Boston, Massachusetts 


looks ahead... 


Ti. fine old jewelry manufacturing firm of 
Bliss Brothers Co. of Attleboro, established in 


1873, 1s now under new ownership. 


Headed by John W. Wolfenden, this young 
and capable group of jewelry production and 
distribution experts will continue the traditional 
high standards of quality and value always 
associated with the Bliss name. 


The recognized Bliss policy of selling to and 
through selected wholesale jewelers will be 
continued. The line has been refined and 
strengthened for greater style and price appeal. 
For cigarette cases, compacts, lockets, watch 
bracelets, pill boxes and rosary cases that are 
well packaged . . . eminently salable . . . defi- 
nitely “fon the beam”, ask your wholesaler for 


jewelry “STYLED BY BLISS”. 


Sales representatives from coast to coast. 


Manufacluring since 1873 
Ailleboro; Mass 





* 






Frederick B. Piatt, New York City, New 





merchants score 


on this quick quiz 


ae What lighter and lighter accessories are asked for and bought by more 
people than all other brands combined ? 
What lighter and lighter accessories do more consumer advertising than all 
other brands combined ? 
What lighter and lighter accessories give you more total dollar profit than 
all other brands combined ? 
What lighter is precision-built to fine jewelry standards, for years of 
reliable service? 
5) What lighter is famous for that dependable safety action: “press, it’s lit... 
release, it’s out—safely out the instant you lift your finger” : 


What lighter offers the widest range of models for pocket, handbag, 
table and desk? 


there’s only one answer... 





That’s why it pays you 
to c-o-n-c-e-n-t-T-a-t-e 


on Ronson; 4 
—why you'll want to : 
tie in with Ronson’s : 


power-packed radio, 
magazine, and WORLD’S GREATEST LIGHTER 


television consumer 
advertising. 


BROWN & SON, INC., 
WHOLESALE JEWELERS 
723 CHESTNUT STREET PHILADELPHIA 7, PA. 
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a CARL-ART style and craftsman- 
ship in Gold, Gold-Filled and Sterling jewelry. 
Large variety in plain and fancy 
Bracelets * Idents * Key Chains * Neck 
Chains * Waldemars and Vest Chains. 
Every CARL-ART item guaranteed for 
quality, finish, workmanship and wear. 
Have your wholesaler show you the 


foro) ooh o)(-1(- ms Ubel— mm Cole lone 


CARL-A ar INC. 


PROVIDENCE > RHODE ISLAND 



















What Every Retailer, Wholesaler 


and Manufacturer Should Know about 


GOLD FILLED JEWELRY 


You don’t have to take our word for it. Take 
the words...the facts...the figures...of one of 
the leading research organizations in the 
country. In a nation-wide study, this organiza- 
tion found conclusively, that with popularly- 
priced jewelry, Gold Filled jewelry has...by a 
wide margin...the leading acceptance for quality 
in the minds of the buying public. Maybe 
people don’t know why Gold Filled is tops. 





Maybe they don’t realize that Gold Filled is 
made the “Old Sheffield” way...a karat gold 
layer permanently fused and pressure-rolled on 
a strong but economical base. But, of most im- 
portance, they know and state, that when it 
comes to high quality at a popular price, Gold 
Filled jewelry is the number one choice. Why 
not cash in on this situation? Stock and feature 
popularly-priced Gold Filled merchandise. 


Research Division of 
GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued by the 
United States Department of Commerce and approved by the American Standards Association 
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ere’s Gift Quality That’s SELLING 








and carrying a Hayward Guarantee. 
Don’t enter the ’49 gift season without 
Snap-Links. Free merchandising display. Through 


wholesalers only. 





WALTER E. HAYWARD CO., INC. 


ATTLEBORO, MASSACHUSETTS 
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Lectric 
Cook 


Fastest Selling 
COOKING APPLIANCE 


With your biggest appliance selling season in full 95 
swing right now, make the most of Lectric Cook’s 20 
outstanding sales appeal! It’s a favorite gift item 

with a juicy profit for you! Holds 16 hamburgers, 
8 pancakes, or 4 toasted sandwiches. Automatic 
heat control, signal light, insulated base. Under- 


writers’ listed. 


Big as three 
10” skillets! 


Arvin 34GR Grids — An Easy Extra Sale 


With every Lectric Cook sale, it’s a 
pushover to add an extra $4 with these 
jiffy snap-on waffle grids. Gives cus- 
tomer the benefit of two appliances in 
one. Converts Lectric Cook into 00 
a fully automatic waffle baker. sf 





ARVIN 4-Saquare Automatic Waffler 


America’s finest automatic waffle baker 
gives you another direct wire to the 
pocketbooks of holiday shoppers! 
Makes 4 big waffles at a time, as light or 
as dark as desired, always uniformly de- 
licious. Insulated base; automatic heat 
control; signal light tells when to pour 
batter, tells when waffles are ready. 
Underwriters’ listed. 












. 
e 3 





All Nationally Advertised! 


Heater prices slightly higher in Zone 2. 


108 





) 1. Low Prices> 
°° ° 40% Profits! 








Cuts current instantly 
if heater is upset! 
Model 223— New stream- 
lined beauty, newcolors, 
new convenience, NEW 
SAFETY, in the world’s 
finest fan-forced heater! 
Automatic Safe Guard 
switch shuts off current 
if heater is tilted or up- 
set. Handy toe out 
Operates on AC only. 


; : - a Underwriters’ 
| ce s] P 








listed. 





: _ Models 223A and 223B 
with deluxe finish and 
red glow light, $13.95 


Model 103 Arvin Economy Fan-Forced Heater 


Beautiful pastel green 
hammerloid finish. De- 
livers 42 cu. ft. of warm 
air per minute. Chrome 
guard rails. Operates on 


AC only. Under- i 


writers’ listed. 





Model 52 
ARVIN AC/DC 
RADIANT HEATER— 





Actually a portable fireplace with instant ap- 
peal for homes, trailers, offices, ticket booths. 
Oversize heating element and brilliant corru- 
gated reflector; spreads heat over wide area. 
Operates on either AC or DC. 95 
Underwriters’ listed. sQ 


Write for Distributor’s Name! 


NOBLITT-SPARKS 
INDUSTRIES, INC. 


Columbus, Indiana 
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/ we OLD PLATE with a new and patented gold ___is assured because less polishing means “more gold on 
face (LENOX No. 70 Series) is the latest General Plate — the sharp corners.” 


offering to the trade. The fine grain structure of the gold AANOCE: No. 70 Serviee eabis eo enaiilip te vaten 
oe ee after a or — med aa shades of yellow — in regular plate or the welded bond 
a type that General Plate developed and has been supplying 
ee 0 for the past 14 years. 


Surfaces that become roughened in any forming opera- 
tions are costly. Since General Plate’s LENOX No. 70 Exhaustive research tests show LENOX No. 70 Series 


Series gold-filled and rolled gold plate costs no more than _— golds to have better wear and resistance to tarnish. 
ordinary plate, the possible reduction in polishing costs is ae 
an easy way to make important savings. A better product 





50 Church St. 
New York 7, N. Y. 
4326 N. Elston Ave. 
Chicago 41, Ill. 
757 W. Third St. 
Mansfield, Ohio 
Los Angeles 
California 
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J. R. WOOD & SONS, INC., 216 E. 45TH STREET, NEW YORK 17, NEW YORK * TRADE MARK REG 
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. game my diamond ring customers know! 


That’s why !| stock A rtca rve d 


Outstanding national advertising has made Artcarved quality 
familiar to millions of prospective customers. That’s why it 
pays you to display Artcarved diamond and wedding rings— 
and to feature them in your local advertising. 


At every price level—Artcarved rings are the best buy you 
can offer your customers. Artcarved diamonds meet an un- 
varying high standard of quality, have never before been worn, 
and are guaranteed on not one, but all four factors of value— 
color, clarity, cut and carat weight. This high value is made 
possible because the complete manufacturing independence of 
America’s oldest and largest ringmaker governs every step in 
the making of an Artcarved ring, from the rough diamond and 
molten gold to the finished ring. 


The economy of this operation results in savings to your 
customers—and profits for you! 


BELOVED BY BRIDES FOR A HUNDRED YEARS (1850-1950) 


Tie in! Cash in! 
»-. With the 
Artca r ved advertising is working for YOU! most trusted name 


in diamond and 





wedding rings 
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GME go 848 es 
| Selling watches is a profitable and important 


part of the jewelers’ business. In many 
cases, it has become almost automatic. That 
is why we ask: “How is your watch I.Q.?” 
To learn, answer the questions below. 


© opege RAPT sae: #596 oe 3 





OUESTION $ What watch best meets your customers’ de- 


mands of accuracy, dependability and long life? 


ANSWER ... see belowtT 


OUE S TIONS What watch offers the most attractive appear- 


ance, in both dial and case design? 


ANSWER ... see below 


OUE S TIONS What watch is the favorite of many train crews 


and trainmen on the nation’s greatest railroads? 


ANSWER ... see below 


OUESTION: What famous watch is a best seller for all 
Watch Inspectors of the BALL RAILROAD TIME 
SERVICE? 


ANSWER ... see belowT 


{The answer to all the questions, naturally, is... HAMILTON, 
The Watch of Railroad Accuracy! 


The BALL Company 


Originators of GARLAND* Diamonds and Watches 
WHOLESALE JEWELERS ® DIAMOND IMPORTERS 
6 North Michigan Avenue ¢ Chicago 2, Illinois 


Branch Offices: Charlotte Hotel, Charlotte, N. C. 
627 First Ave., North, Minneapolis 3, Minn. 


*GARLAND is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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NEPHEW: My customers have been asking about 
palladium ...so I’ve been digging into the facts and 
have just about decided to play it up. 


UNCLE: Something “new” is needed to stimulate 


sales, and palladium is new” to most people. 


NEPHEW: Of course, we have been selling rings 


with palladium settings for years. 


UNCLE: Right! For over 25 years palladium has 
been used for the settings of gold rings. It’s white and 
it stays white. Diamonds sparkle with their true color 
and full brilliance in palladium settings. And diamond 


setters like palladium —it holds stones firmly. That's 





a good point to impress on a customer. 


NEPHEW: It sure is! Customers might blame us 
if a valuable stone dropped out and was lost. 


UNCLE: Have you seen the palladium ads in the 
leading fashion magazines? 


NEPHEW: Yes, and I’ve noticed they show a full 
line of all-palladium jewelry—matched wedding rings, 
pins, brooches and ear-clips. 


UNCLE: Those full-page ads are helping all of us. 
They‘re developing customers by acquainting them with 
the merits and preciousness of all-palladium iewelry. 





JEWELERS! Be sure to send for your free copies of give-away book- 
lets and attractive counter cards featuring palladium jewelry. 


PA | | A [> | u M? PRECIOUS METAL 
FOR FINE JEWELRY 


PLATINUM METALS DIVISION . THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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COMMUNITY 


HOLLOWWARE ORDERS FROM 





BENJ. ALLEN & COMPANY, INC. 
10 SOUTH WABASH AVENUE, CHICAGO 3. ILL. 
See B. A. & Co. Catalog for other Community Tea and Coffee Services 








e A reproduction of a famous old English design with graceful shape— 


deep flutings — swirled borders and Community’s excellent craftsman- 
ship. 
display is incomplete without Me/on.* This five piece Tea and Coffee 
Service sells for $175.00. Kettle and Stand, $125.00. Oblong Tray (26 
inches), $90.00. 


Entree Dish 11 inch (with divider) . . . . 2. +. . ) . $51.00 
Entree Dish 11 inch (without divider) . . . . . «= « = 47-80 
Oblong Tray (22 inch) . . ww ewe S00 
Gravy or Sauce Bowland Tray . . . . . . . . . 42.50 
Well and Tree Platter (18 inch) . 2. 2. ww wwe 33720 
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It’s the kind of hollowware your better customers want — your 


Individual items that sell...in Melon 


Water Pitcher and Oval Tray in the Decorative Georgian* 
design. Pitcher sells for $35.00. Tray for $27.50 


* TRADE-MARKS 
OF ONEIDA LTD. 





THE JEWELERS’ CIRCULAR-KEYSTONE 














THE JEWELERS' 


| Fant month we reported on the 
manufacturing jeweler who in 
moving some partitions and flooring 
recovered $10,000 in gold among the 
accumulated dust which had settled 
during a period of several years oc- 
cupancy. 

That reminds us of an item we ran 
across recently which told of the suc- 
cessful bidder for the salvage of the 
Japanese Imperial Palace Pool. On 
paying $400,000 for the privilege, he 
dredged the bottom of the pool, in 
which fancy goldfish had been placed 
for years by the Emperor’s admirers 
and to each of which fish had been 
attached a gold band of identifica- 
tion. The salvager is reported to have 
already recovered over three million 
dollars worth of bands which had 
once been borne by long since dead 


goldfish. 
© © 


ERE’S all kinds of advertising— 
and jewelers can, and do, argue 
the respective merits of the many dif- 
ferent media. In any such round table 
discussion, L. B. Holden of Holden 
Jewelers in Matawan, N. J., would be 
“holden” the winning style, for he 
employs a method of advertising pro- 
motion which costs him nothing. He 
is actually paid to employ it. 

He makes a specialty of repairing 
and maintaining tower clocks. Hav- 
ing just completed a profitable job 
for Ocean County, N. J., in restoring 
the huge clock and chimes in the 
former Rockefeller estate tower to 
heir former glory as_time-tellers, 
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Holden came in for two-column news- 
paper publicity in several papers. 
(Newspaper editors seem to have an 
insatiable thirst for items on public 
clocks. ) 

This was nothing new for Holden, 
however, he had done a similar job 
(and enjoyed equal publicity) on the 


Methodist Church clock only a few 


weeks before. 

So, when things slow down (tower 
clocks, that is) business speeds up 
(for Holden). For, every time he 
does such work, the resultant public- 
ity creates a spontaneous boom in his 
repair business—and his store traffic 
immediately increases conspicuously. 


© 
L jem on the subject of publicity 


we have noticed a long over- 
due retailer-appreciation of the value 
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of newspaper publicity. As an ex- 
ample we have had five letters this 
month from jewelers whose merchan- 
dising operations were presented in 
the September issue of THE JEWEL- 
ERS’ CIRCULAR-KEYSTONE, asking for 
tearsheets of the articles to send to 
their local newspapers. 


Invariably papers are glad to get 
such news. Local pride in a town 
institution, which has gained public- 
ity through a national publication, 
stamps such material as “News”. 


© © 


_— there’s the report of the 
woman who left $1,000 in her will 
to keep the clock in the Bristol, N. H., 
public library in good running order. 
There’s probably a moral in that one, 
too. Wonder what it is? 


© © 
~ pers years ago when “unbreak- 


able” glass was being introduced, 
a company promoting its use discov- 
ered that one salesman was head-and- 
shoulders more successful than any 
other member of the staff. 

Upon inquiry he revealed that in- 
stead of his demonstrating the glass 
he let the customer do it. He had 
rigged up a box-like device with one 
part “windowed” in ordinary plate 
glass and another section similarly 
fitted with shatter-proof. Placing this 
at the opposite end of the prospect’s 
office, he would hand the executive a 
baseball to throw at the two panes. 


“IT made it fun for the prospect, 
made him part of my sales procedure 
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by letting him play his part in it,” 
explained the salesman. 

Rendell Wallace, of Poulsbo, 
Wash., has applied this universal 
human desire to be a “part of the 
act” to his jewelry store Christmas 
window. In it, he set up an electric 
train and placed a switch outside, So 
children of all ages could operate it 
from the sidewalk. 

We can hear the little boys of 
Poulsbo on Christmas morning say- 
ing to their fathers, “Why, don’t ya 
go down to Wallace’s window and let 
me have a chance at my trains here.” 


© © 
| bated jeweler who has stood be- 


hind a jewelry repair counter re- 
ceiving watches is familiar with the 
customer who offers, along with his 
ailing watch, a diagnosis of the cause 
for failure. 

Calculated to impress the jeweler, 
belittle the fault and keep the repair 
estimate to the minimum, most such 
customer analysis merely irritates the 
jeweler or causes concealed disdain. 

Kenneth Bays. jeweler of More- 
head, Ky., last month received in the 
mail a watch for repair which was 
accompanied by a self diagnosis, 
which for technical keenness, should 
amuse many watchmakers. 
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We reproduce above in actual size 
the Kentucky farmer’s explanation of, 
perhaps a missing roller jewel, all 
transmitted to the jeweler on the 
snipped corner of a blue used en- 
velope. 


© © 


ROM R. J. Slagle of The Houston 

Watch Co., comes a report of a 
pair of gold cuff links one-inch long, 
marked off into quarters and eighths, 
similar to the first inch of a ruler, 
and half an inch deep. Bearing the 
familiar numeral | at the right, both 
cuff links are also inscribed “$2000 
HESTER”. The cuff links were pre- 
sented to Ernest Hester as a memento 
to his sale of a piece of Main Street 
property at $2,000 per front foot. 

Slagle didn’t mention if these cuff 
links were the result of an idea sug- 
gested by a jeweler, but they could 

















“While you're at it, sir, why don't you buy something for yourself .. . it 
may be your last chance?" 
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have been. What's more, there are 
many occasions of equal importance 
to other people in every community, 
occasions which they would be glad 
to memorialize in some such manner 
if suggestions were made to them by 
a merchant with imagination. 

A less spectacular example which 
demonstrates this truth, is the gold 
charm bracelet of a friend of ours, on 
which each charm marks some sig- 
nificant business (or social) achieve- 
ment. Indestructible landmarks along 
her path through life. 


© © 

STORY that belatedly reached 

our ears concerns Tom Hummel, 
of the Gerwe-Brown Co., Cincinnati, 
Ohio. During late March of this year, 
Hummel filled a nice order of clocks 
for one of his prize customers in 
Covington, Ky. A few days later he 
received a phone call from the cus- 
tomer. Would Tom come over and 
take the clocks back as the customer 
found he was overstocked ? 

Tom agreed and, although inward- 
ly grumbling, accepted the package 
with outward graciousness. 

Returning to his office he opened 
the package that he brought back 
with him. Out fell a pair of old shoes, 
a loaf of stale bread, other assorted 
debris, and a greeting card labeled 
“April Fool.” 

To go along with the gag, Hummel 
sent the customer a “credit check” 
for the items in the package. 


© © 
AST month we commented here 
that for the first time in its his- 
tory, Tiffany & Co., New York, had 
granted permission to Columbia Pic- 
tures Corp. for the depiction of its 
Fifth Avenue store in a forthcoming 
motion picture. This item we based 
upon a news story in the Los Angeles 
News. 

It seems however that Tiffany is 
sticking to its usually conservative 
guns and word just received from the 
jewelry firm by JEWELERS’ CiRCULAR- 
KEYSTONE states that the company 
has at no time “furnished Columbia 
Pictures with any blueprints, color 
photographs, or paste replicas of its 
merchandise.” 

The report as given was evidently 
the result of some over-zealous pub- 
licity resulting from the granting of 
permission to use the name of Tif- 
fany & Co. in the picture and, accord- 
ing to Tiffany, this has also since 
been revoked by mutual consent. 
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Windows rated high in successfully promoting last year’s Watch Parade. 


Here are seven outstanding °48 displays which with the Jewelry Industry 


Council’s “idea book”’’, will help you join in this year’s big promotion. 
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Lett, top: 

This simply designed but eye-catching display by Arthur A. 
Everts Co., Dallas, Texas, showed the store's wide range of 
styles and prices. A novel idea was suggested on one card 
that the customer pick Christmas presents during promotion. 


Lett, bottom: 


Scheer's, Rochester, N. Y., centered their display around the 
Hamilton watch, using material supplied by this manufacturer. 
Other lines carried by the store were identified by the small 
suspended name cards and watch display on hanging fixtures. 


Abowe: 


Manufacturer-supplied material formed the centerpiece of this 
display of Gruen watches by LeRoy's Jewelers, Los Angeles, Cal. 


Right, top to bottom: 


Watches for all occasions was the theme of this window used 
by S. Kind and Sons, Philadelphia, Pa. The plaque at the right 
shows men at play; the one on left, men at work. The center 
uniformed figure is wearing a watch suitable for service men. 


Haserodt Jewelry Co., Elyria, Ohio, focused attention on the 
Girard-Perregaux line with a display grouped around a large 
transparent model of a watch being worked upon by four small 
figures. Gift theme was accented with card reading, "For the 
gifts you'll give with pride, let your jeweler be your guide.” 


This dramatic stage-lighted display was used by Broer-Free- 
man Co., Toledo, Ohio, in 1948 Watch Parade to feature the 
Universal-Geneve and Omega lines of watches carried by store. 


The Duval Jewelry Co. store at Daytona Beach, Fla., grouped 
each of the firm's three lines of nationally-advertised watches 
in this single display, playing up the appropriateness of 
watches as gifts for birthdays, engagements or for weddings. 
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‘Springboard’ Ideas 
or Watch Displays 





This striking window by a famed Shaffhausen watch- 
maker tells part of the story of the 400 years of 
craftsmanship and "know-how" that have gone into 
the making of present-day watches. The upper part 
of the window is a detailed drawing of the modern 
jewel-lever escapement principle. At the lower 
right is the year 1575 drawing of the forerunner 
of this present-day movement; in center is an Isaac 
Habrecht watch, grand-dad of modern watches shown. 





In display below, manufacturer hit on a novel idea 
for his watch display that suggests what jewelers 
in the United States can accomplish with a similar 


This corner window space, barely two and a half feet square window worked out in a tieup with local dress firm. 
was a striking example of the ingenious use of small “pase A miniature mannequin dressed in the latest after- 
to create an eye-catching display. The room, duplicating noon fashion points up “watch wardrobe” idea with 
the style of Louis XVI, is fitted with miniature furniture selection of watches suitable for wear with dress. 


in perfect scale. Note the sextant chandelier fashioned of 
a watch and strap and the way in which the watches were 
used to actually fit and enhance the decor of the display. 





| = ‘of the Watchmakers of Switzer- 
land exhibiting at the Swiss Industries Fair at Basle 
earlier this year created many novel displays for showing 
their ‘products. The three shown here are excellent ex- 
amples of the effective utilization of small space for the 
display of watches and suggest possible adaptations or 
adoption by retail jewelers in this country for highlight- 
ing watch lines. 

A number of the Swiss exhibitors resorted to vertical 
displays, both to key their new watch styles to the latest 
style themes and to effectively illustrate technical achieve- 
ments in the small space available. Although many of 
the windows were no larger than three by five feet, the 
overall effect often was one of beauty, dynamic selling 
power and striking simplicity. 
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Da: your city have its romance? 

Discover it and dramatize it—so says William H. Gil- 
christ, silversmith and jeweler of Santa Barbara. Calli- 
fornia, whose love of history has enabled him to profit 
from the past. 

To many a Santa Barbaran, and to many a tourist who 
has traveled the world to view the beautiful old city’s mis- 
sions and adobes, Gilchrist’s is synonymous with original 
medallions of Saint Barbara, the city’s patron saint. 

Saint Barbara, on whose day (December 4, 1786) Mis- 
sion Santa Barbara was founded, was the martyred 
daughter of Dioscorus of ancient Rome, who slew her 
with his own hand when she became a Christian. 

According to legend, when the sword of Dioscorus 
descended upon the lovely girl, a bolt of lightning struck 
down the slayer. For this, Saint Barbara is revered 
throughout the navigable world as the protector of ships 
against lightning and as the patron saint of blacksmiths 
and all who bear arms. 

During the last war, when many a Santa Barbara lad 
went off to battle, Gilchrist recalled this old legend and 
devised a charm that would be both a symbol of protec- 
tion and a memento of home. 

From an ancient woodcut at the Santa Barbara mis- 
sion, he reproduced a medallion, substituting the towers 
of the mission for the prison tower in which Saint Bar- 
bara was said to have been imprisoned. 

Reproduced in 14K gold and sterling silver, these 
medallions became a sort of trade mark of Gilchrist’s. 
Families with servicemen abroad and, later, tourists to 
the mission, charm collectors and new parents sought 
them. 

Saint Barbaras were reproduced on bracelets, compacts, 
cigarette cases, lighters—and at weddings in the old mis- 
sion, it became the fashion for the gifts from the couple 
to their bridesmaids and ushers, all to bear the mark of 
the city’s patron saint. 

History is Gilchrist’s hobby. 

His devotion to his city’s past is reflected in an inter- 
esting, though non-commercial. phase of his public rela- 
tions. 
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HISTORY 


Architecture and adobe construction of the 
front of the Gilchrist store is in keeping 
with the Spanish atmosphere of Santa Bar- 
bara. Window displays are limited to only 
a few representative items from the stock. 



































During the course of the past fifteen years, he has col- 
lected and cataloged over 150 early American spoons, 
mostly of table and serving size. This collection, with its 
identifying explanations, he lends at request to local high 
schools, colleges, and women’s clubs. 

Pride of his collection is a solid bronze Spanish altar 
spoon brought over by Father Sierra. Gilchrist acquired 
it from a farmer who had been ploughing a field which, 
prior to its burning in 1813, had been the site of a 
branch of Santa Barbara mission. 

This love of history can be felt in the very design of 
Gilchrist’s shop, with its cool adobe walls, dark wood 
fixtures, and tall stairways. There’s even a fireplace, in 
which an open log fire burns continually during the damp 
California winter months. Before this, Gilchrist has placed 
a couch and tables with magazines and cigarettes, where 
customers may rest and warm themselves awhile. 

No dust clings to Gilchrist’s merchandising methods, 
however. 

One of the main advantages of Gilchrist’s—and one 
that this promotion-minded retailer stresses—is that he 
is the only registered jeweler in Santa Barbara. In addi- 
tion, the firm has for many years employed a certified 
gemologist, Wesley Savage. Within five hundred miles of 
strategic buying territory, from San Francisco to Los 
Angeles, Savage’s closest competition is Fresno and 
Bakersfield, both many miles inland. 

Feeling that the distinction of being the only regis- 
tered jeweler in town is a valuable advertising point, 
Gilchrist advertises as such in the classified section of the 
telephone book, in the shopping guides in hotel rooms, 
and in the Santa Barbara daily newspaper, the News- 
Press. 

To increase the store’s prestige and to keep technical 
work within the town, Gilchrist has built up an excellent 
appraisal business. : 

Because of the preponderance of wealthy families in 
Santa Barbara, the fourth city in the United States in per 
capita income, there are often estates being closed with 
jewelry to appraise. Moreover. Gilchrist does appraisal 

(Please turn to page 172) 
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IS HIS HOBBY ++: 


Links With the Past Build Profits Today 


by JOY KRAMER 


ALOK RL OIA OK 


Dark mission-type wood furniture, 
fixtures and the arched doorways 
carry out the atmosphere in store 
interior. Table setting in fore- 
ground carries display of the more 
active silver patterns with cards 
naming pattern, maker and price. 


Store traffic in a profitable income 
bracket is secured from the appraisal 
work done by Gilchrist's for many of 
the wealthy families in the neighbor- 
hood of Santa Barbara. Store owner 
here examines a fine collection of 
fire opals brought in for appraisal. 

















Enlarged picture of football game forms part of two-panel background for this Fall setting, 


ut Pictures to Work 
In Telling Your Fall Display Story 


O.: OF THE most versatile of display acces- 
sories for the jewelry store is photography. With modern 
display techniques, the use of photographs in the window 
is no longer confined to simple, framed pictures of sub- 
ordinate importance and attention value. Photo murals, 
covering the whole window background, giant cut-outs, 
panels and screens, life-size portraits—all these can be 
utilized for exceptionally dramatic and attention-getting 
displays. 

Photographs have several advantages over other “pic- 
ture” mediums. They lend an atmosphere of “realism” 
which has a universally strong selling appeal. They are 
not as apt to “overpower” the merchandise as more color- 
ful and elaborate accessories sometimes do. Although in- 
creasingly coming into use in the show window, photo- 
graphs are still novel enough in such a location as not to 
appear hackneyed or over-used. General interest in 
photography as a hobby continues to grow by leaps and 
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by VIRGINIA DIXON 


bounds, guaranteeing interest with its use in the window 
by a large segment of the population. Photographs in the 
window may be tied up with the sale of cameras and other 
photographic equipment in the store which an increasing 
number of jewelers are adding to their regular merchan- 
dise. Additional interest may also be aroused by work- 
ing up a contest in cooperation with a local Camera Club. 

For the Thanksgiving display illustrated, a greatly en- 
larged blow-up of an Autumn cornfield is mounted on a 
beaverboard or masonite backing and cut out in silhouette 
toyform a complete background for the arrangement of 
table silver and china. For the football display, an en- 
larged news shot of a game forms one-half of a two-panel 
background unit from which fabric covered “ramps” 
extend to the window floor carrying an assortment of 
jewelry merchandise. 
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Don’t forget the old adage that “a picture is worth ten thousand words” 


in planning Fall windows. Pictorial settings can lend an atmosphere of 


realism to your displays that has a universally strong selling appeal. 


Another way in which photographs can lend atmos- 
phere to a window display is the use of enlarged portraits 
—either framed or cut-out. The models may be photo- 
graphed wearing jewelry or actual pieces may be attached 
to the picture. 

No matter what the selling theme of the window, it is 
almost always possible to find a suitable photograph to 
dramatize it—spring blossoms, summer beach scenes, 
autumn woods, winter snow scenes to emphasize seasonal 
events; interior or exterior shots of churches for Easter 
and wedding promotions; sports, hospitality scenes, fash- 
ion shots, travel pictures—all these and many more can 
be appropriately used. Oversize pictures taken of some 
of your merchandise—items too small to be seen to full 
advantage through the window glass—will direct greater 
attention to those items and can make particularly eye- 
catching displays. The actual pieces of merchandise 
would, of course, be shown near the photograph. Tech- 
nical pictures, factory scenes, craftsmen at work, etc., will 
encourage greater understanding and appreciation of the 
quality and painstaking effort required to produce most 
jewelry merchandise. 

You should be able to engage the services of some of 
your local professional photographers at reasonable cost 
in return for credit lines in the window. The work of 
most of your local amateur shutter-bugs should also be 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
THANKSGIVING DISPLAY 


Material Source 
Photographic enlargement of autumn Local Photographer 
scene 
Beaverboard for mounting photograph Lumber yard 
Sheaf of wheat Florist 
Copy ribbon Show card writer 
FOOTBALL DISPLAY 
Photographic enlargement of football Local Photographer 
scene 
Beaverboard for mounting photo and Lumber yard 
copy panel and for "ramps" 
Fabric for covering elevations, etc. Display supply house or 
department store 
Chrysanthemum corsage Florist 
Copy panel Show card writer 





available to you. If you don’t have personal acquaintances 
among these, a Camera Club will be glad to pass the word 
along. Many large photographic agencies have stock 
photos from which you may choose appropriate subjects 
and pay a nominal charge for the loan of the negative. 
The picture can then be enlarged and finished to your re- 
quirements. Some photographic houses have recently 
(Please turn to page 172) 


Photo mural of an Autumn cornfield is used in silhouette for a Thanksgiving background. 
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Staggered arrangement of display counters are designed for full customer attention. 





Complete Photographic Service 


Answer to Seeond-Floor Trattie Problem 


_ traffic problem in a two-story jewelry 
store does not differ basically from that of any other 
jeweler. The main difference is that the problem is even 
more acute and the necessity for its solution is even more 
compelling. 

This was the problem which faced William Lochow of 
The Goldsmiths, Seattle, Wash., at the time of planning 
his present two-story jewelry store in its location in the 
heart of Seattle’s downtown business district. The street 
floor corner display room measures 30 x 30 feet, the 
upstairs area 60 x 150 feet of floor space. 

Principal departments in the street floor display room 
are diamonds, clocks, and watches. The major upstairs 
departments are silverware, chinaware, and photographic 
equipment. 

The building was specifically designed to draw the 
attention of pedestrians to the fact that the store had both 
a main floor display room and a second floor as well. 
Eléctric signs above the second floor windows notify 
pedestrians of this fact. Once inside the main floor room, 
customers are reminded by a sign next to the elevator, 


Both end windows at Goldsmith's corner lo- 
cation are full height from sidewalk and 
permit wide latitude in displays. Camera 
equipment is noted in sign above window. 
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An important factor in firm's 
success with its camera lines 
as well as regular lines has 
been consistent and liberal 
use of newspaper advertising. 






of the second floor departments. The elevator is the 
“self-service” type which can be operated by the cus- 
tomer. Stairs are located alongside the elevator. 

This would still not be sufficient inducement to bring 
customers upstairs in desired numbers, Mr. Lochow be- 
lieved. The traffic problem therefore was the principal 
reason for the installation of a photographic department 
on this floor. This department is a “natural” traffic-getter 
which brings customers back frequently for both major 
and minor purchases. 

One reason why the department has accomplished its 
purpose is that it is fully stocked with equipment and 
supplies sufficient to gratify:the most avid camera fan. 
Cameras range in size and variety from box cameras 
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Above, top: Photographic department occupies 
a prominent and spacious location on the sec- 
ond floor of the Goldsmith store in addition 
to large silverware and chinaware departments. 


Above: Silverware occupies a separate room on 
second floor. Seclusion offered by glass par- 
titions separating it from rest of the floor, 
coupled with air conditioning allow customers 
to relax in comfort when selecting silverware. 


to higher priced professional equipment. The department 
is staffed by experts who can give competent advice and 
guidance to novices. The store can thus serve beginners, 
advanced amateurs, and professionals. For motion picture 
enthusiasts there is an equally wide range in merchandise 
as well as a sound-proof projection room both for slides 
and motion picture projection. 

Silver and chinaware are displayed in separate rooms 
with floor to ceiling glass partitions. The silverware de- 
partment is air-conditioned so customers can relax in 
comfort while looking over the patterns on display. Sales 
are closed much more readily due to the fact that the 
room is placed in a relatively secluded spot where cus- 


(Please turn to page 175) 
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Jovial, roly-poly Santas are sure fire 
traffic builders during the pre-holiday 
shopping season when the small fry have 
to be appeased by visiting Santa Claus. 


a is the one merchandising period 
of the year which presents equal selling opportunities for 
all stores in the community. It is the one buying event 
which produces profits in which all merchants have an 
equal chance to share. Therefore it is to the benefit of 
jewelers to develop and cooperate in community efforts 
which promote the Christmas spirit among the townsfolk. 

Following are many ideas gathered from towns all over 
the country, all of which can be adopted or adapted for 
use in other communities. 


FIVE WEEK CHRISTMAS PROGRAM 


Last year merchants of Ypsilanti, Michigan, staged their 
Christmas program over a five-week period, beginning 
November 19th with a “Merchandise Unveiling Program.” 
A window display contest was staged among the merchants 
and windows were unveiled at the same time for the public. 
This brought many people downtown. A Santa Claus 
parade, Christmas music, plus fine street. lighting, helped 
to make the Ypsilanti program successful. 


COOPERATIVE COMMUNITY DECORATIONS 


Cities and towns which are gaily bedecked with holiday 
trims attract additional Christmas shoppers. But the 
staging of town-wide decoration projects is usually the 
work not of one, but of numerous merchants, all contribu- 
ting cash, time and thought to such affairs. Many mer- 
chants who grouped together last year for such projects 
discovered that the most effective displays were achieved 
by merely “dressing up” familiar landmarks and common- 
place installations. Among those that lent themselves 
particularly well to decoration were: 


LAMP POSTS 


Lamp posts presented innumerable possibilities. Mer- 
chants of Janesville, Wisconsin, decorated posts on the 
main business streets with uniform embellishments of 
either red and white candles, green holly and red berries, 
or lighted evergreen wreaths. In Little Rock, Arkansas, 
each light on Main Street was converted into a giant 
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Christmas candle, and one Milwaukee area was turned 
into a star-studded wonderland by framing the light on 
each lamp post with a large metal star outline. Effective 
color contrast was provided by ropes of evergreen twisted 
around the posts. Wauwatosa, Wisconsin, merchants went 
to greater lengths by placing art posters depicting various 
Christmas season scenes on the lamp posts. Practically 
every lamp standard for a two mile stretch displayed a 
different scene, giving the Wauwatosa area a unique 
Christmas appeal. 

When merchants of Berkely, Calif. purchased new and 
additional street lighting equipment for the holidays, they 
assessed each merchant $1.87 per front running foot. It 
is expected that the second year the cost will not run more 
than 50 cents per foot. 


PARK ENTRANCES 


Festive signs are exceedingly effective against a 
wooded background, as was proven in Woodstock, IIlinois, 


Departing from the usual, New Orleans 
merchants in the main business dis- 
trict used nursery rhymes and colorful 
pictures to convey the Holiday mood. 
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Community Christmas Ideas 
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where the business properties are located around a very 
beautiful park in the center of the city. Merchants took 
advantage of this natural beauty by placing holiday signs, 
“Seasons Greetings’ at each of the four entrances to the 


park. 


SANTA IN THE PARK 

Busy downtown streets are no place for Santa to hold 
conferences with anxious little youngsters anxious about 
Christmas requests for gifts. Therefore, Waukesha, Wis., 
merchants arranged for Santa to spend two hours in 
Triangle Park, after the parade, and two hours every 
weekday thereafter until Christmas to talk to children and 
visit with them. A colorful hut was provided for Santa, 
with heat, so that the cold weather didn’t bother him. 

Iten Memorial Park in Clinton, Iowa, was the scene of 
some beautiful lighted displays not usually seen in the 
average city. Visitors came from near and far to visit 
the attractive spot. 


COMMUNITY SINGING 


For one week prior to Christmas last year, the Johns- 
town, Pa., Ministerial Association, sponsored a downtown 
community sing, featuring carols in Community Park. 
Song sheets were passed to the public to help make the 
singing more effective. A large parade was also staged, 
with the merchants sending telegrams to all teachers of the 
Ist, 2nd and 3rd grades in the area, advising them of the 
time of the parade. 


BAND MARCHING CONTEST 


Harrisburg’s, Pa., Christmas program featured a School 
Band Marching Contest which brought in bands from 
suburban high schools for the competition. The event 
attracted many out-of-town shoppers, especially from those 
suburbs whose bands participated. Prizes totalled $200 
and all musicians were also guests of the merchants at a 
theater party. A 30-minute Christmas party radio broad- 
cast was made from the city’s schools. 


PARKING LOT SANTA 


It is not always feasible for a neighborhood merchants 
association to hold a Christmas parade, especially in view 
of crowded traffic conditions. This was the view of the 
officials of the 7th Street Business Association, Rockford. 
Ill., last year. They rented a huge parking lot in the 
area for one day and put on their Santa Claus party there. 
Santa was on hand to talk to the kiddies and he handed out 
2,000 sacks of candy to the youngsters. There were also 
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Red brick chimneys with Santa ready to 
descend are appropriate and can be built 
around a tall streetlight. New Orleans 
merchants sponsored the one shown above. 


favors for parents. Christmas music enlivened the party, 
as well. 


BRIDGES 

Bridges lend themselves perfectly to holiday decorations 
because their excellent visibility spreads the Yuletide spirit 
for miles around, and they are logical places for Christmas 
messages because so much traffic usually passes over them 
and their approaches. Merchants of Fort Atkinson, Wis- 
consin, erected a huge “Seasons Greetings” sign framed 
with evergreens above the center of a bridge. and com- 
pleted the picture by twining bright green ropes about 
the lamp posts. 

At Boulder, Colo., last year, the downtown streets were 
well lighted for the holiday season, and the beautiful new 
Courthouse also had a Yuletide trim. Five lighted wreaths 
were hung on the face of the building, as were four large 
red candles. Above the doorway a large “Seasons Greet- 


(Please turn to page 176) 
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....» Mean Early Christmas Shopping 


A review of window display ideas to help you get the full benefit of the 
year’s best selling season. Right now is none too soon to lay your plans 
for a window display that will turn Christmas gift shoppers your way. 


1. Gifts from the Magi was the theme of display of gold 
jewelry by Lambert Bros., New York. Gold cross decorated 
with holly leaves served as the focal point of the display. 
Small figures descending stairway led eye to gift-wrapped 
packages and display of tastefully arranged gold jewelry. 


2. Diamond jewelry display used by S. Jacobs Co., of Minne- 
apolis, Minn., had background of dark green satin against 
which were pinned large crystal snowflakes. Clear crystal 
icicles were fastened to silvered manzanita tree branches. 
Base of the window was in tufted light green satin and 
darker green was again used in flat raised display units. 


3. With this type of window, the whole silver room at 
Bloedel's, Milwaukee, Wis., becomes a window display. 
Adding Christmas accent to the display, the store used 
animated little Santa Claus who joggled back and forth 
in his sleigh. Two candelabra fixtures balanced display. 
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4. Three little fairy figures with spangled gauze wings and 
costumes spread their "magic" wands over the display of 
jewelry arranged under and between the two shiny silver 
foil Christmas trees in window by S. Kind and Sons, Phila. 


3. Wengler's, of Sharon, Pa., massed gift-wrapped packages, 
tiny reindeer, Christmas holly and small Santas around 
this frosty white Christmas tree set on a block of simu- 
lated ice. Clocks, watches and diamond wedding ring 
sets, arranged around the tree, were suggested as gifts. 


G. A furred and velvet-gowned little figure points to the 
number of shopping days remaining before Christmas in 
this display by Burnett Bros., Seattle, Wash. Grouped in 
the foreground are gift suggestions, including clocks, 
cigarette cases, vanities, lighters, manicure sets, etc. 
Streamer across top of window background cleverly points 
out the 50-year reputation of the store for finest in gifts. 
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Christmas gift suggestions in this display at C. J. 
Silver Co., St. Paul, Minn., were themed to gayety 
with little Santa Claus and snowmen figures back- 
ing diamond ring displays before the large central 
figure in background. Other jewelry; watches and 
ornamental pieces for the home were also featured. 


SLmmur, \ wo 
(ey fl. . es Diamonds held the center 
| Shag (isl a sof the stage at Kangesser 
OO IS ees sOBros., in Cleveland, Ohio. 
DIAN UND ~~ ‘Yee i Compo board cutouts and 
Oe i — bells, faced with foil and 
ee glitter are lighted from 
behind during the evening. 


Boy and girl mannikins (below) stand just inside 
the entrance to Levy's Jewelers, of Buffalo, N. Y. 
Girl holds a candle while boy holds a ribbon that 
goes over glass doors to reindeer (left) suspended 
from spacious lobby ceiling. The pink plaster 
reindeer has papier mache wings set with lights, 


Coronet Jewelers, Denver, Colo., got a lot of at- 
tention with this Christmas window consisting of 
a little sleigh drawn by three cute reindeer sus- 
pended on invisible wires in center of the window. 
Small gift suggestions were stacked in the sleigh. 


Martin's Jewelry, in Greenville, Pa., used both of 
their windows in a corner location to promote their 
very successful layaway plan, with a Christmas trim 
at top and massed merchandise as gift suggestions. 








make it your brightest Christmas 
with 










America’s 
finest lighters 


omaaegte —— 
' : peer among 
largest selling lighters ax 


table lighters. 
... backed by 


more advertising 
than all other 
brands combined! 


Ronson 
Whirlwind. Wind- 
proof, disappear- 
ing windshield. 
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Ronson 
Penciliter. 
Famous writing- 
lighting 
combination. 










Finest lighters made — 
and such variety! Pocket 

Lighters... Penciliters... 

Table Lighters... Combinations 

— made to the highest 

jewelry standards! 








Tie in for profit with 
Ronson’s biggest Christmas 
campaign ever! Plan now 
to feature the wide selection of 
Ronsons. Send today for the 
Ronson Christmas portfolio. 
It presents an exciting 

array of sales-making 
displays, mats, folders, radio 
scripts, TV films. 

All free on request! 






ONSO 





RONSON ART METAL WORKS, INC. 








WORLD’S GREATEST LIGHTER Newark 2, New Jersey 
Ronson Ronson Ronson Ronson Ronson 
in Magazines! on Radio! on Television! Publicity! Sales Helps! 


A big Christmas T es Pp ful sell; Ronsons in the 
schedule. Full page, full ptuitaapatereemnenien Sa Cones press, movies, 


color . . . Life, Saturday “20 Questions” spots in 32 key cities. theatre ... Ronsons folders, radio 
Evening Post, Look, and as prizes on top radio scripts, TV films! 


—— Esquire, ‘Johnny Desmond Show” and TV shows! 


Free displays, mats, 
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London’s Museum Gem Displays 





Not as well known as the British Museum described by Dr. Pough last month, 


the Museum of Practical Geology nevertheless has a large collection of 


interesting stones as well as a number of geologically interesting exhibits. 


by FREDERICK H. POUGH, Ph. D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


A SECOND and less publicized display of cut 
stones will probably prove to be of more interest to the 
jeweler visitor to London than the collection at the British 
Museum (Natural History) described last month. This 
display is in the Museum of Practical Geology, a museum 
maintained by the Geological Survey on Exhibition Road, 
not far from the Natural History Museum. The geologi- 
cal Museum contains a number of geologically interesting 
exhibits; building stones, quarry models, mine models, 
and structural section models, and at the front is a mag- 
nificent rotating globe, showing the geological formations 
of all the continents. In a double row of cases down the 
center of the three-story high attractive hall there are 
arranged all of the economically interesting minerals of a 
decorative nature, the jewelry stones and the ornamental 
stones. The display is more complete at the present time 
than that to be seen around the corner; though it is 
hardly fair to judge the Natural History Museum’s collec- 
tion on the basis of the present limited display. 


NO NOTABLE DIAMONDS 


In the first case on the left as we enter the hall we see 
the diamond display, which includes no notable stones. 
but several good examples of blue ground with embedded 
diamonds. It is interesting to recall in this connection 
that it is said that many men work for years underground 
and never see a diamond in the rock. Specimens like 
these are supposed to be obtained by the company by 
offering special rewards to workers who encounter such 
examples. Next in this case we see a %4-carat crystal 
which is the first Australian diamond to be brought to 
England. It was found at Ophir. west of Bathurst, in 
New South Wales. 

For someone unfamiliar with the nature of the Indian 
diamond occurrences, it was enlightening to see a Gol- 
conda diamond in a matrix of waterworn pebbles, a con- 
glomerate, like those of Brazil and parts of Africa. 

The collection of models is more complete than any of 
the usual commercial sets and it was interesting to see 
the reconstructions or casts of some of the lesser known 
stones. Tavernier’s “Table” is shown, the Nizam, the 
Mattan (a 367-carat stone). the Shah. Mr. Dresden’s 
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diamond (761% ct.), the Kohinoor in its two stages, the 
Pigott (8214 ct.), the Stewart (123 ct.), the Cumberland 
(32 ct.), the Regent or Pitt, the Polar Star (40 ct.), the 
Sancy, the old Nassak (89% ct.), a yellow glass model 
of the Florentine (137.27 ct.), a realistic blue Hope, a 
green pear-shaped Dresden (41 ct.), and Napoleon’s 
diamond. 

In addition to the models of the cut stones there are 
some casts of crystals that were worth preserving. The 
Stewart, which weighed 296 carats, and the Star of the 
South, which weighed 261.9 carats are two which are 
not usually seen. In addition these are the only models 
we have seen of ordinary diamond crystals, each about 
an inch across. The following forms are shown: oc- 
tahedron, dodecahedron, hexoctahedron, trisoctahedron, 
and a flatten macle (spinel twin). There are also some 
models showing different cuts; the old mine, the oval or 
cushion, the brilliant, the rose, the table, and a cabochon 
stone. Good maps of diamond localities in South Africa, 
Brazil and India are shown. 

The next case, with its corundum gems, is disappoint- 
ing because the cut stones are not particularly remark- 
able for their size or quality. In general this is true of 
the entire collection, while it is very representative and 
complete, only a few of the stones are memorable. The 
corundum color series is good, but the only large stone, 
a yellow sapphire, is so badly flawed that it is almost 
worthless. The outstanding stone of the group is a 5.189- 
carat violet sapphire from Burma. There is a large 1%4- 
inch yellow Ceylon crystal with blue stripes on the sur- 
face, and there is a good, but non-gemmy, ruby crystal 
from Burma. Other than that there are only a few small 
but nice blue stones in some old jewelry. 


COLOR RANGE OF SYNTHETICS 


One interesting series of this set is a series of syn- 
thetics showing the color range, and there are two rubies 
labelled “‘reconstructed” which should be, from this name, 
some of the original stones said to have been made by 
actually melting up a powder of rough natural rubies. 

In the beryl case there is a specimen that is interesting 

(Please turn to page 180) 
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se diamond advertisements in your counter displays 





Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are working for you. They include... . 


ADVERTISING supporting the engagement ring tradition 
—in leading national magazines. Advertising stressing 
the fashion significance of diamonds—in outstanding 
fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘“‘The Eternal Gem’’—to show in your town. 
Write to Association Films, 347 Madison Ave., New 
York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL... Helpful FREE booklet, 
‘More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 


FOR OCTOBER, 1949 





Promote the diamond engagement ring tradition . . . and 
you ll be promoting your own diamond sales! Reprints of 
the new diamond advertising are available for use in 
counter and window displays ... and there are newspaper 
advertising mats, radio spot announcements, window dis- 
play ideas, a “Diamond Cutting” display, and diamond 
booklets to help you tie in with the nationwide diamond 
program. 

For detailed information on the new “Retail Diamond 
Promotion Aids,” write to Diamond Promotion Depart- 
ment, The Reuben H. Donnelley Corp., 305 E. 45th St., 
New York 17, N.Y. 


De Beers Consolidated Mines, Ltd. 
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STAR SAPPHIRE 


HE Star Sapphire, 
America’s choice of precious colored 
stones, is always the preferred gift. 
Wearable at all times of the day and 
evening, the intriguing beauty and 
easy informality of a Star Sapphire 
ring invariably attracts both men and 
women. The designs illustrated are 
selected from our distinguished 
collection that includes many of the 
outstanding specimens available in 
the world today. Prices at wholesale 
are from three hundred to fifteen 


thousand dollars. 


Harold hohen Ine. 


, 


BRITISH BUILDING, ROCKEFELLER PLAZA, 620 FIFTH AVENUE, NEW YORK, N. Y. 
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High school art contest is typical 
of Bennett's promotion activities 
among Atlanta's younger generation. 


Bennett Vice-President J. M. Rudder presents check to art contest winner. 


See 






"Teen-Age Campaign 


Builds for ‘Growing’ Business 


by RUBY BENTLEY 


A REGULAR promotion campaign directed at 
the ’teen-age group in Atlanta, Ga., has firmly fixed the 
name of Claude S. Bennett, Inc., jewelry store, in the 
minds of that city’s younger generation. While the prime 
purpose of the promotion is to build customers for the 
future. direct results are already apparent to the store 
through added volume in gift sales to both the youngsters 
and their parents. 

Ty pical of the store’s promotional activities was a novel 
art contest planned to stimulate the creative abilities of 
high school art students which received the widespread 
approval and enthusiasm of students, their parents and 
the teachers. Top prize, a check for $25, was awarded 
by Bennett’s Vice President James M. Rudder to Frank 
Beatty of Hoke Smith High School for his hammered 
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aluminum serving tray, attractively etched in a unique 
design. 

All types of art that is taught in the high schools were 
eligible for the contest. Three of the best pieces from 
each high school were displayed in the store’s Peachtree 
Street show windows for one week. Each item was identi- 
fied with the student’s name and high school and the pub- 
lic was invited to look over the display, then come into 
the store and “cast their ballot.” The unusual response 
to this contest kept a steady flow of traffic in the store 
during the voting period. 

Each entrant entering an art display item received one 
of the Claude S. Bennett gold Art Award keys which may 
be worn on a watch chain or on a chain around the neck. 
These attractive keys were personally awarded by the 
company’s “Polly Peachtree” who called at each school 
and made the presentation at a meeting of art class 
students. 

Although planned to aid high school classes in build- 
ing up additional interest in art, the contest served to put 
the name of Bennett’s on the lips of hundreds of ’teen- 
agers, their parents, and those interested passersby on 
crowded Peachtree Street who knew nothing about the 
contest but stopped to admire the window display and 
came into the store to cast their vote. 

The contest was launched with a one-third-page ad in 
the Atlanta newspapers. A ’teen-age boy, photographed at 
his drawing board, illustrated the clever ad. This original 
contest announcement was followed by smaller daily 
ads, keeping interest at a high peak during the one-week 
voting period. 

The art contest will be a yearly feature by Bennett’s, 
according to Rudder. Each year the work of art judged 
best in the display will be purchased by Claude S. Ben- 
nett, Inc., and permanently displayed in the Bennett 
Miniature Museum. 

“The results of this contest were most successful,” ex- 
plained Rudder, “especially from the standpoint of giving 
us the thought that we have helped our high school stu- 
dents receive recognition for their originality and per- 
haps encouraged others to take part in their art classes 
in the future.” 

The contest created a build-up for Bennett’s during the 
month just preceding graduation—when ’teen-agers are 
thinking of graduation gifts for June, gifts for other 
grads and gifts they would like to have from their par- 
ents, friends and relatives. 

“We want our young customers to know that we want 
their patronage now and in the future when they become 
young married couples, home owners and parents. We 
give as much attention and care to their selection of small 
gifts as we do to the large orders of higher-priced mer- 
chandise,” Rudder emphasized. “Every ‘teen-ager is 
given the best attention possible by our sales staff. The 
sales clerk suggests, shows and helps compare the many 
items suitable for the customer’s budget, and after final 
selection is made, the gift is polished, carefully packed 
and attractively gift-wrapped. 

“‘We want them to be satisfied with their purchase and 
to know that Bennett’s wants to be their family jeweler 
and serve them over the years. We want to keep them on 
our list of permanent customers and to have a friendly 
feeling for our organization. We know their desire for 
quality merchandise will bring them back again and 
again.” 
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"Teen-Topics'' ad featuring a 
popular high school, college 
or ‘teen-age career girl each 
week in the magazine section 
of Atlanta paper is a popular 
feature among young readers. 


This art contest for *teen-agers is only one phase of 
Bennett’s “public relations” program slanted to the 
younger generation. Each Sunday in the Atlanta Journal's 
magazine section appears a one-half page ad entitled 
“Teen Topics.” Each week some popular Atlanta high 
school, college or ’teen-age career girl is featured. An 
informal photograph of the young lady, posed out-of- 
doors enjoying her particular hobby of fishing, boating, 
etc.. or some newly elected fraternity “sweetheart,” is 
depicted as a photograph pasted on a page in a large 
album. Underneath the photograph is a chatty para- 
graph, telling who the young lady is, her school affiliation, 
some clever and informative facts about her hobbies and 
personality. Below this appears Bennett’s tie-in with the 
*teen-agers—a paragraph of newsy information, different 
each week, bringing in the eventual thought of a diamond 
in the future. 

One paragraph reads: “It’s "Teen Time Today! Work- 
ing or playing, ‘teeners having fun . . . but tomorrow 
they will start dreaming of faraway places . . . love and 
romance. And it’s never too soon for them to learn 
about Bennett’s, for such dreams sooner or later lead to 
thoughts of diamonds and all ’teeners should know that 
they should buy diamonds only from a diamond mer- 

(Please turn to page 186) 
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OPEN PLANT 


yngold Brothers to Resume 
yee Making Operations 
iter 3-Month Lapse 
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three months of suspend- 
ivity in the diamond cutting 
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The “Times” said it... 


The “World-Telegram” said it... 
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‘that reason, the unusual 
b of the Baumgold reopening 
is the fact that its modern 
factory again will be in op- 
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smaller stones,” a company 
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When you compare the edge of the 


ordinary diamond with the brilliant 


of | i \ diamond 


you see, immediately, why this lovely gem is more beautiful, 


larger looking, more radiant . . . and easier to sell! 





62 WEST 47th STREET, NEW YORK CITY, N. Y. 













Plant: 
Mit 45ih Street, N. Y. C. 





Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 














‘Gleaming Example 
Of Modern Jewelry Store Design 











by EDGAR HANFORD 


Picture-frame display windows 
flank the corner entrance to 
the modernized store of Dodd 
Jewelers, Inc. Growing dwarf 
shubbery planted in boxes be- 
neath the windows compliments 
the stainless steel entrance. 
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Interior of the enlarged and mod- 
ernized store. Silver department 
is seen at the rear of the center 
island and at left, are watch re- 
pair, cashier's and credit offices. 


ios NEWEST in retail jewelry store design is cinnati, Ohio. The opening was publicized with full-page 
emphasized in the enlarged and modernized store of Dodd advertisements in the local daily newspapers. 
Jewelers, Inc., which was formally opened recently at the Started in 1939 at the same location with only 720 
busy downtown corner of Sixth and Vine Streets in Cin- square feet of floor space, the store was enlarged to 1,320 
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square feet in 1933, and now occupies 2,500 square feet 
of space on the main floor and balcony. The recent mod. 
ernization cost $90,000, according to I. W. Engel, presi- 
dent of the company. 

The exterior features of the store are the seven picture- 
frame type of display windows, which are set in a com- 
bination of Vermont granite and stainless steel, above 
which are an illuminated clock and neat illuminated 
name signs. 

Interior display cases are made of Okimo, a rare and 
deep-toned cabinet wood, which blends attractively with 
the mottled gray plastic flooring and the rose-gray walls. 
The interior lighting is provided by concealed neon tub- 
ing and 44 ceiling spot lights, which are directed to 
highlight the showcase displays. These latter are of sit- 
down height. 

With the store enlargement, the stock has been greatly 
expanded, and now also includes attractive displays of 
sterling and plated flatware and hollowware in seven 
floor and wall cases across the rear of the store. 

The watch repair department, cashier’s and credit of- 
fices and two private credit rooms are located along the 
left side of the store, while above them on the balcony 
are located the accounting department and Engel’s of- 
fice. 

Only name brands of merchandise are sold in the 
Dodd store, Mr. Engel emphasizes. “There may be less 
immediate profit in some of these lines,” he added, “but 
they definitely build prestige and good will for the fu- 
ture.” 
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Counter showcases in the new Dodd silverware 
department are of sit-down height, fronted 
with comfortable chairs and backed up with 
seven glass-fronted wall cases for hollowware. 








Wide corner entrance of store naturally draws flow © 
of traffic. Picture-frame windows flank the door 
over which are illuminated name signs and cloc 
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For World Famous Collections or any 
quantity of loose stones, you must con- 
sider the House of Harry Winston. We 
obtain “rough” direct from the source | 
...expert cutting and polishing is done 
right on our premises. Your selection can 
be made from complete stocks...whether 
it be ten pointers... quarters...or halves. 
Also available, a full line of individually 


styled, mounted jewelry. 


Pies thal? Challenge the Tndubly! 
Visit our building ...or write...let us 
keep you posted on prices that con- 


sistently reflect the prevailing market. 
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HARRY WINSTO 


7 EAST 51s; STREET, NEW YORK 
220 WEST 5m STREET, LOS ANGELES 
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THE WINSTON COLLECTIONS ARE AVAILABLE 
AT YOUR REQUEST 
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Situated in one of the 
finest office buildings 
in Des Moines, Victor's 
has the advantage of 
attracting customers 
from the 2,000 workers 
there, plus the reg- 
ular sidewalk traffic. 


Promotions Build Trattiec 


For Store’s Higher-Priced Items 


by GRIER LOWRY 


“ 

A sinter because of excellent merchand:s- 
ing methods, Victor’s, Inc., Jewelers, in Des Moines, 
Iowa, has been extremely successful in building up vol- 
ume in every phase of the business in an amazingly brief 
period of time. 

V. B. Jacobson established his business in the Des 
Moines Building in October, 1948. In less than a year 
he has worked out an effective merchandising campaign 
which never lets the public forget that his store is a good 
place to do business. 

The Jacobson tactics are designed to introduce his 
lines with a bang by drawing people in through intro- 
ductory offers. Trade boosters have brought patrons 
flocking to the store to take advantage of savings, and 
once in the store they soon learn they can get what 
they want regardless of their jewelry tastes. 

Located in the finest office building in Des Moines. 
where 2000 are employed, the store has twin entrances, 
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one on a main shopping artery, the other in the building 
lobby. Merchandise is displayed in four show windows 
to two types of traffic—the regular street traflic is ex- 
posed to the two windows facing the street, and office 
workers see a pair of windows fronting the lobby 
elevators. 

The most powerful merchandising ace at Victor's is 
the presence of inducements, in the form of promotion 
items, which, because of the regularity of the offers, time- 
liness of the items offered, attractiveness of the prices, and 
the promotional efforts which accompany the offers, have 
top trafiic-building appeal. 

, “We never run a promotion to lose money, and we try 
to make the value exceptional by alert buying,” says Mr. 
Jacobson. “We are always on the lookout for merchan- 
dise which we can price right and will have pulling power. 
We never stage a promotion at prices which will have an 
unhealthy influence on regularly-priced items. And our 
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Cutting Works: London 
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operation is not built entirely around price and promo- 
tion. 

“We attempt to balance this program through trade 
boosters which retail for over $10, which serve as account 
builders, and with an equal number of items selling for 
under $5, which produce cash customers and traflic.” 

Timeliness is the most important ingredient of an ef- 
fective promotion, Mr. Jacobson is convinced, and sub- 
stantiates his opinion by citing the success of an alumi- 
numware offer which brought a veritable deluge of busi- 
ness to the store. 

The newspaper ad, announcing a 12-piece set of alumi- 
num, bearing a lifetime guarantee, for only $19.45, ap- 
peared on Sunday, February 6. It was timed to present 
husbands, sons and daughters, with the opportunity to 
give mothers and wives a practical Valentine’s Day gift. 

The response to this offer was tremendous, the jeweler 
reports: Over 500 units were sold to 273 local buyers, 
plus 231 through mail orders. Orders continued to ar- 
rive one month after the offer was made. About seventy- 
five applications for orders were rejected because of credit 
clearance failures. 

A man’s expansion watch bracelet ($1.49) offer pro- 
duced 162 sales, eighty-four to local shoppers, seventy- 
eight through mail orders. On the same day this offer 
ran, the store sold fifteen regularly-priced men’s watch 
bands. 

A two-diamond ladies’ watch special ($29.75) resulted 
in eleven sales of this watch plus a couple of sales of four- 
diamond watches on the same day. 

One hundred customers flocked to the store to take 
advantage of the one-day offer of a Color King, three- 
color pencil, for $1.49. A birthstone ring special—an- 
other Valentine’s Day promotion—netted fourteen sales. 
A matching costume pin and earring set ($6.95) at- 
tracted thirty-five buyers, and seven sales of pins and 
earrings in the $9 to $15 price range were made. 

A bonus feature of this form of promotion, as is 
evidenced by the foregoing, is not only the sales of the 
snecial items, or the traffic generated. but extra sales of 


A step-up arrangement (below) provides radios, small appliances 
and flatware with semi-separate display quarters at Victor's. 
Typical advertisement for the firm (at right) sets limited time 
for specific merchandise. Victor's special merchandise promo- 
tions are designed to get customers into the store with a view 
toward showing them better quality, higher-priced merchandise. 


merchandise in a higher-priced bracket simply because 
customers say “Let me compare this with one of your 
higher-priced ones.” 

“The chief purpose of trade boosters is wasted,” says 
Mr. Jacobson, “unless you have a selection of higher. 
priced versions of the item on special sale.” 

Special inducements at Victor’s aren’t limited, excly. 
sively, to merchandise offers. At one of the nightly staf 
meetings, the matter of stimulating watch repair volume 
came up for attention. As is customery at these confabs, 
an exchange of ideas between the store owner and his 
personnel resulted in a definite plan. A penny postal was 
the key medium in this campaign. Captioned: “This 
card is worth $4.00 to you!” it advised recipients that 
for $7.00—“a saving of $4.00 or more”—they could 
have watches reconditioned. The card listed the services 
covered in the offer: 1. Cleaning. 2. Refinish dial. 3. 
New hands. 4. Regular crystal. 5. Replace worn parts, 
6. Polish case. 

This offer was a smash hit for several reasons: (a) It 
was sent to a hand-picked mailing list, (b) the layout of 
the card made it possible to read the entire contents at 
one easy glance, and (c) by employing direct mail, in- 
stead of newspapers, the offer was given a personal touch. 

The special offers at Victor’s have been promoted 
with an intensive advertising campaign—six per cent of 
eross sales is channeled to the advertising budget which 
encompasses newspapers, direct mail and radio. News. 
paper advertising is the most effective medium. 

In the leading newspaper on Sundays, Wednesdays 
and Fridays, V. B. Jacobson varies the size of ads in 
accordance with the timeliness and appeal of the item he 
is promoting. Because it has the largest circulation 
among outlanders, the plump Sunday edition contains ads 
promoting items with top appeal among mail order shop- 
pers. 

Window displays aren’t overlooked either. Nationally- 
advertised, popular-priced items are paraded through the 
four windows. Changed every four days, merchandise is 

(Please turn to page 185) 
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machi mial: 
KOSLOW Collection 





Mr. Retailer: 


For your Profit, we offer Individually 
designed pieces for your Special Mem- 
Orandum Requirements——in Necklaces, 


Bracelets, Clips, Rings and Earclips. 


42 WEST 48th STREET, NEW YORK 19, N. Y. 
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Increase Your Overhead 





... and Increase Your Profits 


It can be done, explains the author in this timely article. With all 


jewelers currently conscious of the spread between operating expenses 


and net profits, this message warns against any “false economies.” 


by FRED MERISH 


Overs we have heard a jeweler say, “I can't 
afford to spend money on sales promotion because my 
overhead is already too high and I'll go in the red if | 
increase it.” What such jewelers do not realize is that 
their overhead isn’t too high; it is their normal operating 
overhead, but its ratio is too high for the volume they 
get and the best way to cut the ratio is to increase pro- 
motional expense. This is overhead reduction by in- 
direction, which is more profitable than the direct ap- 
proach that attempts to cut the dollar outlay on overhead 
by reducing or eliminating essential expenses. 

During the war and early post-war years the average 
businessman could get enough business without much 
promotional outlay, and so, many of them have become 
habituated to abstinence from any form of “buy appeal,” 
which is a sure way to increase overhead expense in a 
buyer’s market. If they insist upon following this rain- 
bew from now on, they'll find a big pot of red ink at the 
end of it. 

Today, the jeweler should include an appropriation for 
promotional expense in his operating overhead. Even if 
it increases the dollar figure on overhead over what it was 
in past years, it will indirectly decrease the ratio to sales 
and make him more money. He must keep his volume 
up to a point where it is ample to cover his operating 
overhead and net the desired profit. He won’t get far try- 
ing to make a profit by reducing operating overhead 
below the normal outlay his business demands, by sniping 
at his burden for minor economies or playing down any 
outlay that will make him a better merchant. The time 
he spends catching gnats had better be spent thinking 
up ways to bag elephants. 


TWO TYPES OF OVERHEAD 


We want to point out here that there are two so-called 
types of overhead expense, fixed and variable. Both terms 
are misnomers and they confuse businessmen. There are 
really no genuine fixed or variable expenses. Mortgage 
interest is supposedly fixed, but if you reduce your mort- 
gage, this expense decreases. Light bills are supposedly 
variable, but if you want to illuminate your store and 
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windows properly, you can’t reduce this expense below a 
certain point. Much of the variable expense is really fixed, 
and from our field observation the average jeweler keeps 
it down as low as he can. Thus, every business has an 
operating overhead of fixed and variable charges that 
averages up pretty well from period to period. This oper- 
ating overhead calculated from an analysis of past experi- 
ence figures is your starting point in overhead control. In 
general, your overhead is high when it exceeds the aver- 
age burden for your business. When that happens, it 
can’t be cut by direct action. It must be cut indirectly by 
sales promotion, so that operating overhead, its ratio to 
sales, is decreased. 


USE OWN BUSINESS FIGURES 


“When is my overhead high and when is it low?” has 
been asked us many times. Your burden is your own 
baby, nobody else’s. One businessman’s overhead may 
cripple another businessman, even one in the same line. 
That is why group figures giving averages are of limited 
use except as general guides. The best place to get a line 
on your operating overhead is your own roster of experi- 
ence figures. The dollar figures are secondary. “Ride 
herd” on the ratio of overhead expense to sales. Gen- 
erally, this ratio averages up pretty well over the years 
for an individual businessman and establishes a norm. 
During the war years there were variances from the norm 
for almost all business establishments, but today the over- 
head ratio to sales as shown in your own books is a fairly 
safe guide to accept as a basis for calculation, assuming 
that this ratio gives the desired net profit. 

In a buyer’s market, margins tend to decrease. When 
margins drop, this increases the overhead ratio to the 
sales dollar indirectly unless the seller increases volume to 
offset the reduction. Overhead figures have a tantalizing 
way of working indirectly to produce certain results and 
too many jewelers tend to take a direct view of their 
movement. In other words, if the light bill drops $10, a 
jeweler can see this as a direct saving, but if this reduc- 
tion in expense tapers down the effectiveness of his dis- 

(Please turn to page 171) 
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will ask for 
Imperial Cultured 
Pearls this Xmas than 
ever before 


they Il come 
for aristocratic Imperial Cul- 


tured Pearl Necklaces... treasure 
Imperial Cultured Pearl Gold Ear- 
rings . . . prized Imperial Cultured 
Pearl Gold Rings . . . distinctive Imperial 
Cultured Pearl gold pins . . . and the exclu- 
sive Imperial Cultured Pearl Cage Jewelry. 
Nationally and Internationally Advertised 
RICHLY PACKAGED 














A formerly unused balcony at 
the rear of the store provided 
a separate department for the 
store's increased card sales. 


by L. A. PHILLIPS 


Half of Store Traffic From Greeting Cards 





Wallace believes in keeping his window displays 
simple. Shoppers looking in window can see the 
card section on balcony in rear of the store. 


Frou the liquidation of a music store in 
Conshohocken, Pa., sprang the greeting card department 
of the Wallace Jewelry store, of the same town. 

The retiring music merchant asked Wallace if he 
wanted to pick up the the greeting card rack and its 
spotty stock at a price. As the stock consisted of an 
incomplete assortment of only a hundred cards and a 
much abused iron holder, Wallace thought twice before 
taking the set-up into his store. Mrs. Wallace, however, 
thought the experiment worth the investment. It was 
from that perfunctory and humble beginning that the gift 
card business of Wallace’s grew through the years to its 
present importance as a department with eight well- 
stocked display cabinets occupying a conspicuous part of 
the store. The present prominence given this line is the 
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William A. Wallace, Conshohocken, Pa., 
jeweler, started out a small Cinderella 
stock of cards as an experiment; found 


the line an exeellent traffie-builder. 





Gift suggestions are spotted through the card 
department to attract attention of customers. 


, 


result of a series of experiences which proved the worthi- 
ness of the department. 

The first of these significant experiences took place 
years ago, only two days after the original iron-racked 
display was placed on the floor of the Wallace store. At 

(Please turn to page 187) 
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watch for... 


the new alin, Diamond Line 


The new Cardinal Diamond Line contains stones 
of greater size! Still the same perfect diamonds 
but now, due to unusual diamond buys, 
even greater in size than before! 


The new Cardinal Diamond Line is re-styled! 
Mountings that glorify the stone! Designed to 
set off the loveliness of a Cardinal Bonded 
Diamond Ring more than ever before! 


The new Cardinal Diamond Line is re-packaged. 

A stunning, white plastic box — plush lined 

—making the perfect setting for the perfect 
beauty of a Cardinal Diamond. 


and NEW profits for you! 


in the NEW 
cae 


DIAMOND RING LINE 


CARDINAL DIAMOND SYNDICATE 
Bauman- Massa Jewelry Co., St. Louis J. M. Bennett Co., Minneapolis 
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Portable Typewriter Rentals 
Lead to High Sales Average 


= portable typewriters as a means 
of boosting sales, and operation of one of the most 
complete greeting cards departments in the city are 
both “extra merchandising touches” which have pro- 
duced additional profit for Louis Resnick, jeweler of 
Portland, Maine. This idea could well be used by other 
jewelers, being especially timely in their back-to-school 
promotions. 

Mr. Resnick’s store, Louie’s. Inc., probably sells more 
portable typewriters than any jewelry store in the area— 
all due to a simple, proved plan which he developed 
shortly before the war and has followed ever since. 
Rentals of portable typewriters, which give the cus- 
tomer who is undecided as to whether to buy or not 
an opportunity to experiment with them, quite frequently 
leads to sales which could not be made otherwise. 

Resnick hit upon this idea shortly after he had added 
portable typewriters to the stock, and found them a 
disappointingly slow-moving item. “We found that we 
had a lot of competition on portable typewriters coming 
from stationery stores, business machine houses, depart- 

(Please turn to page 193) 


Except for signs at store entrance, Resnick has 
never advertised his typewriter rental service 
but it is already well known, particularly among 
college students, professional men and salesmen. 
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Louis Resnick, shown here dem. 
onstrating machine to customer 
has figured out that over the 
several years he has had type. 
writer rental service, about 75 
per cent of the rentals wind up | 
with the customers buying them. 


by R. L. ATKINS 
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AMERICA’S FOREMOST 
COMPACT MANUFACTURER 
ANNOUNCES 
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Elgin American searched the world to find 
simulated pearls of a beauty and quality 
worthy of the Elgin American name. 
Their lustre and loveliness will attract 
your customers—and the Elgin American 


name will put the clincher on the sale! 


The Elgin American 
Pearl Merchandiser 


The first really new idea in pearl 
merchandising in over a decade 





Only Elgin American offers 
such luxury packaging as 
this handsome fully lined 
jewel box of beautifully 
finished Jeweler’s Bronze 
with $10 single strand, $16 
double strand, $20 tviple 
strand. 

All Elgin American Pearls 
are appealingly packaged. 








The pear! merchandiser provides an ideal 









way to conveniently and attractively dis- 






play a selling stock. It’s an orderly Pearl 
Department for vour display case. 
Pp . pia) 


NUMBER ONE NAME IN COMPACTS 

NUMBER ONE NAMEIN LIGHTERS 

NUMBER ONE NAME IN PEARL S* 
iM A MOLICAM 


INTRODUCTORY DEAL ELGIN, ILLINOIS 
A small but excellent assortment of staple. fast selling ELGIN AMERICAN PEARLS WILL BE 


simulated pearl basic line packaged items. 
Dealer Cost Retail Value NATIONALLY ADVERTISED—FEATURED 


Merchandise Assortment $69.75 $148.50 

4-Pe. #5524 Display Merchandiser ae 0—ts(n www ay Os he: Coote 

Free—1 Sterling Silver Lighter —...... 25.00 MARX SHOW, HEARD EVERY WEDNES- 
$99.79 $173.50 DAY NIGHT AT 9 P.M., EST, OVER 


PROFIT: $73.75, plus a permanent attractive and func- 
tional fixture. Order now ! 


ELGIN AMERICAN OFFERS A COMPLETE 
LINE OF SIMULATED PEARLS RETAILING 
FOR $1 TO $25. WRITE FOR CATALOG 


THE COAST TO COAST NETWORK OF 
THE COLUMBIA BROADCASTING SYSTEM. 


*SIMULATED 
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As one ° e retailers that join aus in the piquidaation of our 

surplus inventory» pe 1 terested in Knowing that retail 
store st ) a Waltham Wa ches are now practically nil all 
over the country > qd a tchnes will now be sola under the | 


There is nothing unusual about mark-down sales for sLow-mov ins 


inventory: Our half-price sale was absolutely necessary ~7 pecause 
we ha qurn our large ¥ tch inventory into W rking capital. | 
The sale in your tore prougnt yo 1 of consume cerest and 
moved & ods S result, we We able to g, nead with the new 
modern walth Line which curren ly beins resented to e 
entire ° tal austry- 

All this mean that the walth watch Company » rica’s oldest 

manufacture f nigh-Ppre ision 4 alit watches» tne marcn 

and is the Br& structive force ne watc pusiness: 

The pres? naiti° etailers' Low 1tham watch 10 ntories 

ana th yaluable con accept Cc e 100 year 1d Waltham 


What will new Christmas Line now peing snown reveal you'll 
see 1tham watches that a ° ly mace, rtly > yl 
competitively pri a! All are richly packas nd popul ly priced 
for vo pusiness: The new waltham will be the pace-s tter ° 





communit effort -~ packed py the conscientious ability of 2349 


The new ma gement Oo waltham wi ply app ne courtesy» 
time and ttention ou extend Waltham salesman when he 
yisits you to sho h ew alth Line ° rica’ finest 
watches. 


very truly yours,» 
WALTHAM WATCH COMPANY 
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The Waltham Watch Half- : 
Price Sale is over! lt ended 


on July 27th. Liquidation of | 
our entire surplus inventory | 
is completed. Therefore, please 
be informed that effective 
July 27th, all Waltham 


Watches are to be sold only 








under the price-fixed Fair 
Trade Regulation. | 


Will you please help us maintain our 
stabilized price market on Waltham 
Watches by notifying us immediately 
if you know of any isolated case of a 
sale or threatened price-cut on Waltham 
Watches? We will then, for your pro- 
tection, take prompt legal action against 
any offender. 
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WALTHAM WATCH COMPANY 
WALTHAM - - - MASSACHUSETTS 
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Accent on Gifts a Year “Round 


th 

HERE is no such time as a non-gilt giv- 
ing period,” says Phillip Miller, of Miller’s Jewelry Shop, 
Wilkes-Barre, Pa., “because if you can’t latch onto some 
holiday or gift-giving occasion, you can always play up 
birthday gifts, card party gifts and items for home use. 
Then again, you can always feature certain items a few 
weeks in advance of the occasion or holiday periods. 

“When we decided to move to our new location be- 
cause we were interested in a more modern and up-to- 
date location,” says Miller, “I knew that we were doing 
so in the face of a business recession. Many friends told 
us not to invest the money in opening a new store in the 
face of declining business, but I had my own ideas and 
went ahead.” 

The big idea in back of Miller’s head was to incorpo- 
rate a large gift center in his new building. By checking 
on other such centers, he found that the Wilkes-Barre 
area didn’t really have an up-to-date and modern gift 
shop and felt that such a department would help to reduce 
any business lost by the decline in jewelry sales. 

A live-wire retailer, Miller believes. can latch onto any 
number of events if he desires and each one accounts for 
a certain amount of business and store traffic that results 
in jewelry sales as well. 

In making a gift center in his new store. Miller knew 
from the start that he would have to take in a wid? 
selection of items, give them prominent display space 


Mr. Miller keeps a display of small electric appli- 
ances on display at top of staircase (right, top). 
Luggage is another good item in Miller store and 
is kept on display at rear of staircase to basement. 
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New Miller store is 78 feet lon 

by 20 feet wide with main thea 
shown here divided between gift 
and jewelry lines. A Staircase 
in center of the store leads to 
the gift department in basement 


by P. L. ANDERS 
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Feature the glowing beauty of 
Treasureland Diamond Rings and hear the resounding 
ring of your cash register. Superbly styled, the 
Treasureland line is priced to clinch sales from the 
budget-wise bottom to the free-spending top of the market! 


Arousing sales-interest everywhere, the Treasureland national 
advertising program dramatically combines individual newspaper advertising, prepared 
radio announcements, colorfully illustrated folders and letters for dealer-to-consumer mailing. 


Treasureland Diamonds are expertly cut and polished, stir eager admiration 
wherever they’re displayed. Each ring is individually registered and guaranteed — 
a prestige-building feature for you, complete protection for your customer. Write 
for details on exclusive Treasureland Dealership in your community. 


TREASURELAND DIAMOND RING CO., BOX I, CHICAGO 90, ILLINOIS 


SAYS : 


recistereD JPPFAYOND RINGS 
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When the new store was opened, prize draw- 
ing and souvenirs attracted more than 4000 
local residents to the ceremony. A _ heavy 
newspaper campaign heralded the opening. 


and newspaper promotion, because a small token stock 
would not bring in the volume desired. 

“Inasmuch as we added the gift center to help boost 
sales, I knew that we had to make it worth while or not 
enter into it at all,” says Miller, “and since we did, we 
plugged it as much as possible. I am glad to say that our 
gift sales has maintained a very fine sales level and in 
addition has brought in traffic to our store that wouldn't 
have ordinarily come in.” 

The gifts themselves have been divided into two cate- 
gories. The metal classification, which includes silver- 
ware, aluminumware and small appliances, and _ the 
chinaware and glassware lines. The former is located on 
the main floor with the latter in the basement display 
area. 

Silverware sets, hammered aluminumware and many 
other lines are displayed in wall cases similar to the 
jewelry lines. There are no display cases in front of the 
picture frame wall cases that display such larger items as 
hammered aluminumware, dinnerware and large silver- 
ware pieces. 

“As we like to have customers come in as close contact 
to these items as possible. we have eliminated the counter 
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The rear window at the left is always de. 
voted to giftwares and, in addition, the 
corner next to the store entrance keeps 
customers reminded of store's gift shop. 





cases so that customers can more readily examine and 
handle these larger items,” explains Miller. “We use the 
counter display cases only for smaller items.” 

A staircase in the center of the store leads to the base- 
ment. This has been utilized to an extent as a guide in 
showing customers that giftwares are also on display in 
the basement. Surrounding the staircase is a large display 
of luggage, while across the back of the railing a wide 
board has been placed, neatly covered with a linen cloth. 
This is used for the display of small electrical appliances. 

As customers walk down the staircase, they come face 
to face with a ceiling-high self-illuminated display case. 
Such items as stemware and fine china are displayed here. 
Then around both sides are display cases for dinnerware 
sets, pottery pieces and glassware lines. 

One employee is always on duty in this display base- 
ment, and during holiday and gift-giving seasons, other 
personnel is added as needed. The entire basement has 
fluorescent tube lighting which gives it a daylight 
appearance. 

Only half of the basement is used for the display of 
ciftware. with the rear portion being walled off and used 

(Please turn to page 184) 
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A CHRISTMAS STAR...FOR HER, FOR HIM 





























TRIUMPH OF MAN’S CREATIVE ARTS 


What more treasured gift than a famous LINDE star sapphire or star ruby! 
Glowing with the legendary beauty that mystified the ancients, these magnifi- 
cent gems are of a delicate blue or rich deep red. In the depths of this stirring 
beauty, the phenomenon of the star—mysteriously gleaming. In handsome ring 


settings, these fine gems appeal to hoth men and women. 


Write for a list of manufacturers of LINDE Star Jewelry. 


Linve Synthetic Star Sapphire and Star Ruby are distributed by 


MAX DURAFFOURG GEM COMPANY 


576 Fifth Avenue New York 19, N. Y. 


Cable Address: MAXDURAM Telephone: BRyani 9-1161 
The term “Linde” is a trade-mark of The Linde Air Products Company. 
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A MAGNIFICENT *25 
A HOLIDAY SURPRISE 
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Magnificent 19 inch well-and-tree 
turkey platter, substantially 
‘silverplated on copper 

with handsome hand-applied border. 
Choice of 3 famous patterns. 





FOR THIS PROMOTION, YOUR COST ON THIS REGULAR $25 PLATTER ONLY $2.50 EACH 
WITH EVERY 73-PC. SET PURCHASED. 
Here’s your amazing holiday surprise! Your customer gets a luxurious 73-pc. service (including a 3-pc. carving set) of 


famous King Edward Silverplate at the nationally-advertised, fair traded price of $69.95. And for the platter, you collect 
ONLY the Federal excise tax of $3.68 (regular retail price $25.00 plus tax). 


LIMITED TIME! For retail sale, November 14th through December 24th only. Irresistible! That’s the word for this 
remarkable offer. Ad mats and display material are available to help you make it a huge success! 
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URKEY PLATTER AS 
FOR YOUR CUSTOMER 





...with every 


purchase ofa 





superb 73 piece . A 


matching 





tableware set 
King 
Felwardl EXQUISITE 


NATIONAL SILVER COMPANY 


New York « Chicago « Dallas « Detroit » Miami * Los Angeles « Atlanta « San Francisco « Portland (Ore.)« Seattle 
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Silverplate 


romantic new “Moss Rose” contemporary ‘‘Cavalcade’’ 
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Orderly crowds entered the Robert 
J. Snyder store in Norristown, Pa., 
on the right of a dividing line of 
baskets of flowers. They registered 
at a counter which occupied the 
entire length of the store, examin- 
ing displays while following one- 
way traffic route to the exits. 


Winning number in the drawing for 
$500 diamond ring was taken from 
large revolving drum. Prizes were 
selected on basis of widespread 
appeal and, also, to highlight the 
various types of merchandise which 
the Snyder firm carried in stock, 





Store Re-Opening 


Conducted Like 





A Society Debut 


One in a series of eight newspaper 
advertisements heralding re-opening 
of the remodeled Robert Snyder store. 


by ANNA M. ROBBINS 


en story was over two years in prepara- 
tion—the facts herein were half a lifetime in the making! 
If there’s a flavor of Hollywood dramatics in starting the 
story that way, it’s not intended, for the formal reopening 
of the rebuilt Robert J. Snyder store in Norristown, Pa., 
last November, was more like a society debut than a 
bizarre premiere. The entire reopening promotion was 
carefully planned for an atmosphere of prestige designed 
to promote a good Christmas volume. Bob Snyder was 
amply repaid for his careful planning by, as he says, “A 
most satisfactory Christmas season,” and a 1949 business 
that remained at the super-healthy 1946-47-48 levels. 
Over 15,000 persons crowded the store for four days 
and an evening, while countless others who listened to 
radio accounts of the affair and read about it in the news- 
papers, kept the telephone ringing and the mailman busy. 
The throngs who entered the store inspected every section 
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12 EAST MAIN ST.» NORRISTOWN, PA. 
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CAN GIVE JEWELERS 


1 DAY SERVICE 











FROM 
CHICAGO ° DALLAS ° DENVER ° DETROIT ° NASHVILLE 
29 E. Madison St. Praetorian Bldg. 909 17th St. 220 Bagley Ave. Stahiman Bidg. 
THE ] : 
NOTICE: OUR NEW 'BECKEN BooK ; 
DALLAS OFFICE IS NOW a 
WarcHes. oS SILVERWARE iy 
OPEN AND READY TO SERVE YOU. ovetrins eb Toews ii 
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of it and took home 4200 baby Hawaiian orchids, ten sub- 
stantial prizes, and memories of local dignitaries officiat- 
ing at ceremonies in the midst of the most attractive sur- 
roundings. Naturally many returned as customers. 

An understanding of the position of the town in which 
the Snyder store is located will give the reader a better 
idea of Bob’s astuteness in investing so heavily in a 


thorough remodeling job. Norristown (population 49. 
000) is roughly 20 miles from Philadelphia. Its shop. 
ping center is conservative. Many of the merchants ac. 
cept the fact that their local customers are going to trayel 
a half-hour journey to Philadelphia for higher priced 
items. This philosophy they are resigned to rather thay 
investing in what some merchants call “extravagant mer. 


chandising.”’ 

However, 25 years of success in operating a jewelry 
store at 12 East Main St., meant to Robert Snyder, not 
a chance to rest upon his laurels, but the opportunity to 
invest so he could make an impressive bid for the “top. 
bracket,” larger unit sales of his community. 

He has been building up to this idea for the past sey. 
eral years and the last two years has been planning his 
new store in line with this basic merchandising policy, 
Among other things there was the emphasis upon the 
temporary nature of changes in the Fall of 1947, when 
the adjacent store, bought five years previously, was 
added to the Snyder establishment. With a break in the 
partition, a new repair department alcove was installed 
and the enlarged store just kept on doing business as 
usual in the larger quarters. There was no fanfare for 
fear that such promotion might detract from the impact 
of the planned and recently completed dramatic re. 
opening. 

When the $75,000 remodeling started, Snyder _per- 
sonnel spread the word around town to be alert for the 
reopening. Through the “bare wall” period when busi- 
ness was conducted from a six-foot counter and a cash 
register, the reopening was talked up in all quarters. On 
the single day the store was closed, the Snyders kept the 
telephone “open for business” and ended each conver- 
sation with an invitation to participate in the celebration 
which would attend the reopening. 

All this time the Snyders, Robert and Chester, with 
their advertising agency, Umland & Co., of San Fran- 
cisco, were planning details of the affair so it would 
attract attention—the right kind of attention from the 
right kind of people. 


Attractive invitation folders were mailed to 8000 on the 





When orchids failed to arrive in 
time for opening, many women were 
disappointed. Snyder's ran this ad, 
used similar copy in radio spots. 


(Please turn to page 190) 





The Snyder store's front as it appeared 
before alterations. Compare it with the 
modern, new front sketched in the news- 
paper advertisement on preceding page. 


Prior to remodeling, the Snyder store 
was as shown at right, long and narrow. 
Acquisition of additional space next 
door permitted firm to virtually double 
floor area and display many lines of 
merchandise meaning larger unit sales. 
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i Size 62" x 9%" 
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EWELERS'’ 
DICTIONARY 


NEW COMPLETELY REVISED 
* SECOND EDITION x 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 


ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


Selling points on karat quality, rolled gold plate and 
electroplated articles are backed up with the authority of 
the printed word, compiled by experts in these fields. 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. 


In one comprehensive volume, THE JEWELERS’ DIC- 
TIONARY contains an invaluable wealth of information— 
indispensable to the jeweler, watchmaker, gemologist, 
advertising man; in short, to anyone seeking information 
pertinent to the jewelry and allied fields. 
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$6.00 


Post Paid 


HARD COVER BOUND 
IN RICH BLUE CLOTH 
WITH GOLD STAMPING 


ORDER TODAY 


for early delivery 


AUTHORS 
Dr. Frederick H. Pough 


Curator of Gems and Minerals of the 
American Museum of Natural History 
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John J. Bowman 
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Director of 
Bowman Technical School 100 E. 42nd St., . 
New York 17, N. Y. 
C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 
Authority on antique silver, both sterling and 


Sheffield as well as modern plate and sterling. 


A limited quantity available. 
Orders filled until suppiy is 
exhausted. 


DO NOT SEND CASH 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


is enclosed 


is enclosed 
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H.. all this happened in Kins- 





ton, N. C., a city of less than 22,000 
population! That's the case history 
of FOXMAN'’S promotion using BABE 
RUTH Watches to stimulate sales, 


build traffic, open new accounts. 


The newspaper ads that were 
used by FOXMAN'S are shown 
on the opposite page. Mais 
of these ads are available 


FREE OF CHARGE. 
NATIONALLY ADVERTISED 


EXACTA TIME CORPORATION 


17 West 45th Street, New York 19, N. Y. 
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THE YOUTH OF TODAY GROWS-UP 10 BE 
YOUR CUSTOMER OF TOMORROW! 





FOXMANS GIFT SHOP 
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AND WHAT'S THE FOXMAN APPROACH? 

Simply offering the Official BABE RUTH Wrist 
Watch at 5¢ down and 25¢ a week! 

Attention Kids 


Kids aoe We THIS PRODUCES TRAFFIC! 
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on SALE THURSDAY PROMOTION 
SS, FOXM AW’S “7 EVER OFFERED 
TO THE RETAIL 7 
JEWELER! ____4 
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The Sparts Watch of Chemplon® 
O EXTRA 








For full details; 


see your local wholesaler or EXACTA TIME CORPORATION 


write, wire or phone. 17 West 45th Street, New York 19, N. Y. 
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Can You Help Me? 
My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dizon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dizon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


W: HAVE HAD considerable discussion here in our 
store as to whether it is good merchandising to 
have mass displays of a number of identical articles—or 
whether showing just one piece of each style and make 
is more advisable in a jewelry store. We are thinking 
primarily of the interior showcases, but would like your 
opinion as to which system is better both for window 


and showcase display.—J.M.T. 


Answer—As you have worded your question, it is 
so general that it is difficult to offer a positive answer. 
Mass display of identical merchandise is associated more 
generally with the drug store or the grocery store than 
with the jeweler. However, there may be occasions when 
it would be quite appropriate in your store—depending 
on the type of merchandise you feature in this way, the 
amount of space available for its display and whether 
such a display could be so arranged that it would be in 
harmony with your general store policy and personality. 





If you wish to push a particular item because yoy are 
overstocked on it, or it is timely or for some other reg. 
son—or if you wish to emphasize to your customers that 
you carry generous stocks of certain articles—a mag 
grouping, either in the window or in a show Case, with 
copy featuring the selling points and the price, would be 
quite in order. That is unless your store is normally go 
conservative in its merchandising that such a display 
would be startlingly out of keeping with your usual polj. 
cy. Simply to put on display a dozen or so of some one 
style and make of watch or clock or radio merely bp. 
cause you have them in the store is not good display, 
Unless there is some reason for making a feature of the 
article, one of each style is enough to show. Very few 
stores have so much more than sufficient space te die 
their merchandise to advantage that they need to fill ip 
with duplicates. 


- e YOU PLEASE suggest some sources for transparent 
plastic display fixtures? I would like to get some 
units which I could use in place of some of my sets of 
step elevations for small jewelry items.—M.S.]J. 


Answer—There are a number of concerns supplying 
these increasingly popular display units. Here are three 
in New York, all of whom offer a good selection of vari- 
ous types and sizes:—Lustra-Cite Industries, 225 West 
28th Street; Leo Prager, 168 West 23rd Street; Scheur 
Creations. 307 West 38th Street. 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. inc. 
DIAMOND CUTTERS & IMPORTERS 


535 FIFTH AVENUE 
NEW YORK 17, N. Y. 
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Scheur Creations have recently come with an entirely 
ew type of suspended shelf unit which seems to have 
; llent possibilities. One-sixteenth inch steel cables 
od atented metal shelf clips are combined with either 
sani or circular glass shelves to form a wide variety 
of units to be suspended from the window ceiling. The 
angle of the shelf is adjustable to allow for better visi- 
bility of the merchandise placed on it. 


SHOPPING NOTES 


If you want proof that your window and interior dis- 
plays can sell merchandise and information as to how 
that selling power can be used most effectively, you will 
want to have a copy of the Pilot Study in Display Re- 
search conducted by the New York University School of 
Retailing and sponsored by the National Association of 
Display Industries. A cloth-bound, illustrated book giv- 
ing the results of this very carefully conducted research 
project is now available from the National Association 
of Display Industries, 11 East Walton Place, Chicago 11. 
[ll., at a cost of five dollars per copy. Facts that will be 
helpful in planning the investment of your own display 
budget are here. 


The annoyance of steaming and fogging of display win- 
dows may now be eliminated by a new product of the 
Clearsite Laboratories, 916 Forbes St., Pittsburgh 19, Pa. 
The formula is applied to the window glass with a squee- 
gee, just as a professional window washer cleans the 
window. The first application is effective for about a 
week. Following treatments build up its effectiveness in- 
creasingly—up to thirty days. For further information or 





arrangements for a demonstration, write to the company 
in Pittsburgh. 


Bulkley, Dunton & Co. are offering their new free cata- 
log of display and gift wrap papers, including a wide 
range of colors in the seamless papers, new woodgrains 
and leatherettes, colorful foils and base metal foils and 
other new patterns. Send your request to the company at 
295 Madison Avenue, New York 17. N. Y., or 2635 South 
Wabash Avenue, Chicago 16, Ill. 


For coming promotions of luggage, watches, traveling 
clocks and similar merchandise, you may be interested in 
the foreign travel posters now offered by American Air- 
lines. The pictures are 24 by 30 inches. Requests should 
be sent to Howard F. Stegemann, American Airlines, 122 


Kast 42nd Street, New York. 





Increase Your Overhead 


(From page 150) 

plays, it isn’t a direct saving at all, but an indirect loss. 

Too many jewelers think of overhead as just overhead, 
but it has many tricky angles that they must scrutinize 
critically. Merely looking at the total overhead from 
period to period, the item expense or the overhead ratio 
to sales is not enough. You've got to go behind your 
overhead and beat it to the draw with as much dexterity 
as it exhibits in filching profits when competition sets in 
and buyers are behind the wheel of our economic machine. 

And when you take this sneak preview, you'll find that 
one of the best ways to cut your overhead is to increase it 
with an outlay for promotional expense of one kind or 
another. 





665 Fifth Ave. 
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CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 





Selections Sent on Approval 


New York 22, N. Y. | 


Tel. MUrray Hill 8-0648-0649 | 














YESTERDAY'S JEWELER 


Depended Solely on his 
Well-Trained Eye and 
Hand-Me-Down Information 


THE MODERN JEWELER 
Becomes a Gemologist 





You, too, can increase your success by 
adding to your practical experience a 
scientific knowledge of gems, jewelry, 
and silverware. Instruction in G.I.A.’s 
correspondence courses — kept constantly 
up-to-date with the latest discoveries 
and methods in diamond grading and 
detection of new and old gem imita- 
tions — is presented in a fascinating and 
practical mannet. 
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Upon completion of 
the courses, you are Kenneth M. Moore 
entitled to an inter- pine 
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and to sell ethically. 





Mail coupon today for FREE Booklet 








prover Send me FREE 28-page booklet, “The Story 








A OR ; of Gemology,’and full details on your courses 
yél without any obligation to me. 
NAME ened 
ADDRESS___ eee 
CITY _.___LZONE STATE mens 





Gemological Institute of America 


(United States and Canada) 
541 S. Alexandria Ave., Los Angeles 5 


JCK 1049 
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History Is His Hobby 


(From page 123) 


work for individuals who wish the evaluation of Some 
piece of jewelry. 

In this manner, Gilchrist’s secures store traffic in 
profitable income bracket and keeps prospective customers 
aware of the store and its merchandise. 

A member of the American Gem Society, Gilchrist 
stresses education in selling, encouraging prospective cys. 
tomers to view gems in the diamondscope and detailing 
the factors that influence the value of his merchandise. 

As bridal gifts comprise a large percentage of his yol. 
ume in the five-to-twenty-five-dollar items, Gilchrist budg. 
ets his advertising dollar to hit this market with steady 
use of mats on the society page of the Sunday newspaper, 

Wherever possible, Gilchrist’s keeps a file on brides and 
their preferred patterns, taking care not to duplicate 
wedding gifts. Where a gift has been duplicated by 
another store, Gilchrist will exchange his merchandise, 
ordering a desired item if it is not in his regular stock, 

Looking ahead for future sales, the store encourages 
high school girls to choose their patterns, which are all 
filed for future reference. 

Gilchrist’s has maintained a steady turnover a little 
better than four times in his entire inventory for the past 
five or six years. 

Considerably over half of this business is in silver, 
both flatware and hollowware, and almost entirely sterling. 
Taking advantage of the current interest in sterling in his 
advertising and promotion, Gilchrist has secured a tre- 
mendous volume in this line by constant advertising. 

The store carries the regular lines in fifty-three patterns, 
with odd pieces in all patterns. More active patterns are 
set up with identification cards listing name and price in 


complete place settings on a model table. 


In Santa Barbara for almost thirty years and, for the 
last twenty-three years, as owner of his own jewelry 
retail firm, Gilchrist in this time, has seen his city grow 
from fifteen to forty-two thousand population. Interest 
in his home town, and adaptability to change, has helped 
his business grow apace. 
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Put Pictures to Work 


(From page 125) 


begun renting finished photo murals for display pur- 
poses. 

Be sure to investigate the possibilities in cropping and 
finishing of whatever prints you use. Sepia and other 
tones can sometimes give added atmosphere depending 
on the theme and how the picture is to be used. Fre- 
quently a section of a print instead of the whole picture 
will be better suited to your purpose in which case, the 
rest can be cropped. 

To complete the Thanksgiving window sketched, a sheaf 
of wheat is tied with orange and russet ribbon with a 
hand-lettered paper copy ribbon extending from the rib- 
bon bow across the window background. A pale yellow 
background with dark russet floor would carry out the 
autumn colors. The photograph should be tinted a light 
sepia tone. 
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The sepia tone would also be appropriate for the foot- 
ball picture, in which case, golden yellow, deep orange 
and brown would be the best colors for background, 
elevations and floor. If the photograph is done in black 
and white, dusty rose and wine tones could be used in- 
stead. A chrysanthemum corsage and school banner are 
placed in the window foreground. Two rectangles of 
beaver board, hinged with heavy tape, can be used for 
the background unit with the photograph mounted on 
one and copy panel on the other. Slots should be cut in 
which the two fabric-covered beaverboard ramps can rest. 
Merchandise is pinned to ramps and cylinder elevations 
and placed on the window floor. The copy might read— 
“Touchdown! It's always a winning play when you 
select a gift at Store Name's.” 





Style Concentration Gets Sales Results 


Choosing a particular variety of ring, and concentrat- 
ing promotion on it consistently, has proven excellent 
merchandising policy at Wehmueller-Hamilton, jewelers, 
at 715 Locust Street, St. Louis, Missouri. 


Wehmueller-Hamilton, which has utilized the slogan 
“Stylists in engagement and wedding rings” as a sub- 


head in newspaper advertising for many years, has chosen 
for particular promotion this year “wide” wedding rings. 
Store windows, newspaper advertising, direct mail, and 
other efforts are concentrated on wide band wedding rings 
“brought up to date by Wehmueller-Hamilton in these 
ultra-modern rings.” 

The front row of trays in the store's wedding ring case | 





is devoted entirely to wide-band rings. The management 
carefully selects wide-band rings for individual appear- 
ance, being extra careful not to present duplicate styles 
in the case, or in a similar row of display panels kept in 
the store window. This evident lack of duplication appeals 
strongly to both prospective bride and husband, the store 
has found, and so far as possible, every style shown is 
thus “individualized.” 

Not only the prospective bride, but wives of many 
years standing are attracted by the regular use of news- 
paper display ads which point out “Wide wedding rings 
go modern,” Wehmueller-Hamilton emphasizes. 

With some customers dating back over decades, whose 
original weddings rings were purchased in the store, Weh- 
mueller-Hamilton makes consistent use of “suggestion 
selling” to build a replacement market. Veteran women 
customers of the store are shown wide-band wedding 
rings whenever possible, with the suggestion that perhaps 
the customer might like to “modernize” her wedding ring. 
with a replacement wide-band model. This suggestion 
idea combined with the newspaper advertising program, 
“young modern interest,” etc., has brought about a sub- 
stantial upswing in wedding ring sales. 





An Omaha, Neb., store holds a Radio Tea Party the 
week before Christmas. A radio broadcast program is 
put on in the form of a style show with each model’s 
name being announced over the radio. The models are 
usually local girls, whose families sit sipping tea nearby 
while they watch the fashion show and listen to the radio 
broadcast. The event is very popular. 





——— 
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Bracelets: 
(A) Matched Oriental Sapphires 
(B) Fine Emeralds and Diamonds 
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(D) Sapphire and Diamonds 
(E) Oriental Ruby and Diamonds 





610 FIFTH AVE., Rockefeller Center, New York 
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Dividends for New Customers 


Rewarding established customers of the store with a 
coupon worth $1.50 on a credit account, or a $1.50 in 
cash, in return for “steering’”’ new customers into the 
store, is a policy which is paying excellent dividends at 
Scott Jewelers, 812 F Street, N. W., Washington, D. C. 

“This is a type of merchandising which few jewelers 
have exploited,” Stanley Levine, head of the store, said. 
“Under the plan which we have developed, we have found 
that almost all of our regular, established credit cus- 
tomers can be depended upon to bring around two or 
three more, providing the plan is properly presented— 
and that later on, each of these new customers brought 
in can in turn introduce more.” 

This, “chain” merchandising program is based on a 
book of coupons, which the Scott store presents to cus- 
tomers after they have been either established on the 
credit books, or are familiar figures in the store. The 
book contains 10 coupons, valued at $1.50 each, which 
are printed especially for the store, with its name, trade- 
mark, and other information. Instructions inside the 
booklet point out “How to use this coupon. ... We will 
give you $1.50 for every customer making a purchase of 
$10 or more. Merely bring your friend to our store, 
present one of these coupons, and let our salesman do 
the rest. If your friend makes a purchase of $10 or more, 
we will give you $1.50 in cash, or you can apply this 
amount toward paying your outstanding account with us. 
If you cannot bring your friend in, send him to us with 
the coupon. The coupon must be presented at the time 
of purchase.” 








The coupons are 2-piece units, on the right labeled 
“This will introduce Mr. Space below pro. 
vides room for the address, city and the recommendatioy 
of the customer who sent in the new purchaser. A sty} on 
the left is headed “Given to” by which the owner of the 
coupon book can keep track of the coupons which he has 
issued. 

Use of the coupon system for volume building has had 
absolutely no bad effects, according to Mr. Levine. 
Neither does it affect the prestige of the store, inasmuch 
as the coupon books are placed in “controlled usage” 
only, rather than being promiscuously “broadcast” “ 
the city. “We explain to customers already familiar with 
the store that this is a means by which they may pay off 
outstanding accounts with the credit department, and to 
capitalize upon wide acquaintanceship at work, in clubs, 
with relatives, etc.,” the jeweler pointed out. “We never 
ask the customer to take advantage of the coupon-book 
plan unless we feel that he can personally benefit from it. 
without imposing on his friends or relatives. Ninety per 
cent of the coupons are made out and used by those who 
are holding credit accounts with us, which, of course, js 
perfectly satisfactory.” : 








An old but good idea is to have a large bowl on a 
table in the front of the store filled with candy samples, 
bars, lollypops, etc., with a placard reading “Hey, Kids, 
Have One On Us.” This will bring many kids into the 
store, and they'll bring their parents along, too. From 
this increased store traffic, many sales will result. 
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Platinum Watch ens 


48 West 48th Street 





J Distinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


Grnank Levine & Co. Juc. 


New York 19, N. Y. 
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Photo Service 
(From page 127) 


tomers can make their decision without outside distrac- 
ions. Sales people in this depariment have the status of 
“silver consultants” rather than clerks, as they were 
chosen for expert knowledge not only of silverware but 
of correct table decoration. They are thus qualified to 
give advice on place setting and other problems, and to 
suggest suitable combination purchases. 

Another important factor in the firm’s success has been 
‘ts consistent and liberal use of newspaper advertising. 
Repetition and regularity are the important points here, 
Mr. Lochow believes. Goldsmith’s runs a quarter-page ad 
regularly once a week in a Seattle daily newspaper. This 
ad appears in the same place in the newspaper on the 
same night each week. In recent ads the firm has also 
used the same heading and the same insignia at the 
bottom, for easy reader identification. Where one ad will 
have little effect, a succession of advertisements soon 
brings prompt store identification and confidence in the 
firm which is advertising, is the store’s philosophy. 

A recent development at The Goldsmiths has been the 
advertising and granting of credit. The firm has always 
carried a number of 30-day charge accounts with estab- 
lished customers who are reliable credit risks. With all 
other purchases, the terms have been cash. 

The firm now grants what Lochow describes as “per- 
sonalized credit.” By this he means simply that terms in 
each case are worked out with the customer, depending 
on what he can afford to pay. A substantial down pay- 
ment is the rule, however, with a minimum of one-third 
required. Where possible, the customer is urged to pay 
one-half down, with a maximum of ten to twelve months 
to pay the balance. Lochow is his own credit manager, 
and works out terms with each customer himself. 

One advantage of a substantial down payment is the 
fact that subsequent payments are smaller and therefore 
easier to meet. There is also much less risk to the firm. 
Goldsmiths has a record of less than one per cent in 
losses due to credit. 

A final feature of interest in The Goldsmiths operation, 
is the electrically controlled movable window guard. The 
guard consists of a chrome plated steel grille approxi- 
mately 30 inches in height which is raised out of sight 
in the window frame during the daytime. After the store 
has closed, the grille is lowered behind the window but 
in front of the merchandise. To reach the merchandise, 
a thief would first have to smash the window, then reach 
over the grille. He would moreover have to stand on 
something in order to get at the merchandise. 

This innovation has permitted a substantial reduction 
in insurance costs. Merchandise can now be left in the 
windows for evening window shoppers and can be easily 
seen through the grilles. 

The Goldsmiths was founded approximately 22 years 
ago by Jack Goldsmith in a store of just 8-foot frontage. 
The store at that time was staffed by Mr. and Mrs. Gold- 
smith, and Mr. Lochow. It has since shown a record of 
steady growth and expansion culminating in the move to 
its present quarters. Mr. Goldsmith retired three years 
ago, shortly before the latest expansion. Operation of 
the store has since been in the hands of Mr. Lochow, 
assisted at present by a staff of 18 employees. 
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Community Ideas 


(From page 129) 


ings” sign was placed. The resulting effect was a beautiful 
spectacle. At Christmas Open House, the school band 
played and Santa then came down a bright red chimney. 


THE CHRISTMAS CITY 


Perhaps one of the most outstanding of these community 
decoration effects is that traditional with the town of Beth- 
lehem, Pa. “The Christmas City of the United States.” This 
town always puts on an elaborate Christmas program. 
One is a street lighting display that stretches for eight 
miles to Bethlehem’s famous Hill-to-Hill Bridge at a re- 
puted cost of $50,000. This display which practically 
“roofs” the city’s business streets, contains millions of 
electric bulbs with the star design predominating. The 
large bridge, covering a big area, is decorated with red 
and green lights, with a 48 foot high Christmas tree in the 
center. A 100 foot electric star is also placed on top of 
South Mountain at the foot of which Bethlehem nestles. 
The star can be seen 20 miles away. 

Christmas scenes are also depicted in local pageants. 
It was on Christmas Eve in 1741, more than 200 years 
ago, that the early Moravian settlers, inspired by a Christ- 
mas hymn, first named this community for the Prince of 
Peace in Bethlehem of Judea. 


SANTA GOES MODERN 


At El Dorado, Arkansas, Santa arrived in a speedy 





jeep and distributed gifts to many children. The Chambe, 
of Commerce also arranged to have gifts distributed , 
sick children at hospitals and at their homes, 

At Greenwich, Conn., he came slow but sure in a rail. 
road baggage car. Then he was driven with all his pack, 
through the city’s streets where he distributed gifts to aj 
eathered children. A Christmas Doorway Decoration cop. 
test also added to the holiday excitement at Greenwich. 

Santa Clause came by seaplane at Jacksonville, Fla. 
last year. He landed at a dock, jammed with people. Then 
he journeyed downtown where the Mayor made a welcom. 
ing speech and turned over a key to all the homes jy 
Jacksonville to Santa. This was all accompanied by coy. 
munity singing. . 


NUMBERED NEWSPAPERS 


As part of their Christmas program, merchants of 
Cheyenne, Wyoming, use a novel idea. Every newspaper 
printed in the city is numbered and each person having 
the numbered newspaper whose number corresponds to 
the posted number in a merchant’s window, wins a prize, 
Business men said that the stunt last year created a tremen- 
dous interest among local and rural folks, bringing many 
people downtown to see the merchandise displayed in store 
windows. More than 50 per cent of the prizes were called 
for last year, which merchants say is a good record in view 
of the fact that the newspapers had a wide state as well as 
local circulation. 


FIVE THEATERS FOR PARTIES 


Christmas parties are handled in a big way by mer. 











AVAILABLE: 


(after January 1, 1950) 


SEASONED, 
HARD-HITTING 
MANUFACTURERS’ 
SELLING 

AGENT 


If you produce an established line 
for the wholesale jewelry trade 
and the nation’s big chain store 
operators, you'll find it immensely 
worth your while to shift your sell- 
ing problems to the shoulders of 
a well-known working executive 
who knows his way around. 


My long, past record of success- 
ful performances; my thorough 
knowledge of the trade, my wide 
personal acquaintanceship with 
and among the leading whole- 
salers and chain store buyers— 
add up to a virtual guarantee that 
I can produce to your complete 
satisfaction. I will operate on a 
commission basis only, and will 
furnish the highest personal and 
bank references. 


Reply in the strictest confidence 
to 
BOX "C., 3596" 


Jewelers’ Circular-Keystone 
100 E. 42nd Street, New York 17, N. Y. 
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Kensington, Pa. Five downtown theaters 
simultaneously for Santa Claus parties. In 
han 8,000 kiddies can be taken care of. 
d and given treats and some go home 

th “super-duper” door prizes. These parties are some 
= kids remember for a long time. Merchants raise a 
a of about $4500 to handle the cost of the parties. In 
gta the merchants have fine street lighting. Last 
oe rue erected eight special billboards on incoming 
sheen to tell the public New Kensington merchants’ 
Christmas story. The copy read in part “NEW KEN. 
SINGTON STORES HAVE EVERYTHING FOR YOUR 
CHRISTMAS.” A somewhat similar theater party was 
conducted by Sioux City, lowa, merchants. 


chants of New 
are taken over 
this way more U 
They are entertaine 


wINDOW CONTEST 

The Knights of Columbus, Amarillo, Texas, annually 
offer $50 for the best decorated store windows on a Christ- 
mas theme designated by the order. A beautiful trophy 
‘s also awarded. Last year the theme was “Christ Crib or 
Nativity Scene Contest.” These beautiful windows each 
year attract thousands of Christmas shoppers and give 
the shopping district more Christmas atmosphere. First 


prize is $25, second $15 and third, $10. 


SANTA IS BUSY 

Santa Claus was a mighty busy person at Grass Valley, 
California. From December 15th until Christmas Eve. 
carrying a huge sack of candy bags, he visited schools, 
hospitals, business sections, etc., every afternoon—where- 
ever there were children—and distributed bags of candy. 





In addition he appeared at a big theater Christmas party 
attended by 1500 children and passed out gifts provided 
by the merchants. 


SANTA CLAUS HOME-VISITING PROJECT 


A wonderful humanitarian Christmas idea that became 
front-page news as one of the finest Santa Claus projects 
ever created was conceived by an Association of merchants 
in Milwaukee. These men knew that some Santas visited 
sick children in hospitals and other institutions, but they 
also knew that very few people visited sick boys and girls, 
bedridden in their own homes at Christmas. 

Therefore the Association’s Santa Claus committee ad- 
vertised for the names of such boys and girls, as follows: 

“An Open Letter to All Milwaukeeans Who Want to 
Help Santa Claus Do a Good Deed. 


“Not too many years ago an American newspaper editor 
wrote an editorial in response to a little girl’s question, 
‘Is There.A Santa Claus?’ 

“In his moving reply, now a classic in American litera- 
ture, he concludes with these ringing words, ‘No Santa 
Claus! Thank God, he lives and he lives forever. A 
thousand years from now, nay ten times ten thousand 
years from now, he will continue to make glad the heart 
of childhood.’ 

“If you agree with this editor’s conclusion, as we do. 
we earnestly solicit your help in a project which we sin- 
cerely feel is in the finest tradition of the Yuletide 
Season. We believe that the essence of the Christian spirit 
consists in thinking of others and working in behalf of 
others, and since we are also very conscious of our bless- 
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ings, we want to share them with others. To do this we 
need your help. , 

“Here’s how: In Milwaukee County there are a goodly 
number of children, who because of illness or disability 
have had to be confined to their homes for long periods 
and therefore cannot get outside to see Santa. Through 
public and private sources we already know of quite a 
number of these youngsters, yet there are reasons to 
believe there are many more who have been confined to 
their homes for a period of 3 months or more. 

“We want to arrange for Santa to make a personal visit 
to each of these little ones to cheer them up, to bring a 
smile to their faces, to bolster their hopes. You can help 
us do this by sending us the name and address of any boy 
or girl living in Milwaukee County under 12 years of age 
whom because of illness or disability, is now and has been 
confined for 3 months to his or her bed at home. 

‘“‘We sincerely believe that a personal visit from Santa 
to the homes of these little ones will brighten their Christ- 
mas for them. Will you help us find them and share with 
us the happiness that always comes from helping others? 

Sincerely, 
Upper Third St. Commercial Ass’n. 


“P. S. Please advise us immediately of the name, ad- 
dress, telephone number and age of each youngster, as 
the schedule of Santa’s visit must be prepared in advance.” 

The letters in response to this advertisement poured in 
from all parts of the county. Then the merchants found 
an understanding Santa Claus in the principal of one of 
Milwaukee’s elementary schools, who chose a fellow- 
teacher to accompany him as Billie the Brownie, Santa’s 


assistant. These men, experts in the sympathetic hand 
of children and parents, visited home after home, br 
ing gifts, hope, and happiness to the little shut-ing, 
Surely this project, hailed with so much enthusiasm }y 
parents and children that it will become an annual oa 
can be used by merchants in large and small towns_ 
everywhere—so that all sick children are remembered 
Christmas and Santa Claus “will continue to make glad 


the heart of childhood.” 
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Window Record Aids in Planning 


A year-by-year policy carried out by Mermod-Jaccard. 
King, outstanding St. Louis jewelry store, for the jn. 
provement of holiday Christmas window displays js ay 
accurate record of displays used in each previous year, 

Mermod-Jaccard-King, who have pioneered such inno. 
vations as “surrealistic” jewelry-store windows, puppet 
varieties, etc., regularly photograph and file away com. 
plete lists of props required, to make up each display 
during the Christmas season. Included where possible. 
are figures on how well the merchandise included in the 
display sold for the holiday season, comments of cus. 
tomers, and other indications that the window got special 
attention. 

When mapping out plans for the forthcoming holiday 
season, this handy reference file is checked, and the dis. 
plays which have shown most efficiency in the past are 
duplicated or improved upon. In this way, while a certain 
similarity may appear from year to year in the store 
windows, Mermod-Jaccard-King has a “blueprint” of 
sales success in advance. 








24 Hour Service -« 


24 Hour Protection 


VAULT « SAFE DEPOSIT 
SERVICE 


You will sleep with a feeling of security after your valuables are de- 
posited in our vaults, “the largest, the strongest and most modern in 
the city of New York.” There is no known force that can penetrate the 
doors of the vault premises. Our vaults are arranged to suit the needs 
of every type of clientele and are supervised by thoroughly experi- 
enced men who have handled safe deposit vaults for many years. 
Save money on insurance . . . have access to your valuables night and 
day (except Sunday) at a very moderate cost. 


"Secure Yourself Today ... Tomorrow May Be Too Late!” 
















Telephone Digby 9-3150 
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| U.S. REALTY BUILDING VAULTS 


ONE HUNDRED and FIFTEEN BROADWAY 
{Open All Night) 
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1.000 Customers—For the Asking! advertisement which could read something like this: 
’ A Pea “Yes, | want to be reminded free about those important 
_ _ : or “oa st eam thee sn d be in = ‘onde my life during the next year. Please contact me a 
lar custome ew days before: 
market for or my Se ie eile tata eae My dt aahiies (Give date). 
ls con be done and a8 5 Wi take & Us 2 ee aoe My Mother’s birthday (Give date). 
ffort. Our annive Give date). 
Speaking as a jewelry store customer, | figured out the My d aughter’s gy Rese i _ date) 
other day that I am in the market for jewelry items My son’s birthday (Give date) 
several times a year—my wife’s birthday, our anniver- My parents’ anniversary (Give date) 
sary; Valentine’s Day, Easter, my mother’s birthday, my And before Christmas, Valentine De and Easter.” 
parents paca we oe — reid, ~~ Instruct the potential customer to clip out the ad and 
— a “Sabet oa 7 mene tees ~ cmuteitiile send it to your establishment where it will be filed in the 
beens ' ' ' free reminder service. 
— rage sige vad — ae jet Or if you didn’t want to use the newspapers as an 
as me “ —. ee this busy ma stemhin advertising medium, direct mail literature could do as 
nirortun : 5) - e 
ane , , ; good a job. 
like holidays and anniversaries. I know I have, _— :; ee 
eet aman wis nl failione anud cnadbaneonumeens Instead of reminding the client by postcard, it might 
“. ld he weed benlenss dp te gant fs per | be more effective to contact him a few days before the 
— ; : dates on the telephone. 
pwempn et seins a free reminder service for the per- Think it over—the free reminder service plan to build 
Ss" aaa a prospect list has unlimited possibilities. 
An ad could be run in local newspapers pointing out 
that the average busy businessman and housewife some- 
times forget to remember those special days during the A large store uses red pins on a map of the area to 
year. | which sales are made, the pins denoting complaints which 


The ads could carry a picture of a worried fellow com- | have been made by customers. When three or four pins 
ing home, finding the table decorated in a holiday style | are placed in the same area the firm knows that the de- 
and his wife greeting him dressed to kill. The picture | livery man covering that area is not efficient or that the 
could be captioned, “Forgot Again!” | shipping department is careless in filling orders. The red 

| 


And a small coupon could be run at the bottom of the pins are always a signal for remedial action. 
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No. 436 
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Sheraton 
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Westminster 
Chimes 

on five 
tubular bells, 


sell a Herschede Chiming Floor Clock the 
story doesn t end with the profit you make. The beauty 
of its chimes, its unusual distinction, the accuracy of its 
timekeeping, soon make the Herschede Floor Clock the 
most observed, the most cherished possession in the home. 





Send, today, 
for catalog 


It becomes your representative in the family circle—a con- ME 

e wno 
stant reminder of your store and the quality you offer. magnificent 
This faculty of “selling after the sale” is another reason line 


why it pays to keep one of these chiming masterpieces dis- | 
played and operating in your store. | 


Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 
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IN the jewelry business you must keep a 
watchful eye over your merchandise. Yet you 


can't watch everything, night and day. 


That is why you need comprehensive insurance 
that foresees the hazards most dangerous 
to you. You can get this insurance in one 
policy, with one premium and one annual 
payment. The St. Paul Jeweler’s Block 


Policy will give you protection against: 


Holdup, inside and out; safe burglary; shop- 
lifting; fire, water, or oil burner damage; 
merchandise carried by salesmen; regis- 
tered mail or sealed Railway Express 


shipments. 1S 
Call your agent 
or broker today. 
HOME OFFICE 1S 


111. W. Fifth st. 
St. Paul 2, Minn. 


EASTERN DEPT. 
73 Maiden Lone 


ST. PAUL FIRE 
AND MARINE 
iIding INSURANCE 
—  - , COMPANY 
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London’s Gem Displays 


(From page 134) 


to the mineralogist, a lustrous, fresh aquamarine crystal 
from the Mourne Mountains, in Ireland, a rare locality 
It seems a pity that emeralds have not been found nw 
too, but all the emeralds in the case are from knowp 
albeit, in some cases rare, localities. The only examples 
we have seen of Australian emeralds first catch the eye: 
though they have no gem value, the occurrence is interest. 
ing. The small crystals are on a buff-colored sandy matrix. 
associated with cassiterite (tin ore) and fluorite in one 
specimen and in the second with arsenopyrite and 4 
kaolinized matrix. Next we see emerald crystals from the 
famous mine of Cleopatra, or at least, from Egypt, near 
Sikait in Upper Egypt. The crystals in this specimen are 
on a mica schist. 

Two other African emerald localities are represented, 
with the crystals also in a mica schist and something like 
the Siberian examples. One is in Namaqualand, 111) 
miles south of the Orange River and is represented by 
four specimens. The second is the better known Trans- 
vaal occurrence, and shows crystals in a mica schist from 
the Somerset Mine, in the Leysdorp area. The beautiful 
stones in this display, however, come, as might be ex. 
pected, from the Muso, Colombia locality. 

There are no outstanding cut stones in the aquamarine 
or emerald group, but there is a fine, 120 (or so) carat, 
emerald-cut golden which is worth noting. Weights are 
not always given on the labels in this display, so many 
of the weights will be estimates and may be a little off. 


FINE TOPAZ SPECIMENS 


The topaz display is rather good and contains both fine 
cut and uncut examples. Also from the Mourne Moun. 
tains in Ireland are five light blue crystals, and three 
specimens that show the crystals in the matrix. The matrix 
shows the occurrence to resemble the Conway granite 
pegmatitic gas cavities of the New Hampshire-Maine area, 
in which the deposit was not formed in a long pegmatite 
dike, as is usually the case with our blue and white 
topazes, beryl and tourmaline, but rather in little pockets 
that were trapped in the granite as it solidified (like 
trapped air bubbles, frozen in ice), with the inner sur- 
face of the bubbles lined with coarse crystals, and some- 
times some of the gem minerals. Technically these are 
known as “miarolitic” cavities. 

It will be remembered that there were several examples 
of various other minerals as cut stones, from the Burma 
ruby mine in the collection of the Natural History 
Museum. A large danburite in particular was mentioned 
last month. In this case in the Geological Museum we find 
two 3-inch white topaz crystals from the same locality, 
near Mogok, Burma, another example of the little-known 
mineral wealth of that district. 

There is also a nice blue waterworn crystal of topaz 
from the Cairngorm Mountains in Scotland, a locality 
fnuch better known to the jeweler for the smoky quartz so 
often mis-called “smoky topaz.” Since both minerals ap- 
parently are found together“‘iii’ Scotland, there, at least, 
was no danger of confusion between the two minerals. 

As mentioned before, the weights are only approximate, 
but in this case we find a good display of cut stones. The 
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largest is a good blue emerald-cut, weighing about 350 

ats. An interestingly cut large white stone, of about 
a6 carats, has a low rose cut top and a step cut back. 
Among the more conventional browns there is a flat, 
round stone of about 45 carats, and flat, oval and pear- 
shaped stones of about 20 and 25 carats. There is a piece 
ewelry with a nice pink stone of about 40 carats, and 


7 1 brilliant of about 35 carats. 


a loose ova 


BURMESE SPINELS 

The next case, with the spinels, contains another of the 
startling Burma specimens, two rough octahedral spinel 
crystals from the ruby mines, about 3 inches and 2 inches 
respectively. They are not gem quality, of course, and 
there are no notable large cut stones. The best is a step- 
cut 15-carat stone in a violet pink, and a dark red step-cut 
of about 20 carats. We do not see many very large spinels, 
for all that the Black Prince’s Ruby in the crown jewels 
in the Tower is one, and that Tavernier pictures three 
large “balas rubies” in his famous book of travels. 


The case that follows the spinels illustrates well the 
economic approach to jewelry stones that is the excuse 
of the Geological Survey Museum for having this remark- 
ably complete collection of cut stones. There are two 
good maps showing the occurrence of garnets, one of 
Ceylon and a second of India. The conspicuous specimen 
in this case was a gift of Queen Mary, and is a rounded 
six-inch crystal from the Premier diamond mine in South 
Africa. Excellent garnets come from South Africa but 


comparatively few of them seem to get into the trade. 
There is no other notable rough. 

The cut garnets are excellent. The demantoids are 
illustrated by four stones, one of about 6 carats, cut as a 
cushion-shaped stone, and the other three running about 
one carat each. With these is a green glass-and-garnet 
doublet; an appropriate illustrative stone since many 
garnets were once used in the manufacture of these imi- 
tations. 

Kssonites are illustrated by a long octagon which, 
though badly polished, is an almost clear stone and 
which must weigh about 15 carats. A larger, cushion-cut 
stone is a little less clear, and weighs about 20 carats. 
The third of this group is a nice cameo, set in a pin; a 
practical use for a stone which is so rarely completely 
free of flaws. The rarer light-brown garnet, spessartite, is 
illustrated by the notable 12-carat, long octagon men- 
tioned by G. F. Herbert Smith in “Gemstones.” In addi- 
tion there are two antique cameos set in rings, one with 
a swivel showing a seated figure. 

The common garnet, almandine is illustrated with some 
large pieces, such as a big “carbuncle” and a carved dish. 
There is also a carving, here, an intaglio, but it appears to 
be modern, though cut in the Roman style. Melanite, a 
black garnet occurring at Frascati, Italy, in lustrous crys- 
tals is represented by four crystals, and a 3-carat dead 
black cut stone. 





Forks were not in general use until the latter part of 
the 17th Century. 





——— 










Church craftsmen have brought an 
old favorite, the bar pin, up to date 
through rich, modern styling. 

The 14K gold pin above, set with 
three genuine rubies, is also avail- 
able set with genuine sapphires. 
Many other smartly styled brooches 
are offered—all modernly beautiful 
—all moderately priced. 
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Beauty and Durability. 





Each ALTON Watch is 
Beautifully Boxed, 
Cased and Timed in U.S.A. 





SEND FOR OUR LATEST 
ILLUSTRATED REDUCED PRICE LIST. 
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Retailing Calls for ‘Middle 


Just a short time ago I returned from a trip to the 
major business centers of this country. Considerino that 
I’ve spent most of my business life in travel, this sae _ 
in itself not remarkable, but I do believe that ] en 
covered some remarkably interesting trends. My trip took 
me into a number of meetings with the nation’s prin- 
cipal wholesalers. To these meetings, certain outstanding 
retailers were invited so that their opinions on business 
conditions and merchandise could be heard. 


TWO OPINION TYPES 


I would say that the business prognosis for the remaip. 
der of the year is representative of two types of opinions, 
These opinions are not necessarily defined as optimistic 
or pessimistic, but rather as immediate and long range, 
Some retailers whose volume has dropped sharply from 
the previous year’s figures believe that sales will continue 
to lag and customers will be scarce and extremely price 
conscious. This type of opinion is colored by immediate 
conditions. Those who hold it reason on the basis that 
poor business today means bad or worse business to. 
morrow. 

Then there were jewelers who held the long range view 
that buying had slowed up, but human desires and needs 
remained at the same level as before. They reasoned that 
hesitancy in purchasing was building up a back-log of 
business that would make itself felt later in the year. 

I’m inclined to agree with this viewpoint on the basis 
of certain sound demonstrable facts. First of all, the 
jewelry business is the victim of seasonal selling more so 
than any other retail enterprise. Volume is always low 
in the summer and post summer months, with a rapid 
build up in the fall to the Christmas climax. That ele. 
mentary fact coupled with the information that national 
earnings have shown little deviation and that savings are 
still in the high figures, proves that there is a reservoir 
for buying. People don’t buy when they’re “broke,” and 
today, though people may be cautious and timid, they're 
far from “broke.” 


JUDGMENT AND CARE NECESSARY 


All of this points sharply to the need for good judg- 
ment and careful buying on the part of the retailer. Let 
me say very emphatically that I do not endorse the idea 
of heavy buying on the basis of avoiding a later scarcity. 
One retailer told me that he had been told by a watch 
representative that he had better order quantities now 
because the factory was far behind and this particular 
merchandise was hard to get. This jeweler ordered in 
quantities he knew were in excess of his projected needs 
because of the salesman’s “scarce” propaganda. The fol- 
lowing week the express company delivered his order, 
shipped complete, nothing back-ordered, nothing missing. 


CONSEQUENCES OF OVER-SELLING 


Let’s examine this jeweler’s reaction and see what we 
can learn. First of all, he was “pretty sore” and justi 
fiably so, because he had been deceived by inaccurate in 
formation deliberately framed to induce him to buy. Later 
his opinion was confirmed because he learned of other 
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of the Road’ Policy 


by JEROME L. GRANT, 
tive Vice President, 
american Jewelry Distributors, Inc. 





jewelers who had the same experience. Secondly, this 
retailer had a disproportionate amount of his capital tied 
up when he needed it for other items. Thirdly, this ab- 
sorption of capital was reflected in the way he handled 
his account with other suppliers. It isn’t necessary to 
write that the distributor’s salesman deserved the retailer’s 
loss of confidence and the consequent loss of future 


orders. 


HOW MUCH TO BUY? 

I believe that today’s salesman must be something of 
an economist. It’s to his own and his customers’ benefit 
to be able to advise soundly and honestly. It’s just as 
impractical for a salesman to advise one buying policy 
for all jewelers as it is to believe that castor oil is a 
universal panacea. It is with some concern that I read 
the widely circulated editorial, “You Can’t Do Business 
from an Empty Wagon” by Wm. T. Van Atten, Vice 
President of Dun and Bradstreet. Mr. Van Atten tells 
how the early peddler started off each week with a full 
wagon of merchandise to stimulate his customers to buy. 

I endorse heartily the policy of adequate stocks. but 
I am concerned over the possible misuse of this idea to 
the extent that many “one-horse” businesses will find the 
load more than they can pull. The misrse of this idea 
by enthusiastic and perhaps unscrupulous salesmen may 
result in putting the merchant instead of the horse be- 
tween the shafts of the wagon. Let’s temper enthusiasm 
with honesty and good judgment for the present good of 
our customers and salesmen alike. 


FRIENDSHIP, A LIABILITY? 


There is some danger, after reading the above, in in- 
terpreting my viewpoint as hyper-conservative, so I want 
to conclude by pointing out an equal danger on the other 
side of the fence. 

Although selling is often predicated on friendship with 
the buyer, this in itself can work to the disadvantage of 
both buyer and seller. 

Some salesmen, on the basis of long friendship, will ac- 
cept the buyer’s refusal without a protest. Now if, the 
salesman, from his knowledge of his customer’s stocks and 
his appraisal of the local situation, concludes that the 
jeweler should have merchandise, then he is doing a dis- 
service by taking his “no” for an answer to his recom- 
mendation that the retailer stock up. 

Second only to deliberate over-stocking, is the sales- 
man’s placid or indifferent acceptance of a jeweler’s re- 
fusal to buy. In my work with salesmen, I’ve told them 


FOR OCTOBER, 1949 








Shown above is only a 
part of the vast Jacco line 
of crosses, lockets, dia- 
mond mountings and 
wedding ring sets, cuff 
links, ladies’ stone rings 
with genuine, synthetic 
and imitation. stones, 
men’s stone rings, signet 
rings, tie slides, spray 
pins, cameos, brooches, 
wedding rings, chatelaine 
pins, Miraculous Medals, 
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chains and pendants. Al- 
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Investigate by writing 
now for full information 
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prices. 
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many times to “be a salesman first and a friend later. It’s 
your knowledge of your business and your honesty that 
made you a friend in the first place, and that’s what your 
customer counts on. If you honestly think he needs mer- 
chandise, don’t be put off by a friendly refusal, your cus- 
tomer will hold you to blame for it later.” 

Today’s economics point to a “middle of the road” 
policy in buying and selling. During scarcities, many sup- 
pliers made friends by supplying hard-to-get merchan- 
dise. Today there are still enduring friendships to be 
made by business men who give retailers their honest 
judgment along with their best merchandise. 





Accent on Gifts 


‘From page 160) 


as storage space for appliances, luggage and other lines 
that are handled. 

“In order to maintain a successful gift center,” says 
Miller, “it is necessary to carry a popular price line of 
items. We have found that the most popular priced line 
ranges up to $10 with the exception of some of our small 
electrical appliances.” 

Miller explains that it is necessary to watch the holiday 
and seasonal changes so as to have sufficient stock to sell 
on various occasions. For Mother’s day, for instance, he 
makes sure that he is well stocked with glassware and 
small appliance lines. For Father’s day he has found 
luggage, watches and stone rings in his jewelry depart- 


ment to be leading sellers and for the June Bridal period 
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Clasps In Your Store 


BRING EXTRA SALES 
EXTRA PROFIT 
EXTRA CUSTOMER GOODWILL 


illustrated are a few of the more every 
day-in-demand W.R.C. Spring Rings 
and Clasps. Have them on hand and 
you'll be able to make replacements 
on the spot in your own store. Make 
a quick sale, a profitable sale and build 
customer goodwill by doing the job 
there and then instead of waiting for 


his silverware and hammered aluminumware Sales roe 

Thus each holiday period, season and occasion mie: 
that different items must be featured. For this reagoy 
stocks must be checked carefully to see that articles which 
will be in demand are plentiful. 

“A gift center just can’t stock certain lines and expect 
them to move year round,” Miller says. “Instead, a lig 
should be made up that will show you in advance just 
what articles will be in demand for certain holidays, for | 
gifts to be given to women, men or children and a Wide § 
selection of that category stocked.” | 

The new Miller store is about 78 feet long by over 9 
feet wide with the main floor being divided between 
jewelry and gift lines. The store features fluorescent tub. 
lighting, blond wood wall cases with spot lights extended 
from the ceiling to illuminate the display cases situated 
around the floor display area. A marble blue linoley 
adds to the fresh appearance of the store. 

One side of the store features only jewelry, watches 
and diamonds. All this merchandise is on display in self. 
illuminated wall cases and in sectional display cases 
fronting them. The wall cases are the picture frame type 
and are spaced one from the other. It was felt that they 
would be most distinctive in such an arrangement than 
attached to one another which generally cover a large 
portion of the store’s wall. : 

The original store measured 13 by 20 feet and although | 
he had built up a splendid following, Miller felt that he 
could expand this by enlarging, modernizing and install- 
ing a traffic line of merchandise. It has more than paid 
off as far as he is concerned. 





the finding to be ordered. 


And with these W.R. Cobb Spring Rings 
and Clasps in stock you can suggest 
sales — suggest a new, better clasp or 
spring ring. Then quickly put it on 
and in a jiffy you've made an extra 
sale, an added profit. 











ORDER THESE W.R.C FINDINGS 
FROM YOUR MATERIAL JOBBER. 


If you haven't 


a W. R. C. Catalog, 
write for a copy now. 


‘) 101 Sabin Street Providence 3, Rhode Island 


New York Office Chicago Office 
320 5th Avenue 29 East Madison St. 








For Other W.R.C. Findings . 
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Promotions Build Traffie 


(From page 148) 

ed from one window to another in order 
to give an alr of freshness to the displays. - 

Fashion jewelry and gifts have most appeal for e 
9000 office workers who daily pass the store windows. 
the display treatment given windows fronting 
the office building elevator was a recent display built 
around merchandise featured in a Vogue magazine 
advertisement, with a copy of the magazine turned to the 


constantly shift 


Typical of 


age of the ad. : 
P We capitalize,” says Mr. Jacobson, “on Father’s Day, 


Faster, Mother’s Day, and so forth, with a mass-display 
lineup of inexpensive merchandise within easy reach of 
the white-collar workers’ budget. By constantly rotating 
stock in and out of the windows, people are given a good 
‘dea of our extensive offering without coming into the 
store. 

Although Victor’s has learned the value of concentrat- 
ing on merchandise promotions, it would be a mistake to 
assume that this plan isn’t being followed up by pushing 
more important lines of merchandise. Watches and dia- 
monds are major items, and a silverware bar, with seating 
facilities, attracts many customers. A semi-separate radio 
and small appliance is a profitable sideline. 

V. B. Jacobson’s goal is greater volume in every de- 
partment. His merchandise promotions constitute only 
one aspect of a store-wide plan which he thinks will 
enable him to achieve that goal. 





Follow Through With Gift Wrapping 


A simple idea in extra customer service which has 
helped to build goodwill and extra service at Scott 
Jewelers, 812 F Street, Washington, D. C., is a conveni- 
ent “sift wrapping station” on the main counter, which 
has been developed by Stanley Levine, head of the store. 

“With a lot more competition for the customer’s dol- 
lar nowadays, any extra personalized or individual ser- 
vice helps to increase the customer’s liking for the jewel- 
ry store,’ Mr. Levine pointed out. “Gift packaging ser- 
vice, we have found, ranks high in this connection. Most 
of our customers who come in to purchase gifts are 
accustomed to long delays in other stores, or paying 
an extra price for gift packaging service in department 
stores—and thus, when we turn out a handsome, eye- 
appealing gift package at a moment’s notice, with no 
charge whatsoever, they are invariably pleased.” 

All salespeople in the store have been trained under 
Mr. Levine’s guidance to produce a worthwhile gift 
package for any sized item sold in the jewelry store. 

“Training salespeople to handle this work has had a 
lot of worthwhile effects,” Mr. Levine pointed out. “For 
one thing, the gift wrapping is carried out by the same 
salesman who sold the item, which means no delays or 
no breaks in suggestive selling conversation, etc. Also. 
no matter where the customer is in the store, she is only 
a few feet away from the gift-wrapping station, and the 
salesman can steer her over there, without being forced 
to excuse himself, etc. Naturally, some of the office staff 
will help out with orders which require a large amount 
of gift packaging, but for the most part, the salesman 
can handle the entire job for his customer.” 
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“Teen-Age Campaign 


(From page 140) 


chant—Bennett’s—who will be their best guarantee for 
value and quality, brilliance and beauty.” 

This “Teen-Topics” advertisement has been appearing 
regularly in the Sunday magazine section of the Journal 
for one and a half years. “In the beginning,” Rudder 
says, “we selected the ’teeners and asked them to pose 
for the series. However, this ‘feature’ has become so 
popular that now the young ladies call us and ask us 
to use them as the subject for one of the ads and we 
keep our waiting list well filled with prospective candi- 
dates. Naturally these photographs occasion a lot of con- 
versation among the ’teen-agers as to who will be fea- 
tured the next week. They like the publicity for their 
schools, sororities and, of course, for their own popu- 
larity. We plan to continue “Teen Topics’ indefinitely as 
it has proven to be a good ‘teen-ager contact for Ben- 
nett’s.” 

Some months ago Mr. Rudder requested permission 
from the Atlanta high schools to show the Gorham Silver 
Co. film, “Gracious Heritage,” to the senior classes. After 
the film was shown, an informal and educational talk by 
Bennett’s Polly Peachtree on the use of silver, different 
types and designs—demonstrated with the actual pieces 
discussed—acquainted the seniors with quality merchan- 
dise and instilled in their minds the thought that they 
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BIRTHSTONE 
7 JEWEL ALARM 


NATIONALLY ADVERTISED! 
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Here’s a wonderful specialty 
that’s perfect for year-round birthday 
business. 

Feature the birthstone of the month 
im your window and build your dis- 
plays around this fast-moving item. 


HANDSOMELY SET WITH 
SPARKLING SIMULATED 
EMERALDS « TOPAZ 
RUBIES ¢ SAPPHIRES 


and all other 
BIRTHSTONES 


For complete details and other fine 
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LL. HARRIS company, nc 


665 Fifth Ave. e New York 22, N. Y. 
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C-121 Gilt bezel, hand set with sparkling simulated birth- 
stones for a round-the-calendar promotion. Illustration above 


shows clock in actual size. 


could buy with confidence from the Bennett store. This 
presentation by Polly met with such enthusiastic r¢ 
sponse that the schools have asked for “return enga ! 
ments” and the county schools, hearing of this sasad 
have put in their request to be included in the Bennet 
schedule for the film showing and demonstration. 

“It is gratifying to us that such a large number of 
the young ‘teen-agers have started buying their silye, 
and we like to help them in the selection of their pattern 
then place their name on our book with the design m 
lected and the number of pieces listed as they are pur- 
chased, so this information will be available to their 
friends and parents when they wish to buy a sift for 
the young lady later,” explained Rudder. “There’s ,, 
gift problem to be ‘stewed over’ when a gift occasioy 
arises and the recipient always gets what she wanted 
since she selected her pattern herself.” | 

“Bennett's consistent ‘teen-age promotion serves to link 
the store as closely as possible with the younger genera. 
tion,’ concluded Rudder, “for it adds to sales volume 
now and will add more in the future.” 





One store last year held a Festival of Music. Churches 
of the city and nearby communities were invited to enter 
their choirs in the festival and cash prizes of $150, $100, 
$50 and $25 were given to the first four winning choir 
groups. Each choir had to have a minimum of ten and 
a maximum of twenty-five voices, but there was no te. 
striction on the selections sung. 








Suggested Retail 


$9 1° 
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Greeting Cards 


(From page 152) 


woman entered the store and inquired 
- eroti sg IM Mr. Wallace pointed out the dis- 
ro er continued to straighten his stock, leaving the 
an to make her greeting card selection. 
ed she had selected a card, explains Wallace and 
~ ready to walk away from the iron rack, she stopped 
hat with him, and during the course of the conver- 
diem noticed a gold pin in one of the showcases near 
— much is this pin?” she inquired, and upon 
being told it was fifty dollars, she asked if it could be held 
for her until the next day. Promptly the next morning 
she came in and bought the pin. “Had I not had the 
cards in my store,” said Wallace,“I doubt very much it 
| would ever have made this sale.” 

About a week after this incident, a card salesman 
came into Wallace’s store and sold him a card case 
which cost $65 and a $125 assortment of general greet- 
ing cards. . | 

“The only reason I enlarged our card selection,” points 
out Wallace, “is because of the $50 sale. Yet, I don’t 
think I could have started a more profitable side-line.” 

About this time, Wallace’s son, Bud, entered his fa- 
ther’s business and took an immediate interest in this 
sideline. He felt that cards could do a great deal for 
their jewelry business and expressed his thoughts to 
his father. Plans were being made to move the Wallace 
store to a better location across the street and it was 
decided to keep the idea of a bigger greeting card 
department in mind. 

As soon as the store moved to its new location, Bud 
began to enlarge his card section, buying three more 
cases. These cases cost $100 apiece, reflecting the price 
increase during a period of but a few months. 

But although he purchased three more cases, he didn’t 
buy a proportionate number of cards. Instead, he bought 
only another $125 worth and was thus able to spread 





Christmas Accent on Service 





IF YOUR GT CAME IN 
A HELZBERG BOX 


«you're entitled to some unusual services! 

li it’s a ring we will size it to your finger, if it's a 

watch we will regulate its timekeeping. If it's a dupl,cate 
well exchange it for anytliung you please, and whatever 


it may be, it carries Helzberg'’s guarantee of your 
complete satisfaction ... you are cordially welcome to 
exactly the same service 
as if you had purchased it 








yourself. 


If you gave a gift in a 
Helzberg box. . we know 

~ «+ you... GAVE ITs 
PROUDLY .. If you received 
a gift in a Helzberg box... 
we know .. youll... 


WEAR IT PROUDLY. 

















Extra services for recipients of gifts bought in a Helzberg 
store was the subject of this interesting Christmas promotion 
slant used by this Kansas City, Mo., jewelry firm last year. 
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|, Mason best-sellers 
have wholly captured parent buy- 
ing appeal. Perfectly crafted for 
home or office use, these treasured 
keepsakes are bringing cherished 


memories to millions. 


Superlative in quality, distinctive in 
design and popular in price, Mason 
Masterpieces are being featured 


prominently in most leading stores 






from coast to coast. 


Ash Tray 


SELL PARENTS THE BEST 


Mothers have their baby's shoes 
bronzed only once, and they natur- 
ally want the very best. Your store 
should give them the best at no 
extra cost. Millions of parents 
agree that Mason Bronzed Baby 
Shoes are the last word in perfect 
workmanship and design. 


NO INVESTMENT! NO STOCK! 

You just take orders from your 
sample display of Mason Master- 
pieces. No inventory needed. Make 





7 7 the most of your selling space. 
w —~Ly, ,, Reap big profits with this fast- 
. Wg J selling line! 
F Gy 


START ORDERS 

ROLLING NOW! 

Parents’ thoughts of cherished 
keepsakes have made Mason Mas- 
terpieces the gift of gifts. Start 
early to cash in on this strong 
parent buying appeal. Mason Mas- 
terpieces can give you a banner 
business. 

















Gadroon Pen Set 
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Write for our full color circular 
describing the complete line of 
Mason Masterpieces. Free adver- 
tising and merchandising aids. 


Agencies still available in some 
cities. 





L. E. MASON CO. 


Boston 36, Mass. 
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HE FINEST NAME IN PEARLS 
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@ SIMULATED ~ 


: reputation of almost half a century. 
ASK YOUR WHOLESALER 
*  ... 
_ VICTORIA PEARL CO., Ltd. 

___ -A division of S. Nathan & Co. Inc. 


550 Fifth Ave. New York 19, N.Y. 


Priced for every budget and backed by a | 








CAN YOU USE 


A GENERAL JEWELRY EXECUTIVE 
AND SALES PROMOTION MANAGER 
OF MY CAPABILITIES? 





If you knew my name, you’d know I know 
my way around in jewelry circles, for mine is a 
long record of successful performance as a 
top jewelry executive who “takes charge” of 
sales promotion, office credits ete. [’m accus- 
tomed to grappling with and solving all the 
knotty problems that pertain to the successful 
operation of a wholesale or manufacturing 
establishment. Presently employed, I seek a 
change where I can better exercise all my capa- 
bilities. Available Jan. 1, 1950. Write in 


strictest confidence. 


BOX "D., 3597" 
Jewelers’ Circular-Keystone 
100 East 42nd St., New York 17, N. Y. 
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out his complete line of cards over the four cases. These 
cases were located in the back of the store, t 
each side. They were situated directly in front of an 
elevated platform, a balcony which made up the hack 
part of the store. The balcony was not used becays, 
there was not enough merchandise to require jt. An 
immediate increase in the card business resulted frop, 
the enlarged department and also created increased 
traffic. 
“Customers only enter a jewelry shop when they hay. 
a specific item in mind,” Bud explains, “and I felt that 
if we could only draw traffic into our store regardleg 
of whether they were interested in jewelry or not, ye 
could certainly multiply our sales. And I am glad 4 
say that our cards opened the way for this traffic,” 
With card business steadily increasing, it was decided 
to use the balcony for his card department. Two rack 
were placed on each side of the wall, four more were 
purchased and stocked with $1,000 worth of cards, 
“With the opening of our new card department,” em. 
phasizes Bud, “we immediately attracted more customers 
to the store, and although I can’t definitely put my 
finger on the dollars and cents amount of business that 
we gained, I can say that it was responsible for bringing 
in over 50 per cent of our jewelry buying customers,” 
Inasmuch as the new card department was located 
on the balcony in the rear of the store, the ceiling fix. 
tures lighted up this section so well that it was readily 
seen by all passersby looking into the store. It also 
made a colorful background for the jewelry store. 
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Store 


CARDS FOR ALL OCCASIONS 


“We only stock standard lines of cards,” explains 
Bud, “so that they can be sold all year ‘round. Our 
cards interest the teenager, middle age group and older 
people, so that we can attract as many classes of people 
to our store as possible. Young or old, they are all 
potential jewelry customers.” 

Placed throughout the card department are such gift 
items as lamps, silverware, dresser sets and small appli- 
ances which sell more readily because of their associa- 
tion with the cards. 

“I purposely displayed these items in the card depart. 
ment and found it very profitable in doing so,” he 
explains. “As soon as a card customer has selected a 
card, we obtain it from stock. While we are looking 
for it in our inventory, the customer has several moments 
to examine our gifts on display and become interested 
in them. 

“If this shopping doesn’t lead to an immediate sale, 
it does acquaint our customers with our merchandise. 
Regardless of this, however, it may develop later.” 

And in reverse position, it has become a practice to 
promote card sales to jewelry customers. Whenever 
anyone buys a gift, the card department is mentioned. 
Thus, one line promotes another. 

The Wallace store has a clear aisle leading from the 
doorway of the store straight to the balcony. On one 
side of the aisle are jewelry counters, and on the other 
open display tables with giftwares. At the head of the 
balcony stairs are two round tables on each side, dis- 
playing giftwares. Giftwares are also placed on top 
of the card cases and others on shelves beneath them. 
In this way, gift items are just as easily seen as the cards. 
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“On this footage basis, this department 20 x 16 feet, 

ver a dozen times the amount of rent and over- 
‘s O . . 9 . 66299, 
- that we apply against it and,” continues Bud, “‘it’s 
re fic drawing item in our store. 


a 
come 1 feel that one of the main reasons 
yr ever-increasing jewelry business is our oan 
. pono which started out as a side-line and is now 
yen one in our jewelry store.” 





Repair Advertising With Dignity 

An advertising format that, at one stroke, brings in the 
repair dollars and keeps up a store's aapatation for dig- 
nity and extreme quality, has been worked out by the 
ald established Canal Street firm of Hausmann’s in New 
Orleans. | — 

Hausmann’s system is simple: Use the same “digni- 
fied” selling and advertising methods in promoting repair 
work, and youll not only maintain the store's top- 
quality reputation, but you ll pull in lots of jewelry and 
watch repair business as well. 

This store has developed a distinctive advertising style. 
It is based upon the use of a continuing “quality” adver- 
tising format, consisting of a border going around every 
ad, in which only one piece of jewelry is featured at a 
time. The same advertising format is utilized in pro- 
moting repair business. 

Typical of the way Hausmann’s does it was one ad 
that sold jewelry repairing. The message was contained 
within the regular border that terminated at the bottom 
of the ad in a reverse, white-on-black signature of the 
store, that was surrounded by ample white space so the 
reverse treatment wouldn’t look too much like “borax” 
advertising. 

Within this border, the headline said simply, “Now is 
the time for jewelry repairs.” There was a small line 
drawing of a jewelry craftsman at work. The selling copy 
continued : 

“Now is the time to have your jewelry repaired, 
cleaned, reset or redesigned so that it will be ready to 
wear with your fall and winter costumes. 

“Our staff of craftsmen-mechanics is now larger than 
ever in Hausmann’s history. Our regular staff of trained 
experts has been augmented by many new trainees, and 
we are equipped to offer you skilled quality workmanship 
and materials plus quick service—one day’s service if 
necessary. 

“And remember—you pay NO MORE for Hausmann’s 
quality workmanship, either.” 

Another ad in the same dignified vein promoted watch 
repair work. In the same border, it was headlined. 
“Watch repairs by registered watchmakers.” The body 
copy then carried the selling ball: 

“Hausmann’s has been repairing watches, now, for 
more than seventy-seven years, and always with satisfac- 
tion. Careful, expert watchmakers, as well trained in 
their own field as your doctor—all registered and licensed 
—combine their knowledge and skill with only genuine 
parts and materials, with the result that your timepiece 
comes back to you in perfect order. 

“Hausmann’s prices are no higher than those charged 
elsewhere—in addition, however. you have the assurance 
of superior workmanship and the guarantee that only the 
genuine parts that belong in your watch are used.” 


FOR OCTOBER, 1949 





A “golden gate’ for your store 
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Most cities look much the same but the outstand- 
ing, visitor attracting cities, like San Francisco with 
its Golden Gate Bridge, have unusual points of 
interest that express the spirit that makes them 
great. Most stores offer selections that are on the 


same ordinary level 
always feature the 


but trade attracting leaders 
unusual. To such stores, the 


Revere Floor Clock—with its Westminster Chimes, 
its distinction, its traditional weights and pen- 
dulum, its exact electric timekeeping—is a ‘golden 
gate’ that proclaims high quality, that leads to 
the wide, rich market of beauty conscious home- 
makers. Revere Chiming Mantel Clocks repeat the 


point to many more. 








The R-953 has an in- 
stant appeal. With 
Westminster Chimes 
it retails for $45, 
plus tax. 


Available through Revere Authorized Distributors 


Send for catalog of complete line 
THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 


NEW YORK: 37 West 47th Street 
CHICAGO: 1422 Merchandise Mart 
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The HALE 
is Colonial 
in design. 
Petite size 
is ideal 
for small 
rooms. 


75," high 


Westminster 
Chimes. 


Retails for 
$395 


plus tox. 
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Floor Clock 
prices are 
slightly higher 
on the West 
Coast. 
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We Specialize in 


SYNTHETIC STONES 


ALL COLORS - ALL SIZES - IN THESE SHAPES 


i eo Rape * 
OO AAD 


CUT: French Cut, Buff Top, Cabochon, Paramount 


Delivery for Specials - 3 days 


We Cut into Your Ring or Bezel 
° 


HENRY 


LAPIDARY, INC. 


\OOWEST 43° ST. 


\ ho ee 40) ae Lorn ae PHONE: BR 9-2470 





A New Stock of 
Cultured Pearls 


—AT NEW, LOW PRICES— 








& 
ge » Necklaces 


manufacturers ea 
and importers. 


All Sizes and Grades from 
$30 to $5,000, Keystone 


a Loose Pearls 


& From 3 to 10 MM., All Qualities 


& Memorandum selections sent on request 





Immediate 
delivery from one 
of the largest 
and most 
complete stocks 
in the country. 











& 
B «& M Import Company 


DIRECT IMPORTERS 


ROOM 925, 152 WEST 42nd STREET, NEW YORK 18 

















Wisconsin 7-5681 
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Society Debut Opening 


(From page 166) 


regular mailing list and another 2000 selected f; 
available through private clubs and local organizatj 

An artist’s conception of the new store front was ai 
front of the folder and the words “Formal Openi 
quickly put over the story. Inside, the invitation z 
tinued—“Robert J. Snyder requests the pleasure of ¥ 
company at the formal opening of Norristown’s all 
newly enlarged Diamond Center, Wednesday, Novemp. 
10th, from noon till nine. You'll find that much jg a 


and you'll also find friendly familiar faces wearing tire | 


but happy smiles that YOU could spare the time 4 
enjoy this event with us.” The list of prizes to be awarded 
and details on the methods of their distribution were also 
given. 


Prizes were selected on the basis of their widespread 
appeal and to highlight the various types of merchandig 
carried. Since emphasis was placed upon the Snyder 
store’s position as a “diamond center,” the first prize was 
a Keepsake diamond solitaire valued at $500. Second iy 
the store’s volume is silver so the second prize was, 
100-piece 1847 Rogers set. Next in line were two watches, 
a Hamilton and Elgin, each valued at $71.50. Fifth prize 
was a Community Plate 52-piece silver service; sixth, 
Revere chime clock; seventh, a Longines Wittnauer watch; 
eighth, Deltah pearls; ninth, a 19-inch Chippendale silver 
platter, and tenth, a Trifari ensemble. 


The baby orchids to have been presented to each 
woman entering the store supplied opportunity for un. 
expected publicity. The flowers were being flown from 
the West Coast when weather conditions forced the plane 
down in Cleveland. After a delay it continued, only to 
be grounded in Pittsburgh. The tardy orchids arrived by 
train Wednesday night after the store had closed. 


- ORCHID DELAY BRINGS VISITORS BACK 


Of the 3500 people who attended the formal opening 
on Wednesday, most were women who were disappointed 
because there were no orchids. Explanations kept the 
staff of 22 people busy. Explanations in newspaper and 
radio advertising were also necessary. Using the same 
orchid sketch and the same heading originally announc- 
ing “FREE BABY ORCHIDS” the Snyders substituted 
explanatory copy in Thursday morning’s newspapet. 
“The baby orchids for the ladies will arrive at our store 
today. We're sincerely sorry if you were one of the many 
who came in yesterday and were disappointed.” The 
Norristown Times-Herald inserted a three-inch single 
column news item giving further details. An addition’ 
spot announcement at 9 A.M. Thursday gave the facts 
to radio listeners. 

Planned radio publicity included two quarter-how 
recorded programs broadcast over Norristown’s station 
WNAR. The first was recorded in the store on the firt 
afternoon of the formal opening and played on the 
air from WNAR studio the following morning between 
10:15 and 10:30 A.M. J. R. Lezell, representative from 
WNAR who handled the broadcast, explains that it had 
three principal parts. First, the commercial aspect—he 
announced the opening of the diamond center, identi 
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the store, then gave a brief description of the modern 
appointments and of the prizes. . | | 

Second, the “body of the program” consisted of inter- 
viewing ten guests in the store, guiding them with lead- 
ing questions into giving a few details of past satisfac- 
tory dealing with the Snyder’s and current enjoyment of 
the reopening. This brought out one woman's comment 
on her disappointment that the orchids had not arrived. 
and gave the announcer a chance to “fade out” the record- 
ing and interrupt with a “live” announcement that the 
orchids had arrived since the record was cut. He invited 
all those who had been similarly disappointed on Wed- 
nesday to return and get their orchids Thursday. 

Third, the “prestige” part of the broadcast. Clinton D. 
Smith, President of the Chamber of Commerce, spoke 
briefly, using this store as an example of the progressive- 
ness of the city, and pointing out that Norristown has 
everything a customer could want. If this seems to be a 
oreat deal to work into one fifteen-minute program—it is! 
It was developed with the belief that a fast-moving broad- 
cast, with a variety of voices would retain listener interest 
and give an accurate picture of great activity in the store. 

The other recording was taken at the time of the draw- 
ing on Saturday afternoon. Miss Hedwig Kauffman, 
President of the Soroptimist Club, Mrs. Mary H. Beerer, 
Receiver of Taxes, and Miss Anna Hunsburger, Presi- 
dent of the Business and Professional Women’s Club, 
drew the winning numbers and commented on the prizes. 
In the short intermissions between announcements of the 
lucky winners, as the numbers were being drawn, Lezell 
mentioned the repair department, men’s jewelry depart- 
ment and other phases of the store’s activities often neg- 
lected in an affair featuring diamonds. The winners were 
notified by telephone later Saturday afternoon and had a 
chance to listen in on the drawing when the recording 
was played back on the air Monday at 10:15 A.M. 


VISITORS EXCEED EXPECTATIONS 


Instead of the 4000 people expected, or the 10,000 the 
Snyders estimated at the time of the celebrations, the 
final tabulation shows that actually 15,000 had inspected 
the “diamond center” during the four days. The first 
day 3500 were clocked; the second day 6500. 

“The place was crowded but I never would have be- 
lieved there were 6500 people here Thursday if we hadn’t 
clocked the attendance,” says Robert Snyder. “There was 
no confusion, no rough crowds; everything went 
smoothly.” 

All visitors had the opportunity to view the store with- 
out undue delay and no serious congestion resulted to 
destroy the dignity of the store. Island counters had been 
removed from the center of the store to preclude any 
jams, but outside of this change the $16,000 worth of 
new equipment was unaltered. A row of floral bouquets 
divided the shop into two aisles, each a one-way traffic 
lane. One of the executives was always at the front door 
to direct visitors to the right side and, at the same time, 
to hand each woman a registration blank. Employees 
were lined up behind the “entering” side, from front to 
back, to answer all questions. Stubs and pencils for 
registering were distributed the entire length of the cases 
to eliminate the deposit-box bottleneck so characteristic 
of such affairs. 

It was originally decided that in each case the person 
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HOW TO GIVE SALES 
A LIFT... 


The Apisto Way 


SPECIAL 10% DISCOUNT ON 
ORDERS OF 6 PIECES OR MORE! 





No. 739A. 8 Day Traveling Alarm in genuine 
Morocco leather. Choice of black, brown, green, 
blue or red. Accurate 7 jewel lever $3 550 


movement. Keystone ............. 


No. 111A. 7 jewel, | day traveling $9900 


alarm. Keystone 
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ARISTO IMPORT CO. 
630 Fifth Avenue 
Rockefeller Center 
New York 20, N. Y. 


No. 1773. Calendar fase 
Wrist Chronograph. A QWeks 
superior wrist calendar 
...up to the minute 
... up to the hour... 
up to the very day of 
the month. 2 button 
stop watch with 12 hour register. 
Stainless steel case, 17 jewel move- 
ment. Keystone ................. 





SEND YOUR ORDER NOW! 








ARISTO IMPORT CO. 
630 Fifth Avenue, N. Y. net 


Please ship via............. ; 
@ $ 22.00 Keystone, choice of color............ 


......9£1773 @ $125.00 Keystone 
please send complete catalogue of Aristo Line 


Terms: 2% ten days 
30 days 
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Solid Platinum paved with six 
fine quality diamonds. 


$100. Keystone 


Can also be had in smaller 
sizes at proportionate prices. 
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CULTURED 
PEARLS 


@ NECKLACES 


e MATCHED PEARLS 
FOR EARRINGS 


e LOOSE PEARLS 


Your best value 
in any price category! 
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FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEW YORK 19, N_Y. 
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who handed the woman her registration blank would 
also pin an orchid on the guest’s coat. However, the 
delay in receipt of the orchids and the resulting crowds 
on the following day forced a hasty change in the plans 
Instead, three girls behind a counter in the rear of the 
store handed orchids and pins to those in the fast-moving 
line. 

The store’s agency prepared a series of eight neys. 
paper ads on the four phases of the promotion—the “ney. 
ness’ of the store, its position as the “diamond center.” 
of Norristown, the attractive prizes and the orchids. _ 

By stressing the event as heralding the opening of g 
new “diamond center,” the ads drew increased interest, 
prestige and appeal above that possible with the phrase 
“jewelry store reopening.” Six of the ads were illustrated 
with an artist’s conception of the front of the remodeled 
store, clearly showing the name, “Robert J. Snyder, 
Jeweler.” The first one announced. 

“Opening soon—Norristown’s New Diamond Center,” 
followed by store identification. 

The next gave the date, “Opening Wednesday, Novem. 
ber 10th, Norristown’s new and newly enlarged Diamond 
Center.” 

The next three not only continued this pattern of be- 
coming more specific and detailed, but became progres. 
sively warmer and more iriendly. 

“We're expecting you at the formal opening of our 
Diamond Center, Wednesday, November 10th, from noon 
till nine.” 

“Tie a string around your finger so you won't forget! 
It’s a date from noon till nine Wednesday, November 
10th. Formal opening of Norristown’s new and enlarged 
Diamond Center. Free! $500 Keepsake Diamond Ring. 
.. . Register for this and other valuable prizes.” 

The next ad showed a picture of the orchids. Headed 
“Free,” it told of baby orchids which were to be flown 
to Norristown from Hawaii. “While you're here, register 
for the prizes to be awarded Saturday, November 13th.” 

The day before the opening, a page-dominating news- 
paper ad showed a sketch of the store front and a list of 
the ten prizes along with details regarding their distribu- 
tion. Copy read: 

“To the many kind and loyal friends who have helped 
us achieve this goal . . . please come and help us formally 
open your new Robert J. Snyder store. We believe you 
will like the result of years of planning and months of 
building. You’ll find much that is new. You'll also find 
familiar faces wearing tired but happy smiles of pleasure 
that you could spare the time to enjoy this event with us. ’ 

The one run on the day of the opening had very little 
copy. Besides the enlarged sketch of the store front, the 
heading, “Tonight’s Your Night” was followed simply 
by two brief phrases on “special attractions,” mentioning 
the orchids, and the first prize in small type. 

In contrast, the picture of the store was subordinated 
in the follow-up ad which was predominantly copy. It 
read, “Thank You for a Wonderful Welcome. To all our 
friends, we thank you from our hearts for the wonderful 
reception given to our new store at its formal opening 
yesterday. Your expressions of goodwill and confidence 
have made this a memorable event for us. And you may 
rest assured that we shall strive to continue to deserve 
your loyalty and patronage as we enter our 25th year of 
service to the community.” 
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Typewriter Rentals 


(From page 154) 


t stores, etc.” he pointed out, “and that except for 
vift sales it was difficult to move the portables, chiefly 
saan the customer had no opportunity to try them 
out, except tapping out a few words on the display 
counter.” Within a few months, Mr. Resnick took a cue 
from business machine houses, and decided to solve 
the “tryout” problem via the rental route. “We felt 
reasonably certain that we would have been able to 
make many more portable typewriter sales if the cus- 
tomer had been able to convince himself of their de- 
sirability,” he said. “Rentals, therefore, were the logical 
solution.” 

Under the plan now followed, the jewelry store car- 
ries four nationally-advertised lines of portables, which 
Mr. Resnick feels is necessary in order to give the cus- 
tomer as Wide a choice as possible. Any of the new ma- 
chines may be rented at the rate of $5 a month, the 
rental to apply on the purchase price of the machine 
in the event the customer decides to keep it. This ser- 
vice is advertised by means of a sign in the arcade 
entrance to the store, which likewise lists the nationally- 
favored brands carried, and other details. 

Except for the war period, when portable typewriters. 
of course, were off the market, Louis, Inc., has enjoyed 
a consistently worthwhile business with these machines. 
ever since. Figures over the entire period prove that ap- 














proximately 75 per cent of the people who rent new port- 
ables from the store wind up keeping them. “The amount 
of money which has been paid in for rentals is, of course, 
a powerful incentive to keep the machine,” Resnick said. 
“Occasionally, a customer will keep a machine for three 
or four months before making up his mind. If the 
portable does not prove to be exactly what is desired, 
the chances are that it will come back at the end of 
the first month.” 

Except for the small sign at the entrance of the store, 
Resnick has never advertised the service, but it has 
already become well-known—particularly among college 
students, professional men, salesmen, etc., who are the 
best prospects for portable typewriters. “We have rented 
machines to almost every type of customer from school 
children up to legislators,” Resnick says, “with the 75 
per cent sales average holding true in all brackets.” 

While many new machines are rented in this way, a 
stock of “permanent rental” machines are kept on hand, 
which are placed out on rental until they have amortized 
their cost, and sold as used machines. 

The Portland jewelry store has been equally success- 
ful in greeting card merchandising, which is both a 
hobby and a leading operation for Resnick. Unlike 
many jewelers who have experimented with one or two 
greeting card cases, Louis, Inc., has “gone all the way” 
with the installation of twelve greeting card cases which 
give a choice of more than 1,500 cards. Realizing that 
his principal means of attracting traffic in this depart- 

(Please turn to page 217) 
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NECKLACES KEY CHAINS 
BRACELETS WALDEMARS 
EARRINGS CUFF LINKS 
NOVELTIES TIE CLIPS 

“GOLDEN LACE” BRACELET 
WE SPECIALIZE IN GOLD & PLATINUM CHAIN 
Superior Representatives: 
Westerns: Mid Western: Southern: “Eastern: 
HUBERT A. WOOD T. J. TRACY MILTON F. FERRIS V. J. WOHLFERTH 
649 So. Olive St. 2817 Stanford St. 665 Fifth Ave. 


55 East Washington St. 
Chicago, III. 
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Mrs. Alice Domes, in charge of silver department, uses gift register in checking sale to a customer, 


Club Plan Puts Sterling 


In Top Bracket of Christmas Gifts 


C HRISTMAS sales of sterling silver flatware 
have been boosted at Burnett Bros. Jewelers, Seattle. 
Wash., by use of the club plan specifically adapted to 
the sterling silverware department. 

This “club plan,” a variation of the bride’s register 
promotion, involved formation of a Sterling Silver Club 
which the store’s customers were invited to join. The 
purpose, says B. J. Burnett, was to get sterling silver 
flatware into the top bracket of Christmas gifts. 

The Sterling Silver Club had actually been in operation 
throughout most of last year, with a good degree of 
success. However, Mr. Burnett felt that it was ideally 
adaptable to use as a specific Christmas promotion. It 
was therefore featured prominently in the firm’s pre- 
Christmas advertising as a Christmas gift plan. Clerks 
were likewise instructed to invite customers to participate. 

The essence of the plan is simply the keeping of a 
register in which the names of participating customers 
are entered, together with purchases of all sterling silver 
items made by them or for them by their friends. Such 
a record avoids duplication of gifts by customers’ friends. 
It also offers a strong inducement for such customers 
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by EDWARD R. LANE 


to make all their sterling silver purchases at the store 
where the record is kept. 

The result, Mr. Burnett reports, was a considerable 
increase in sterling silver sales last December, by com 
parison with the preceding Christmas season. Its main ~ 
tenance as a year “round feature has likewise boosted 
sales during the rest of the year as well. Many customers 
who “joined” the club as a result of the Christmas promo 
tion of the plan, have continued to make purchases, oF 
have had purchases made for them, on other occasions 
throughout the year. 


Another feature of last year’s Christmas promotion 


at Burnett Bros. was the anniversary of the firm’s 50th 


vear in business in Seattle. This was featured promr 
nently in newspaper advertising and window display 
alike. It was so successful that the anniversary theme 
will henceforth be a prominent part of Burnett’s Christ- 
mas advertising in the future, Mr. Burnett states. 
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THE MOST SUCCESSFUL NEW PATTERN IN 
REED & BARTON'S 125 YEAR HISTORY! 





>» This is a story in two parts. First, a report on 
Burgundy’s phenomenal trade and consumer accept- 
ance since its early Spring introduction. Second, an 
announcement of Reed & Barton promotional plans 
on this pattern for the Fall selling season. In both, 
you play a vital role. 

Sales of Burgundy have passed all expectations. Burgundy 
has already set a record in becoming the most successful new pattern 
ever introduced by Reed & Barton. At this point, the reasons are 
obvious...the appeal of the pattern itself...the thorough promotional 
campaign which supported it...and the splendid cooperation given 
by the country’s leading jewelers. There’s no doubt but that you, 
and we, “have something” in Burgundy! 

Like you, we want to capitalize on this extraordinary initial 
success. We believe Burgundy is destined to hold, and ever improve, 
its enviable current position asa brilliant leader in sterling patterns. 
And here’s what we intend to do to make that belief become a fact... 


26,000,000 MORE readers to see Burgundy advertising 


To our former impressive list of 17 national magazines, this 
Fall LIFE will be added...an additional circulation of 5,272,773. 
an established additional readership of 26,000,000! 

Yes, with LIFE, Reed & Barton now puts more than 47,770,669 
individual advertisements behind your own sales efforts on 
Burgundy...and in addition, again offers you a completely integrated 
merchandising program to focus the gant of. _ oe consumer 
advertising on your own store. 

















1A POWERFUL 


MERCHANDISING PROGRAM 
TO HELP YOU SELL 
MORE BURGUNDY 





Your Reed & Barton salesman will soon review in detail the many 
effective sales helps that have been prepared to help you partic- 
ipate further in the success story being written on Burgundy. 







This Fall, you will have at your disposal a choice of Burgundy 
newspaper mats for local advertising, a variety of Burgundy 
displays for point-of-sale pattern emphasis, window and 
counter cards featuring Burgundy advertisements in LIFE, 

a car card to bring Burgundy to the attention of street car . 
and bus riders in your community, and smart Burgundy 
pattern folders for counter and direct mail distribution. 










No effort is being spared to bring you your share of 
anticipated Fall sales. Why not plan now to tie in 
with this intensified Reed & Barton promotion of 
Burgundy, your brilliant new leader in sterling? 







A 25th Anniversary 









‘Shopping Tour’ 
Highlights 


Christmas 
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Here's "Deb" and "Don" at the Goff 
Jewelry Co., 370 Main St., Sarasota, 
being shown set of silver flatware 
by Joseph R. Pittman, store manager. 


One page of the four-page newspaper 
supplement with photograph of young 
couple at Goff store reproduced in 
lower left corner. Short  advertis- 
ing message identified each store. 
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Ax UNUSAL and interesting promotional idea 
lo center attention of Christmas shoppers in Sarasota, 
Fla., on local merchants was carried out last year in this 
southern city. 

The Sarasota Herald-Tribune, the local newspaper. 
evolved the idea of a special four-page supplement which 
appeared on Sunday, December 19th. Headed “Deb and 
Don Go On a Christmas Shopping Tour of Sarasota.” this 
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Cooperative Christmas promotion by Sarasota, Fila.. 
newspaper puts the spotlight on local merchants in a spe- 
cial pictorial supplement showing young couple on 


shopping tour of various stores in the city. 


by JOSEPH STEINMETZ 


section featured a young couple who were followed from 
store to store throughout the city by a photographer as 
they do their gift shopping. Each of the stores participat- 
ing in the promotion subscribed to a quarter-page ad in 
the supplement which entitled them to an 8-in. by 10-in. 
photograph of the couple being waited on or looking over 
the merchandise of that particular store. 

These photographs were shown four to a page in the 
special newspaper supplement and with the addition of a 
short surprinted advertising message identifying the store 
shown, formed the basis of the store ad. 

The Goff Jewelry Co., 370 Main Street, participated in 
the promotion and, according to Joseph R. Pittman, 
manager, was very pleased with the interest the supple- 
ment attracted. Showing as they did the interiors of the 
various stores, the four pages of photographs served to 
acquaint residents of Sarasota and its suburbs with the 
many possibilities for gifts represented by the retail estab- 
lishments of their city as well as to acquaint many of 
them with the stores they had perhaps never been in 
before. 
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‘Trial Run’ Plan is Basis 


Of Store’s Profitable Sidelines 


Fi i > e e « . - . . 
ishing equipment is an item few jewelers would consider handling but 


“eall record” plan of Kortz & Son, Englewood, Colo., jewelry firm, had 


shown it would be profitable addition to store’s proven sideline business. 


by RICHARD LONGDEN 


Mr. Kortz waits on a woman cus- 
tomer at store's fishing tackle 
case, added as result of a num- 
ber of requests for equipment. 


= the store inventory to the sub- 
urban-town market requires an extremely careful check 
on calls for merchandise, plus a “test period” for each 
item which shows a demand, according to David Kortz, 
manager of Kortz & Sons, jewelers in Englewood, Colo. 
The Kortz store, serving a suburban community South 
of Denver, has achieved unusual success with adjusting 
the inventory directly to the buying habits of its cus- 
tomers. One of five Kortz stores in the Denver area, it 
shows little similarity to those located in the metro- 
politan market. Many “sideline” items are carried which 
do not appear in other Kortz stores, and similarly, many 
of the jewelry, silver, china, and specialty lines which 
are considered staple in the downtown stores are not dis- 
played by the Englewood unit. All, however, are turning 
over well, and are there because of Mr. Kortz’ long- 
established policy of making a permanent record of every 
call for lines not already in stock. 
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EncLEwood LUMBER Co 


OSL OL D6 BRO 


“Merchandising jewelry successfully in our type of 
market requires much more thought than in the downtown 
location,” Mr. Kortz indicated, “‘because we will be selling 
the same customers over and over. seeing them from 
day to day. and depending on their goodwill. Therefore, 
we have set up several stringent buying policies which 
are observed at all times. One of these is to carry nothing 
but national-brand merchandise. with high acceptance 
from all angles. Where the downtown store can sell many 
promotions based on unknown manufacturer’s products 
with the transient market absorbing most of it, we must 
be absolutely certain that the customer gets a brand he 
trusts. Otherwise, his disappointment can be easily trans: 
lated into ill will which spreads among his friends.” 

Also required of the small-community store, Mr. Kortz 
emphasizes, is carrying many additional items. To render 
this service to his market, Mr. Kortz maintains a daily 

(Please turn to page 220) 
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The oldest National Advertiser 


in the Sterling Industry 


WWE is an early Gorham advertisement that appeared 
in Scribner’s Magazine in May 1910 — almost half 

a century ago! This advertisement, among many before 
and since, contributed its part in making Gorham 

the Best Known Name in Sterling! 





VLE >. one of the series of 


full-color, full-page Gorham 
advertisements that will appear 
this Fall in Better Homes & 
Gardens, House Beautiful, 
and House and Garden. This 
advertisement and other 
Gorham full-color, full-page 
advertisements appearing 

in leading magazines this 

Fall will reach over 58 


million readers! 
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AFTER 118 YEARS, Gorham advertisements continue to 
stress integrity of product and enlarge the market 
for sterling bearing the Gorham name. 


loohang BEST KNOWN NAME IN STERLING 
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IDEAS UNLIMITED 


Build Big Silver Volume 
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in Small Store 


N ATCHEZ Jewelers, located in the Ritz Thea- 


tre Building, Natchez, Miss., is only a small store—in 
fact, it is the smallest of five stores in this southern city 
—but the word “small” applies only to the space oc- 
cupied. 

Since their opening several years ago, Irving Oberlin 
and his wife have devoted most of their efforts to selling 
watches and diamonds and built up a sizable and profit- 
able business on these two lines. They had never seri- 
ously thought about carrying silverware because they felt 
that with their space limitations they did not have the 
room to stock it. 

That was their thinking until about a year ago when 
one of the silver manufacturers came out with some wine 
velveteen display pads for showing their flatware. The 
wheels started turning; here was something that might 
solve the Oberlin’s problem of displaying silverware. A 

hook on the back of these pads would enable them to be 
hung on the wall and with a place setting affixed, would 
furnish excellent spot displays. 

Thirty of these display pads were secured by the Ober- 
lins and each was fitted out wi:h a hook and set up with 
a four-piece place setting in different patterns. These 
were lined-up over a sidewall mirror, taking up no space 
whatsoever, but furnishing an attractive and eye-catching 


parade of silver patterns. 
Did they sell silver? They certainly did! During the 
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After an absence of ten years, Pewter by Poole is 

once again available. This famous Pewter is out- 
: standing in its quality. Its heavy weight and lus- 
- trous finish have given it the characteristics that 
id | make it a profitable line for your store and a long 
“. — lasting useful item for every discriminating hostess. 
<i _A perfect gift item at an ytim €— exceptional for the 
oe holiday selling ahead. = —™S | 



















SANDOR OOD ns - 


Your Poole wholesaler will have stock of the following items early in October: 
Mayonnaise Bowl and Ladle; 6”, 8” & 10” Revere Bowls; Revere Pitcher; Colo- 
nial Pitcher; 6” Plate; 12” Serving Plate; 14” & 16” Oblong Waiters; Beer Mug 


and 5” Porringer. 


These items CARRY NO FEDERAL EXCISE TAX. 


POOLE SILVER CO., INC. * TAUNTON, MASS. 


New York SHOWROOM — 366 FirtH Ave. @© New York, N. Y. 


FOR OcToBER, 1949 203 





ads with the store’s own variation of the Silver Sweep. 
stakes promotion theme, “It’s Still the Thing to Do,” “qy, 
a Lot of Fun,” the ads read, under a picture of a pretty 
girl, “to watch Natchez Jewelers’ show windows to ge¢ 


first six months the Oberlins sold over $3,000 worth of 
plated flatware alone. 

A clever and very effective series of local newspaper 
ads, tied in with International Silver Company’s national 
advertising and recently-he!d 1847 Rogers Silver Sweep- who gets the free silverware gift each week.” The copy 
stakes promotion, put over the fact that Natchez Jewelers goes on to point out that if the reader had not already 
was ready to supply all silverware needs. registered in the store’s silverware parade, “It’s Still the 

Definitely the opposite of the regular run-of-the-mill Thing to Do.” Below were spaces for the reader to fill jp 
jewelry advertising, with its merchandise illustrations, his name, address, and choice of silverware pattern. Mail. 
prices and store name prominently featured, the Ober- ing the ad to the store or bringing it in person registered 
lin ads showed no merchandise whatsoever. Each ad was the reader for the gift drawing each week. 
dominated with a photograph of the head of a pretty gir! (Please turn to page 222) 
or a good-looking fellow. A short, catchy headline merely 
said “I’m Engaged,” “Listen Girls,” “She’s Getting Mar- 
ried,” and as a “topper,” —“I’m Not Graduating, I’m Not 
Getting Married, and I’m Not Having a Baby.” 

What is this all about, was the natural reaction of the 
readers, and they went on to read the copy which pointed 
out in a conversationally phrased manner that getting 
married was “Still the thing to do,” (tie-in with the 1847 
Rogers promotion theme) and the girl or boy pictured 
was selecting their silver at Natchez Jewelers. In most of 
the ads this mention of the store name in the copy was 
the only mention of it and the layout of the ads was such 
that it was not immediately labeled “advertisement” in 
the minds of the readers. 

Proof of the readability of these ads and their pulling 
power was in the fact that during the promotion it was 
necessary for the store to reorder several times a week 
in order to keep their stock up with the demand. 








PATTERN REGISTRATION BOOK 








Oberlin’s most productive promotion in silverware is 
their variation of the pattern registration book. Kept on 
the top of one of the store’s counter display cases, the 
registration book is kept open at all times. The suggestion 
is made to all customers that they register their name. 
address and their favorite silverware pattern. 

Sparking the interest of customers and readers as an 
incentive to register in the store’s silver book is the prac- Pee Rese 
tice of a free weekly gift of silverware. Each week a name [r= po 
is selected from the store’s list and the lucky winner is me wn 
presented with a piece of silverware of their choice. The 
gift is displayed in the window with the lucky person’s 
name on a card for one week. 

Tied in with this free gift idea were other newspaper 
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BIG NEW PROMOTION OFFERS YOU 
A PROVEN-POPULAR PATTERN IN — 


Meadow Kove 


You don’t have to gamble with a new 
pattern—that may or may not catch on. 
Watson’s “Silver Jubilee” promotion fea- 
tures Meadow Rose—a design that has 
been proven a best-seller since it was 
introduced. Now—to boost your profits 
— Watson offers... 


EXTRA NATIONAL ADVERTISING 
— PLUS A 50% COOPERATIVE 
PLAN TO SHARE YOUR TIE-IN 
ADVERTISING COSTS! 


For this big “Silver Jubilee” promotion 
during October and November, Watson 
is increasing its advertising of Meadow 
Rose to your customers in a new cam- 
paign in leading women’s magazines, in- 
cluding Good Housekeeping, Vogue, 
House Beautiful, Guide For The Bride, 
plus the Christian Science Monitor 
Magazine. 

Still better, Watson will share 50-50 ad- 
vertising costs with all dealers, subject to 
the following qualifications: That the free 
mats supplied by Watson are used; that 
your minimum order or stock in hand is 
one dozen place settings of Meadow Rose. 





Tear sheets of ads with bills must be 
received before December 15. 


AND FREE ADVERTISING MATS! 

These tie your store right in with 
Watson’s national advertising—tell 
readers im your community that you 
carry beautiful Watson Meadow Rose! 


AND FREE COUNTER CARDS! 

These lend prestige to your counter and 
window displays of Meadow Rose—help 
you sell. Ask for them with your order. 


AND FREE ENVELOPE STUFFERS! 
Top-notch sales helps for your mail or for 
over-the-counter. Ask with your order. 


THE TREND IS TOWARD FLORAL PATTERNS 
Another big reason why the Watson 
“Silver Jubilee” promotion is just right 
for you. The trend today is definitely 
toward floral design in silver. And Wat- 
son’s Meadow Rose has been acclaimed as 
one of the loveliest rose patterns ever 
introduced. Don’t miss out on the profits 
it can pay you. Cash in on Watson’s 
“Silver Jubilee” now! The Watson Co., 
8 Watson Park, Attleboro, Mass. 
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NATIONALLY KNOWN AS MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 











Merchant Cooperation 
“Sells” 


Suburban Shopping 


by E. R. LUCAS 


T. FRANK AMES, jeweler, of Renton, Wash.. 
promotion of jewelry sales is both a challenge and an 
opportunity. By accepting the challenge of large city 
competition in nearby Seattle, he has made the most of 
the small-town opportunities in Renton, a town of 16,000 
population. 

Ames first opened for business in Renton in 1938. In 
1941, he moved to his present location. Personnel at that 
time included Mr. and Mrs. Ames and one employee. 
Following three years in the Army, Ames returned to 
lay plans for modernization and expansion to the present 
store dimensions of 12 ft. x 75 ft. His expanded post- 
war volume of business now requires the services of five 
employees plus the owner. | 

Since Renton is within just half an hour’s driving dis- 
tance of downtown Seattle, merchants are in direct com- 
petition with the larger city’s stores. This fact prompted 
Renton merchants last fall to organize a pre-Christmas 
“Shop Renton” promotional campaign. Frank Ames was 
one of the principal organizers of this promotion. 
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Ames has doubled his store dis. 
play area through the addition 
of new wall and counter cases, 
with emphasis on open display 
so that customers can leisurely 
shop and make up their minds 
with little persuasion by clerk. 


Picture frame effect of the new 
cases spotlights merchandise on 
display and considerably facili. 
tates selection by the customers. 





The campaign started about six weeks before Christ- 
mas, with a front-page streamer in the local newspaper. 
Details were given on an inside page, together with tie-in 
advertisements of participating merchants. 

The specific inducement was a drawing to be held each 
Friday night for the weeks preceding Christmas. Tickets 
were given for each purchase at a Renton store, the corre- 
sponding ticket stubs being turned in by each dealer for 
that week’s drawing. The drawings were held in front of 
the Post Office, and holders of the lucky tickets received 
items of merchandise from the various stores. Follow-up 
announcements were made with each succeeding edition 
of the newspaper, telling the prizes which were to be 
given that week. 

‘ Results were a general stimulation of business in all 
Renton stores. Frank Ames, in particular, noted an in- 
crease in Christmas sales volume over that of the preced- 
ing year. This, in spite of anticipated lower sales by com- 


parison with the exceptionally prosperous year of 1947. 
(Please turn to page 222) 
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CINE! 


When volume depends on value Gracefully styled creamer. 
and value means extra sales—these #700 set $10.00 Keystone Paul Revere open sugar. 


three items will turn the trick for 


you. They are priced to appeal to 
the volume trade. 
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© Heavy Silver Plate on rugged copper base. 
#25 Butter Dish ® Styled to combine the modern mode with the 

traditional design. 
$7.00 Keystone = : © Merchandised in handsome anti-tarnish gift 
. - boxes. 


Applied border. , ———_— : a ee ® Beautifully hand-spun by Master Craftsmen. 
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#790/92 set ’ - 
$5.00 Keystone | 
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Turnover means real business 
growth and dealers every- 
where are marvelling at the 

pile demand fer the Grean a 
Holloware gift line. It will 
spell added profits for you. 
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Cigarette urn is miniature silk hat, cocked at a rakish angle. Ash tray to match. 


CONTACT YOUR WHOLESALER OR WRITE DIRECT TO FACTORY 


TAUNTON MASSACHUSETTS 
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1. Initial Tie Clip 








3. Ladies’ Watch 


4. Heart Link Bracelet 


| 
; 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] !. A clever tie-clip designed by Anson, Providence, R. |. 
can be set with any combination of initials in a_ jiffy. 


Made in 1/20 12K Gold Filled, it retails at $2.50 T. |. 


© 2 PUCUTROR OR EH HK. WERK 44 KK Cue 


0 2. "Homestead" is Seth Thomas’ modern version of early 
America's favorite clock, the banjo clock. The case is 
made of rich mahogany and decorated with brass. It wil 
retail at $29.95 plus tax. Seth Thomas, Thomaston, Conn. 


[] 3. High style and distinction are achieved in Juvenias 
newest creation ‘Irene’. In 18K Gold it is priced at 
$235. FTI. Distributed by Juvenia Watch Agency, N. Y. C. 


[] 4. New styles have been added to the Gemex Gem watch 

: band line and pictured here is the Gem with heart links. All 
styles are available in yellow, pink and white gold, and 

retail at $8.95 and $9.95. Gemex Company, Union, N. J. 





[] 5. Designed to harmonize with bedroom furniture of any 
style, "Tempo" the newest Te'schron clock features an 
ivory-color case, self-starting electric motor, and lumi- 
nous dial. $4.95 plus tax. Telechron, Inc., Ashland, Mass. 


5. Bedroom Alarm 
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s from Jenkins and Sons 








Cook -A-Matie 
Wattle Grill 


226 sq. in. versatile cooking area. Bakes 4 generous 





ECONOMY 
PERCOLATOR 


Retail from $1095 





. r waffles. Extra set of grids for grilling and frying. 
A — pe Automatic Signalite and adjustable Heat Control save 
os | time and guesswork. Attractive modern design with 
chrome finish. Bakelite handles. AC only. Priced to 
retail at 
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ceomatic 


Automatically makes 8 cups of clear, full-flavored 





PERCOLATOR 
pst at $1295 C 0 f 







coffee without boiling. Flavor-Selector enables cus- 
tomer to regulate strength desired, Redi-Lite indicates 
| when percolation is completed; maintains coffee at 
LEADER IRON proper serving temperature indefinitely. Copper body 
Retail at $875 enriched by gleaming chrome finish. AC only. Priced 


to retail at $74.95 


pores 


BEAM-O-LITE IRON 
‘Retail at $7795 





Automatic Toaster 


Makes toast “‘the way they like it’! Toast Timer Dial 


TRAVEL IRON 
Retail at $675 











controls toasting cycle . . . permits light, dark toast- 
ing. Ser-Vue Lever allows customer to inspect toast 
without interrupting toasting process. Beautifully 
styled with satiny chrome finish. Bakelite Handles and 


trim. AC only. Priced to retail at 
$13.95 








MIXABLEND 
Retail at $2995 . wo. 
: = 
FOOD MIXER ‘WAFFLE MAKERS SANDWICH GRILL 
and JUICER Retail from $995 and WAFFLE MAKER | 
Retail at $3750 ‘Retail at $7295 


A Complete Line of UNIVERSAL Portable Electric Appliances 








Wholesale Jewelers—Electrical Distributors, 252 E. Adams, Jacksonville 2, Florida 
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1. Dual Purpose Band 





2. Traveling Alarm 





3. "Clearview" Compact 


CHECK THESE ITEMS AGAINST YOUR INVENTORY 





| : tl [] |. “Leading Lady", a watch attachment with a dual purpose 
| . util can also be worn as a bracelet without a watch. Set with a 
4. Children's Watch variety of stones it is made in yellow, pink or white 


gold filled—!/20—I2K Retail $12.50 Bruner-Ritter, N. Y. 


[] 2. A new eight day traveling alarm with a seven jewel move- 
ment, luminous dial and encased in either DuPont Vinyl of 
assorted colors or in genuine leather. In Vinyl — retail 
$14.95, leather $19.95 plus tax. Defender Watch Corp., N. Y. 


[] 3. A novel innovation features the new ‘Clearview’ com: 
pact by Alfred Dunhill, New York. As cover is opened, L 


windshield wiper clears mirror of powder. Available in 
gold-tone metal at $5; in sterling at $24, plus the tox. 


[1 4. Marvel Importing Corp., N. Y., presents the new smaller 
size "Captain Marvel" watch. A shock resistant feature 
helps working life of this boys’ or girls’ watch. It is 
packaged in a new lined plastic case, listed at $7.%. 


[] 5. Walter Lampl, Inc., N. Y., shows his new collection of 
smartly styled jewelry called "Pearl Planets’, a combina- 
tion of simulated pearls and gold filled snake chains. 

5. Pearl Jewelry Keystone: necklace $17.50, bracelet $8.50, earrings $5.50. 
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: say “Sor boyage” 1 YOUR 
CHRISTMAS PROBLEMS WITH THE TWO 
HOTTEST GIFT ITEMS IN 132 YEARS! 











NATIONALLY KNOWN New Haven’s New JEWELED ‘’Bon Voyage” 


NATIONALLY WANTED 
NATIONALLY ADVERTISED 
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Nothing else like it at the price for gifts, for travel, 
for business, for the home. Offers jeweled move- 
ment, distinctive dial adorned with rich gold color 
trim, and the many features and colors that make 
the regular “Bon Voyage” a national favorite! 






95 


plus tax 





Best-seller from coast to coast! One-half thick- 
ness of usual alarm clock movement. “Click-Set” : 
sweep alarm hand sets accurately at five minute Q 5 
intervals. Simulated leather cover in attractive 
black, blue, red, tan, natural. Smart radium dial. 


' plus tex 








| PLUS A DISTINGUISHED LINE OF CLOCKS, POCKET AND WRIST WATCHES $1.98 TO $9.95 plus tax 


: _ Everything is NEWat MEW HAVEN 


CLOCK AND WATCH COMPANY 


THE RIGHT TIME§ fal SINCE 1817 NEW HAVEN 4, CONN. 
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1. Clock and Thermometer 





2. Bangle Bracelet Watch 


3. 14 Karat Ring 
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CHECK—YOUR CUSTOMERS WANT THE LATEST 


{J 


1. Clock and thermometer combination, the "Chatham" is 
mounted on a solid mahogany base with an antique rubbed 
finish. Cups are of brushed brass. Clock has electric 
movement. $17 retail with tax, Swift & Anderson, Boston. 





[] 2. Modernistic bangle bracelet watch by Eric E. Siebert, 

Inc., New York City, features graceful sweeping lines in 
. 14K gold. Watch has 17-jewel, 5 ligne Swiss Atoma move- 
4. New Watchband Line ment with dial markers in J8K gold. Retails for $390. 


[] 3. Ostby and Barton, Providence, R. |., presents one of 
its latest designs from new "Royal Quality" line. Rings 
are made in either 14K yellow or white gold with either 
genuine or synthetic stones. Retail $19.95 to $49.95. 


[] 4. M. F. G. Watch Band Co., Inc., New York, announces its 
new line of "Royal Admiral’ watchbands for men featur- 
ing six bands illustrated. 1/20th 10K G.F., stainless back. 


~ 
| 





[] 5. A design patent has been applied for on this distinc- 
tively styled “Niagara” watch bracelet. Handcrafted in 14K 
gold by Aurel Mfg. Co., New York. Sold only through whole- 

5. Handcrafted Bracelet salers. Suggested retail price $300 with watch movement. 
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A NEW monarch Price-Marking Machine 





for Jewelry and 


Here’s good news for every store with jewelry and books 
to mark in quantity! Monarch announces a brand new, 
thoroughly tested price-marking machine specially de- ° 
signed for speedy, accurate price-marking of these and 
similar items. It’s the new Monarch “Tri-Marker.” It 
price-marks 3 sizes of jewelry tags, 3 sizes of book tickets 
and 8 sizes of gummed and Senso labels, all in rolls. An 
automatic counter controls the length of run, protects 
against stock discrepancies by counting off the exact num- 
ber of tickets, tags or labels desired. A special rewind fea- 
ture makes gummed labels easier to handle. 

This newest Monarch machine, like all Monarch prod- 
ucts, is unconditionally guaranteed as to quality and per- 
formance, backed by 59 years’ experience as the recog- 
nized authority on price-marking methods, machines and 
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Book Price-Marking 


supplies. Send today for samples of Monarch tickets, tags 
and labels, and for the new illustrated folder describing 
the new Monarch “Tri-Marker” Price-Marking Machine. 











; 

The Monarch 
Marking System 
Company « « « 


* 








World's Largest Manufacturers and Distributors of 
Merchandise Price-Marking Equipment and Supplies 


Toronto, Canada * DAYTON, OHIO ¢ Los Angeles, Calif. 


Other Offices in: Atlanta, Boston, Chicago, Dallas, Detroit, 
New York, Pittsburgh, San Francisco and Seattle 
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1. Travel Alarm 


2. Bronze Bridge Pad 














wy ' 
ae, “ ‘ 
iii ren ‘ 4 $ % i se 
lee a PE 3. "Princess" Band 





& 


CHECK THESE ITEMS AGAINST YOUR INVENTORY 


[] |. Streamlined travel alarm by New Haven Clock and Watch 
Co., New Haven, Conn., the "Bon Voyage" features a new 
thinner movement, single key wind for time and the alarm. 
Simulated leather cover. Clock retails at $9.95, plus tax. 


[] 2. An attractive new bridge pad in solid bronze and an- 
tique bronze finish, the “Aristocrat is manufactured by 
The Metal Arts Co., Inc., Rochester, N. Y., to retail at 
$3. Gin rummy and pinochle pads are available on order. 


[] 3. “Princess,” a graceful link style ladies’ watchband 
that fits any wrist is the first of the new line of Gold 
Seal attachments in 1/20th 12K gold filled by Stonewail 
Products, Inc., New York City. $11.50 retail with tax. 


[] 4. The "Lariat," an unusual costume jewelry ensemble by 
M. & S. Jewelry Mfg. Co., Providence, R. I., makers of 
Phyllis’ originals. Detachable centerpiece may be worn 
as a separate pin or changed to any position on chain. 


[] 5. Delphic Puzzle Ring by Stein-Gor Products, New York, 
is a unique ring with links which unlock at a touch but 
can only be reassembled by following given instructions. 

5. Puzzle Ring Wholesales $8 each in I4K gold; $12 a dozen in sterling. 
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STERLING FLATWARI 
PATTERN INDE 























JUST OUT! 
IMMEDIATE 
DELIVERY 


Actual size of book, 
73"’ x 9". 
Teaspoons are shown 
actual size in book. 


1G FLATWARE PATTERN INDEX 


Coiftains Material Found In No Other Publication 








Jewelers find THE STERLING FLATWARE PAT- 
TERN INDEX absolutely indispensable for iden- 
tifying patterns to be matched —and for making 
selling suggestions to customers. It contains, under 
one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obso- 
lete patterns. 


Completely Revised and Up to Date 
Over 1300 Patterns Shown Full Size 
Essential For Matching Patterns 

Indexed by Patterns and Companies 


Each pattern name is listed in one alphabetical index 
. and cross-indexed again under the name of the 
manufacturer using it. Illustrations are beautifully 


Helps You Sell More Silverware 
done, in full size, and printed on fine coated paper. 


Daily by Jewelers Everywhere 
The binder is of rich black cowhide leather, gold Used y y J y 


stamped. These pages are supplied in convenient All Books Sold Remittance With Order 


loose-leaf form, and revisions published periodically 
will be available at a reasonable cost. These can then EE 


484848646 





be inserted into your book keeping it constantly up B THE JEWELERS’ CIRCULAR-KEYSTONE 4 
to date. 4 100 East 42nd Street, New York 17, N. Y. 3 
In daily use by jewelers everywhere, this bvok Bf Enter our order for a copy of THE STERLING FLAT- - 
has proved its value as an essential reference vol- % WARE PATTERN a . 
ume, invaluable in operating a Sterling Silverware | With Binder $20 Without Binder $15 i 
Department. - Check or Money Order for $............... is enelused i 

4 A ne: ae | it atedindawn Sen oa eee ea 
SEND NOW FOR THIS ESSENTIAL SELLING TOOL 4 SS eee oe 
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K rome -Kraft 


. vacuum-liner 







(pat. pending) 
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EXCLUSIVE NEW FEATURE! 


Combination ice tongs and 
bottle opener fit conveniently 
in special clip on underside 
of cover. 


Far and away the best-designed, most practical 
~ and distinctive ice tubs in the market! Unique 
clip on underside of cover conveniently holds 
ice tongs —tongs double as bottle opener. Gen- 
uine vacuum liner keeps ice cubes intact for 24 
hours. Made of lustrous top-quality chrome — 
positively non-tarnishing. A variety of smart, 
modern designs. Excellent gifts! Send today for 
price list. ” 






BROTHERS 


15 Crosby St., New York 
New York Showroom 


339 Fifth Avenue 


FARBER 
Krome Kraft 


‘G. / 
£ Ne) 
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FARBER BROTHERS 
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Business is 50% Better Than Normal 
by Milton L. Altheimer 


Business is off more in the mind than in the cash regis. 
ter. 

In 1946 dollar volume was actually over 3 times 1939, 
the last so-called normal year that we can use for figure 
comparisons. And even if the dollar purchasing power 
in 1948 was half that of 1939, business was still over 50 
per cent ahead of 1939 based upon what the dollar yjjj 
buy. 

Sure 1949 business is off from 1948—off from the 
greatest volume year in the history of American business. 
We don’t compare July with December, then why com. 
pare 1949 with the all-time peak. And while we can’ 
equalize monthly or annual sales, we can at least straight. 
en out some of our thinking about them. 

Business will be off from the peak to that extent that 
we permit it to get off. I know retailers who are actually 
ahead of *48. I know manufacturers who show 12 to 26 
per cent increases during the first quarter of 1949, And 
I know intimately one company whose sales are just 
about double the first 3 months of *48. 

Are these exceptions to the rule? Sure they are. 

These same boys are exceptions to all the rules. 

These exceptions have sat down with their figures and 
learned just how much volume it takes at regular mark. 
up to turn the profit corner. They also know how much 
added volume is needed at less than normal mark-up, 
to turn that same corner. And if there is anything in the 
theory that lower prices bring higher sales volume, they 
practice that right up to where it meets the law of di- 
minishing returns. 

These are not miracle men, but seemingly they do 
miracles because they provide themselves with miracle 
tools. 

Trade publications and trade associations with their 
trained personnel and authentic statistics furnish much 
of the data to guide their thinking. 

Experts and specialists in promotional merchandising 
and advertising provide the means of obtaining new ac- 
counts, added store traffic and needed extra volume. 
Thus these so called “exceptions” avoid the pitfalls and 
losses of experimental merchandise and untested adver- 
tising. They bring to bear expert know-how on their 
business problems, just as they consult trained and ex- 
perienced medical service for their bodily ailments. And 
the results prove that these specialists pay off. 

But just as Churchill promised only sweat, blood and 
tears as the price of victory, so too there is no short-cut 
to volume and profit. It takes everlasting effort—and on 
all fronts. 

One of the great tools of business is the check list. It’s 
not a cure-all but an excellent yard stick. It requires con- 
stant revision because so many of its factors are affected 
by changes in our national economy. 

1. Check your sources for better prices. 

2. Check your labor costs, not to reduce them but 
to see that volume changes are translated to your 
payroll expense. 

3. Reappraise your advertising, merchandise-wise. 
Do not merely spend up to a budget, regardless 
of what is being advertised. Offer only wanted 
merchandise—not left-overs or last month’s fail- 
ures, 
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4. Price each advertised item so that it represents 
top value. Don’t just fill space. Make every line 
of space sell. 

5. Sell thoroughly, to avoid returns. Assure maxi- 
mum volume from each prospect by exploiting 
related merchandise and exposing the carry-overs. 

6. Deliver promptly and call by telephone to verify 
the customer’s satisfaction. 

7, Re-examine your collection system. Speed up or 
cut down your follow up in the light of tests. 
Above all be consistent and insistent. When dol- 
lars get to be fewer, the merchant who duns of- 
tener may get his money faster. 

8. Follow up open accounts that warrant add-ons. 
Write or phone them whenever something new 
comes into your store. 

9, Write, phone, even call on paid-ups. Use your 
current advertising promotions as bait. Do this 
at least once a month. Gear your merchandise 
offers to the season. 

10. Be consistent and insistent. Promote—promote 
and promote—not intermittently, but regularly. 

Economists disagree on the fundamentals that will ef- 
fect the last half of 1949 volume. Business men are at 
variance as to the effect of the political situation on their 
business. The Consumer is somewhat bewildered by news- 
paper reports of unemployment. At least all are agreed 
that there is confusion. 

Nevertheless, the basic economy is sound. The funda- 
mentals have not changed as evidenced by the current 
government spending in relation to last year. The politi- 
cal situation has not affected federal taxes. Employment 


has had a seasonal upward turn. And with the new an- 
nual employables should be greater than 1948. National 
income remains at an all-time high. 

True, we have caught up with some of our back-log and 
used up most of our spendable surplus. Volume and 
profits, on the whole, may be below 1948—but not for 
that exception in each community—not for you—if you 
strain the waste out of operating expenses—if you use 
proven promotions planned and tested by specialists in 
promotional merchandising and advertising—if you at- 
tack on all fronts—buying, selling, advertising, collecting 
and operating. 





Typewriter Rentals 


(From page 193) 


ment lay in “going a little farther,” he handles many 
cards which are not available elsewhere, such as those 
printed in foreign languages for the French and Ca- 
nadian population spread throughout Maine, Jewish New 
Year cards, and many expensive, unusual varieties which 
store customers are bound to remember. 

“Greeting cards have a double value to the jewelry 
store,” he believes. “Not only are they profitable in 
their own right, but we estimate that the store obtains 
three times as much traffic due to the presence of the 
greeting card section in the rear, than would be pos- 
sible otherwise. Naturally, it is difficult to state pre- 
cisely how much additional jewelry volume is sold 
through the greeting cards’ presence, but there is no 
question but that our sales volume is vastly greater.” 
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21 West 46th Street 








Metals of Guaranteed Purity 


PLATINUM : 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


W. solicit your Sweeps ee 


Filings — Scrap Gold and 


Platinum — Metals 


Your OH Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 


Tel. LUxemburg 2-2320 
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How to start a private collection of 


WASHINGTONIA 


“fh i} 4, 
Yi} fff: 


Ever heard someone say, “Let George do it’? 
© George does everything! There’s nothing like a 
“SS good-sized private folding collection of engrav- 
ings of our first president to get a little action from 
the headwaiter or tickets to “South Pacific’! 





Washington had a habit of tossing silver dollars 
across the Potomac, but lately people have stopped 
throwing their money around. One reason we're 
certain of this is the big switch to Benstock. Yes, when 
the dollar bill starts becoming a collector's item, most 
dealers switch to the line that’s priced for profit ! 





A large variety of exclusive Benstock designs — 
skillfully fashioned into quality men’s rings — appeals 
to every taste. These designs are conceived by our 
own artists and executed by our own skilled craftsmen 
-—- factors which assure you of highly competitive 
prices . . . volume turnover... more profits ! 


RETAILERS 


If you haven't. seen the new Benstock Ring 
designs . write, wire or phone your 
jobber immediately! 





MEMBER 


a ANT — : 


. the initial of a profitable friend 


BENSTOCK 


RING MEG. CO. 


INCORPORATED 


WA. 7700 BUFFALO 2, N. Y. 














Collector’s Hobby Grew Into Business 
All his life, Laurence Mamme, Rockford, IIl., has been 


interested in clocks. In 1934 he began collecting old 
clocks, purchasing them at auctions, rummage sales and 
in second hand establishments. Most of the clocks would 
no longer keep time so he acquired them at very nominal 
prices. Frequently people, learning of his hobby, would 
give him old clocks that were accumulating dust in their 
attics. 

During the war years when alarm clocks were scarce 
and in strong demand, Mamme discovered among his 
collection some 25 or 30 alarm clocks. Inspired as much 
by a desire to help the war workers as for pecuniary 
gain, he repaired the clocks and inserted a classified ad 
in the local newspapers offering them for sale. To his 
amazement, people started coming to his home as early 
as 5 o'clock in the morning. In a short time the clocks 
were sold. 








Mamme shows his young daughter a "Hickory Dickery Dock’ 
clock from his collection. Made in 1909, clock has mouse 
which runs up and down again when clock strikes one. 

The clock repairman’s fame spread quickly and soon 
people were bringing all types of clocks to him for re- 
pairs. As he had a good job in a local industrial plant 
and was making considerable money, Mamme sug: 
gested to his customers that they search their homes and 
bring him old discarded clocks, in lieu of cash, for the 
repair jobs. In this manner he obtained many of the 
interesting old timepieces in his collection, some of them 

quite valuable in their day. 

His advent into the clockmaking profession came about 
in a rather unusual manner. For 23 years he had been 
a shop foreman at the Barber-Colman Company where 
he became thoroughly familiar with the making of small 
parts for precision instruments. Many of the clocks 
brought in for repairs are more than half a century old. 
Parts for these clocks are no longer available so he set 
about making the missing parts for the ancient time- 
keepers. What he is short in horological training is off- 
set by skill as an expert mechanic. 

A year ago, Mamme retired from the plant where he 
had served as foreman since 1927, in order that he might 
be able to devote full time to his clock work. He con- 
ducts the business at his home at 1116 West State Street. 
Many people are attracted to the shop just to get a look 
at the hundreds of odd and interesting clocks in his col- 
lection. They fill the front room where he serves cus- 
tomers and overflow into several other rooms. as well 
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as the attic, basement and garage. It would be a full day’s 
work just to wind all the clocks. 


The Mamme residence is located just half a block from 
an outlying business center and Mamme is attempting 
to have the location zoned for business so he can build 
on to the front of the house and have room for a full- 


fledged jewelry business. 





Designed for Sit-Down Selling 


A V-shaped front, with windows set in bronze trim, 
which “leads the customer naturally into the interior” is 
an outstanding feature of the new Bohm-Allen Jewelry 
Company store at 211 16th Street, Denver. 

Opened in April, the new store has been designed for 
maximum comfort and efficiency from the “customer’s 
viewpoint,” according to Cyrus G. Allen, president of the 
firm. Thus, with a few exceptions, most of the interior 
display cases are of the “sit-down” type, so that customers 
may be comfortably seated to look at flatware, rings, 
brooches, men’s toiletries and gifts, watches, expensive 
costume jewelry and other items. | 

For efficiency, all of the service departments of the 
store are grouped into a single large room at the left-rear 
of the store. Here, diamond cleaning, silver polishing, re- 
pair work, packaging, customers’ records, adjustments, 
etc., may all be carried out, within a few feet of the sales 
floor, with no delays involved. A huge stock of wrapping 
materials is kept on hand for gift packaging, etc. 

Incorporated in the display cases, is one of the largest 
sit-down flatware display units in the country—a knee- 





hole desk 22-feet long, with adequate space for showing 
complete place setting of 64 patterns simultaneously. 
Across from the case, five feet away, is a permanent glass 
case, in which accessory pieces for all of the patterns 
displayed are convenient to the reach. About 70 per cent 
of the wall cases around three sides of the store are de- 
voted to sterling and plated hollowware, the Denver store 
being noted primarily for its excellent silver selections. 

Backs of the cases, incidentally, face into the lobby of 
one of Denver’s leading medical-office buildings—where 
steady streams of traffic through the day are thus exposed 
to sterling hollowware and flatware displays, without en- 
tering the store. Window display space is actually tripled 
in this way. 

A tiny elevator in back of the main watch counter 
leads to the watchmaking department upstairs, which is 
staffed by a crew of seven watchmakers. A veteran watch- 
maker presides over the counter, detailing repairs, making 
estimates, and transferring the work via a dumbwaiter, 
directly into the watchmaking department. 

The V-shaped front is of glass all the way from the 
waist-high display floor of the windows to a point 20-feet 
above the sidewalk. Inset panels are trimmed in bright, 
glowing bronze, which add much to the eye-appeal of the 
jewelry shown within. 





One store which sells games has a weekly instruction 
period at which these various games, especially card 
games are taught. This service is deeply appreciated by 
many people, and the store’s business has grown he- 
cause of it. 
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JEWELERS!! 


old silver. 


either new or used. 


MEMPHIS 1 
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Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 





TENNESSEE 
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DISTRIBUTED THROUGH WHOLESALERS ONLY 





Fouls WATCH AGENCY, 93 Nassau St., N.Y.C. 
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THE PENCIL OF TOMORROW 
puts 4 colors 
al your A gift item that : 

* spells practical use 
finger every day. Norma 
contains 4 colors in 

ti | pencil... ready for 
Ips trigger-quick action at 
the touch of your finger. 

Just flick and colors 

BLACK change in writing position. 
RED For graphs, charts, plans, 
drawings, memos, notes, and 

BLUE any important pencil work. 
GREEN Unconditionally guaranteed for 
mechanical perfection. Equip- 

ped with eraser and reserve leads. 

To retail from. $4.00 to $100.00. 
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Jos. B. Bechtel & Co., Inc. 


Wholesale Distributor 
729 Sansom Street Philadelphia 6, Pa. 
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‘Trial Run’ Plan 


(From page 200) 


journal record book, in which every employee enters 
every call which could not be met. Thz system in us 
goes much farther than the usual “want slip” which 
usually refers only to merchandise which is out of stock 
Instead, Kortz & Sons, write down every reference to 
wanted merchandise, plus the name and address of the 
customer with his telephone number if posssible, “This 
is a goodwill building feature,” the jeweler said. “If the 
item mentioned is one which we can obtain, we wil] put 
it on order, and telephone the customer to come in and 
pick it up when it arrives. We have found most of them 
very appreciative when they find we have gone to par. 
ticular pains to satisfy their needs.” 


Accumulated requests for merchandise are studied jp 
the record book at regular intervals, and when enough 
accumulate to indicate an active market, Mr. Kortz puts 
the item through a test period. Window display, proni- 
nent counter space, and personal suggestions are all used 
to introduce the next item, which may be leather goods, 
dresser sets, particular types of costume jewelry, small 
appliances, religious items, etc. Much of the present in. 
ventory’s unusual lines were arrived at in this way. 


FULL LINE OF FISHING EQUIPMENT 


Perhaps the best example of how extremely close atten- 
tion to customer’s calls has influenced the inventory at the 
Englewood jewelry store is its line of fishing tackle—cer- 
tainly an item which few jewelers would consider when 
opening up a new store. Kortz & Son, however, carries a 
complete stock of top-quality fishing rods, reels, fly kits, 
accessories, and even packaged baits. One case at the rear 
of the store, near the credit department and alongside a 
comfortable lounge where sports-minded customers may 
relax and talk over their fishing trips, is devoted entirely 
to tackle. 

Fishing tackle was added to the Kortz inventory for 
only one reason—because regular customers of the store, 
dissatisfied with stocks in other stores, had frequently 
asked why Mr. Kortz didn’t carry the line. “When we 
got enough requests, we experimented with a few expen- 
sive rods and reels,” the jeweler said. “These moved 
out rapidly, and caused a lot of comment from other store 
visitors. Now, after a year of displaying and selling bet: 
ter-quality fishing tackle, in keeping with our prestige, 
fishing equipment is a profitable, traffic building® item 
selling to the entire community.” 


Similarly, Kortz & Sons carries an extremely wide 
choice of dresser sets, developed entirely because a check 
of the record book indicated many requests for them, and 
a definite popularity of such sets as wedding gifts in the 
Englewood community. Two counter cases and several 
feet of counter top space are always used now to show 
dresser sets in many price ranges. These have become 
fast movers in all price brakets, to the point that the 
Englewood store sells many times more dresser sets than 
any of the other Kortz units. 


Such sidelines as lamps, leather goods, small appliances, 
decorative artware, novelty costume jewelry, pictures, 
alarm clocks, picture frames, cutlery sets, etc., have all 
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heen added to the Kortz inventory on this record-book 
hasis. Of course there have been a few instances in which 
calls were misleading, despite many calls. In the long 
run, however, keeping permanent records of every call, 
and testing out the merchandise involved over a fair 
eriod of time has gotten excellent results for this Colo- 


rado jewelry store. 





Dignified Promotion Sells 
Costume Jewelry 


Doing away with the usual “costume jewelry atmos- 
phere” and redesignating this merchandise as “fashion 
jewelry,” presented with the same dignity and austerity 
as diamond engagement rings, wedding rings, etc., has 
kept this department steadily productive at Goldman 
Jewelry Company, Kansas City, Missouri. 

Well aware that the general public is accustomed to 
ridiculous markdown sales, and “junk atmosphere” in 
costume jewelry since the end of the war, Goldman’s has 
carefully stayed out of the low-priced jewelry field, and 
concentrates the “Fashion Jewelry department” instead 
on better-priced, distinctive jewelry items which, as far 
as possible, are never duplicated. Each piece of fashion 
jewelry shown is individually selected, must measure up 
to the store’s standards, and is “protected” by deluxe dis- 
play. skillful presentation, etc., against the costume jewelry 
atmosphere which Richard Goldman, store executive, feels 
has largely spoiled this bracket of merchandising for the 
reputable jewelry store. 

“We chose the term ‘fashion jewelry’ to distinguish 











—_——— 


our merchandise from what is loosely termed costume 
jewelry and to get away from the department-store com- 
petitive angle,” he said. “While fashion jewelry is not a 
big thing in relation to diamond sales, sterling silver, etc., 
it is still an essential part of our service to the public, and 
we give it the same consideration and care.” 

One of the most potent merchandising assets in con- 
nection with fashion jewelry, Goldman’s has found, is to 
constantly emphasize nationally-known brands, in con- 
nection with the colorful jewelry shown in the case. The 
names of prominent manufacturers are always shown in 
the case along with their products, and are sure to be 
mentioned by each salesperson at some time during every 
transaction. 

Prices for fashion jewelry in the Goldman store are 
consistently above those in competitive stores ranging 
from $10 to $75, and including hand-finished, neatly- 
designed brooches, pendants, clips, bracelets, etc., set with 
chip diamonds, with large amounts of precious metals, 
etc., and as pointed out above, never duplicated. As a 
result, the store's fashion jewelry department “stands 
on its own feet” and remains attractive to selectively- 
minded buyers at a time when a lot of “costume jewelry” 
has become a grab-bag item. 





A store owner in the East invited the interior decorat- 
ing classes in local high schools to come into his store 
and tell him how he could improve the appearance of the 
interior of his store at a reasonable cost. The results sur- 
prised him, and many of the pupils bought merchandise, 
foo. 
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FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


COOPER & SON inc. 
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NEW YORK, N. Y. 
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Attractive, Fast-Selling 


GUARD RINGS! 


* 
In 1/20 12 Kt. 


Gold Filled or 
Sterling Silver 


€ 
TO RETAIL 


@ 2.95 

















* RUBY 

POPULAR | e SAPPHIRE 
SELLERS! | *» EMERALD 
PRICED RIGHT ||, CRYSTAL 


FOR QUICK SALES 
AND GOOD PROFITS | 


Square Imitation Stones 


J.D. SCHLANG CO. 


305 EAST 46th STREET ° NEW YORK 17, N. Y. 
| THROUGH WHOLESALERS ONLY 





















































We Selieve 


This is the finest back for cuff links made 
today for the jewelry industry. It has 
bold modern design and perfect mechan- 
ical operation. Noth- 
ing to rust, easy to 
attach. 






clicks opening 
clicks closing 


Our U.S. patent No. 2,472,958 
is on all our backs. Look for it. 


All infringers will be prosecuted, 





Available in 14K yellow gold. 
Orders accepted in other 


metals. 
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Ideas Unlimited 


(From page 204) 


Although there is no requirement for a winner to make 
a purchase to be eligible for the drawing, sales volume 
in silverware has shown an increase of more than 25 per 
cent. The natural tie-up between window display and 
newspaper advertising has kept interest high, with cys. 
tomers making a special trip uptown each week to see jf 
their name is in the window. 

“This idea doesn’t need further advertising,” Mrs, 
Oberlin says, “as we are sure that everyone in town now 
knows about it. We intend to continue the idea indef.- 
nitely as it certainly produces a steady audience for our 
show window.” 

Carrying this registration idea still further, the 
Oberlins use another variation of it to making their store 
name a byword with their future customers—the younger 
generation. 

A registration book for high school children is kept 
too. Called the “Wish Book,” children write in their 
name, address, birthday, and the gift they would most 
like to have. They also write in their mother’s name and 
the name of her favorite silverware pattern. Each week, 
too, a child’s name is drawn and the winner is presented 
with a free gift. Like the silver promotion, this gift and 
a card with the winner’s name are displayed in the win- 
dow for one week. 

As a follow-up of the “Wish Book” registration, letters 
are mailed to the mothers of the children suggesting the 
gift the child wants most and includes with it a $1 mer- 
chandise check which may be applied to the purchase of 
the selected gift. 

Proof of the popularity of this idea is the fact that 
within a six-weeks period after the Oberlins started this 
promotion, they had a list of over 1,500 names in their 
registration books. It was necessary for them to employ 
an extra girl to handle the direct mail tying in with this 
idea. 

In addition to their newspaper advertising, Natchez 
Jewelers have a regular series of spot announcements on 
the local radio station and at the most popular theater in 
the city, an attractive color film, run alternately on silver- 
ware or watches, is a regular feature between each show 
daily. 


—— ee 


Merchant Cooperation 


(From page 206) 


Ames is fully convinced of the effectiveness of news- 
paper advertising for the small-town jeweler. He adver- 
tises regularly in both the Renton newspaper and in an- 
other weekly which is within the range of Renton’s rural 
area of more than 30,000. These ads vary in size from 
ien-inch display ads to the half-page advertisement which 
he uses for the firm’s yearly anniversary sale. Occasional 
radio advertising has also been effective. 

Full use is made of the store’s window display space to 
attract casual walk-in trade. Liberal use of fresh cut 
flowers adds to the interest of merchandise arrangements, 


he has found. 
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ther medium of advertising which Ames has em- 
ployed is the installation of clocks. A private flyer and 
irplane enthusiast, Ames tied in his business interests 
vith his hobby, by installing a clock at both the local 
airport tower and the field. The firm’s name is promi- 
nently printed on the face of the clock. Other Ames 
clocks have been installed in some 18 business establish- 


ments in Renton, as well. 

Recent store modernization has resulted in a number 
of benefits. Ames has found. Chief of these is the fact 
that he has increased his store display area to double 
that which he formerly had. This was accomplished by 
deepening the store area, which formerly measured but 
3() feet in depth. 

New wall and counter cases were installed, with em- 
phasis on good lighting and open display. Thus, cus- 
tomers can shop leisurely and often make up their minds 
about a purchase with little persuasion from the clerk. 
Ames and his employees have discovered that it is now 
much easier to close sales than was formerly the case. 
Indirect lighting is used on wall cases, and shadow boxes 
are lighted in the evenings, so that window shoppers can 
look inside the store at the displays. A feature of the 
front counter is the shadow box display at the front of 
the case. 

Ames is active in community afiairs, and is a member 
of the retail trade bureau and the aviation committee of 
the local Chamber of Commerce. He is also vice-president 
of the Lions Club, and is the Renton Airport Commis- 
sioner. 
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Safeguards Against Theft 


by FRED RUSSELL, manager 
Kortz & Son 
Denver, Colorado 

While petty and major theft in the jewelry store has 
been a negligible factor in operations through the past 
five years, it is almost a certainty that with lower incomes, 
slow decrease in prices, and a general downward trend in 
sales, there will be more attempts at theft during the next 
few years. 

We have already experienced several such instances in 
our neighborhood jewelry store, which has made it neces- 
sary to give some thought to safeguarding the store 
against theft of any kind. 

My experience in many years of jewelry retailing has 
been that during periods when sales are “on the down- 
grade” both the storeowner and his clerks are likely to 
become careless through anxiety to make additional sales 
and bolster sales volume. Therefore, it behooves the 
jeweler to use maximum care. 

One of the first steps we have taken against theft of 
diamonds or other gems is to install “safety chains” on 
the sliding doors on the back of each display case. There 
have been instances in which store visitors, with excep- 
tionally long arms, have been able to surreptitiously push 
open the sliding doors and reach into cases all the way 
across the counter, and pilfer diamond rings near the 
rear. To forestall any such instance in our store, we have 
installed 8-inch lengths of chain, similar to those used on 
doors for permitting ventilation while preventing anyone 
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TO WIN FRIENDS AND INFLUENCE CUSTOMERS 
with Sparkling Success 











OUR 


REFINISHED DIALS 


AND 
CUSTOM-FIT CRYSTALS 

will give any watch that “young look” 
ALSO 

BAND REPAIRING 

Three Convenient Services 

THAT WILL INCREASE PROFITS 

















WHEREVER YOU ARE, AN OFFICE TO SERVE YOU a 


SINCE 1926 (Formerly KIRK-RICH DIAL CORP.) 


Kirk Dia Co. 

1700 Commerce, Dallas, Tex., and 
Kress Bldg., Houston, Tex. 

Kirk Dra Lp. 

Toronto, Canada and Vancouver B.C. 





University Bldg., Denver 2, Colo. 
923 Penn Ave., Pittsburgh 22, Pa. 
83 Walton St. N.W., Atlanta 3, Ga. 


Kirk DIAL OF Missouri 
1103 Grand Ave., Kansas City 6, Mo. 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1440 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle 1, Wash. 

29 EF. Madison St., Chicago 2, IIl. 
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BASKETS of JEWELS 
by NEO 





#939—$90.00 


Prices Keystone 


#940—$70.00 


Shown actual size 


Flower-filled baskets against sunbursts—I4K gold— 
brooches or scatter pins — set with sapphires, 
rubies, zircons and garnets. 


NEO JEWELERS, Inc. 


Manufacturers of Distinctive Gold and Diamond Jewelry 


580 FIFTH AVENUE * NEW YORK I19,N. Y. 

















LAIGLON BRACELETS 


Look Better... 
Wear Better... 


L’Aiglon watchbands are first in appearance 
with lasting beauty, outstanding quality and 
perfect fit. 


Created in yellow, pink or white gold with 
stainless steel back in 1/20 12K gold filled. 


Also available in stainless steel front and 


back. 


Sold Through Wholesalers Only 


L & B JEWELRY MFG. CO. 


Makers of Watch Bracelets for 25 years 
36 Garnet Street Providence, Rhode Island 


Representatives in 


NEW YORK CHICAGO 


LOS ANGELES 
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from entering, near the bottom of each door. These are 
so located that salespeople can quickly slip them on and 
off, but requiring anyone else to come all the way aroyng 
behind the counter in order to move them. In this way, 
it is not necessary for us to keep the cases locked with 
consequent key nuisance, but case interiors are fully 
protected. 

We fully expect the old “gum trick” whereby a cys. 
tomer “looking at diamond rings” securely fastens a Ting 
under the glass front edge of the case for a confederate 
to come in and remove later on. 

In addition to the “gum trick” we were recently vic. 
timized by the “split-party” theft. In this circumstance 
a woman came in pushing a baby buggy in which there 
was a small child, and asked to see some expensive 
watches. Another customer entered a moment later, and 
walked to the diamond counter and wanted to see some 
diamond rings. I was alone in the store at the time, 
which necessitated my waiting on both customers at once, 
showing one customer a group of watch selections, and 
the other several diamonds, in order to satisfy both. 
Neither customer purchased anything and after both had 
left, I found that a watch had been stolen from the watch 
case because I had placed several out in the open at a 
time and taken my eyes off the customer momentarily. 


LIMIT CUSTOMER SHOWINGS 


To eliminate such occurrences, we have instituted a 
rule whereby only one or two at the utmost of any valu- 
able, small item, is handed to the customer at a time. 
Under this system, we use a velvet pad for displaying 
diamond rings, for example. No matter how many rings 
the customer wishes to see, the previous one is always 
replaced in the case before another is handed out to the 
velvet pad. By thus “switching” one ring for another 
during the sale, there are never so many rings out of the 
case at a time that the clerk will lose track. 

As an example of why this is necessary, we had another 
loss at one time when a customer came in to buy a 
diamond ring, and after looking over several from the 
case, decided that she preferred a style of mounting 
which was displayed in the window. I made several trips 
back and forth between the display case and the window, 
getting out one ring after another, but was unsuccessful 
in making the sale. After the customer left, in inventory- 
ing the contents of the case, one ring was found missing, 
which had obviously been pocketed at some time while I 
was away at the window. Although I had used reason- 
able diligence in this case, the customer had taken advan- 
tage of the right moment. 

We have instructed salespeople through the store to 
be extremely careful in watching customers who carry 
wrapped packages under their arms. In several instances 
through the trade “trapdoor packages,” which appear to 
be securely wrapped and sealed shut, but which actually 
contain a trapdoor at one end, have been used to vic- 
timize jewelry stores. In this type of theft, the customer 
will lay the package carelessly on the counter top: while 
she looks through whatever item is concerned. She can 
swiftly push two or three items through the end of the 
package where they can be carried out in perfect safety. 
The “trapdoor trick” is a difficult one to detect and there- 
fore, my salespeople and I are constantly on guard when- 
ever the customer brings in a package of any sort. 
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Also appearing on the scene is the “third-arm” variety 
of thief, who usually wears a heavy overcoat with an 
artificial arm with hand projecting, in the right sleeve. 
This makes it appear as though both of the pilferer’s 
hands were in plain view during the time he is looking 
over jewelry displays, while in reality, his right arm is 
moving back and forth underneath the coat, and he can 
readily push his hand out through the fly to snatch up 
any small item, without fear of detection. 

As pointed out before, the anxiety of salespeople to 
maintain sales volume at all costs, quite frequently leads 
to carelessness in terms translated into petty theft. There- 
fore, standard instructions at our store before waiting on 
any customer, is for the clerk to stop and think “is there 
any possibility of theft in the way I am handling the 
merchandise.” Once giving this matter some considera- 
tion, we have found, salespeople will take every pre- 
caution to prevent serious losses. 





“Price Bond”’ Spurs Lagging Sales 


When he discovered that many people were “putting 
off’ appliance purchases due to a feeling that “prices 
will go down very soon,” Harold Lederman, appliance 
buyer at the Goldman Jewelry Company, in Kansas City, 
stimulated sales by developing a “price bond” which 
guarantees purchasers refund of any amount they might 
have saved by waiting over the period of one year. 

The Goldman Jewelry Company, one of the first major 
jewelry stores in the country to go into major appliance 





retailing, operates one of the largest appliance depart- 
ments in the downtown Kansas City district. Sales were 
excellent from immediately after the war until early 1949, 
according to Mr. Lederman, but, as he pointed out, dur- 
ing this year, there has been a marked predilection on the 
part of appliance prospects to “hold off and wait” in the 
hope that prices will shoot downward within the near 
future. 

After studying the situation, Mr. Lederman developed 
the “price bond,” which is printed in bright royal blue 
ink on heavy paper, with a space at the top for the name 
of the appliance purchaser and a description of the item. 
The guarantee below reads—“The above described mer- 
chandise is guaranteed against any factory price reduc- 
tion for one full year. During the term of the bonded 
agreement, the amount of reduction will be credited to 
your account or refunded.” 

Displays of the bonds in the window resulted in a 
nearly immediate upswing in appliance sales. 

“That the promotion actually did the job of convincing 
customers of the wisdom of going ahead and buying 
now, Lederman pointed out, “is seen by the fact that 
almost every appliance purchaser since we made the offer, 
has insisted upon the bond with each appliance.” 





The custom known as the time payment was first intro- 
duced at the turn of the 19th century by Eli Terry, pio- 
neer American clockmaker, when he discovered that the 
lowest price he could put on his clocks, $25, was too steep 
for many people. 














Another Jewelry Store GIFT ‘Natural’ 





A Gentlemans COAT WALLET 


New Enger-Kress ‘‘Swing-/t'’ 


Here is an improved pocket secretary and coat wallet. In 
addition to currency, card and letter pockets, a transparent 
frame holds a photo or identification. 


Retails in various leathers—$2.50 to $3.95. 


No. 531 is similar. in design, with the cover hand turned, 
leather lined. Retails $5.00 to $9.00. 





No. 530 


This is just one 

of the new ideas that 

Enger-Kress presents this fall. . . our greatest in 
64 years. This season tie in with Enger-Kress . . . 
feature the smartest in personal leather goods, all 





er 


IN 
gt BEND, wiscoNns 
we 


Kop ene ge 





New York 
47 W. 34th St. 


Chicago 3 
36 So. State St. 
Room 1224 Room 959 


FOR OCTOBER, 1949 225 











Wi sof L racetels Made So Yine 
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40 fine they are 
worthy of lhe words 
finest movements. 


For Niagara Quality 


be sure ‘of 
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Bracelets in 14K Gold 


Sold only through wholesalers 














EXTRA Christmas PROFITS 


..- NO investment in stock 
..»NO inventory to carry 


THIS 
DISPLAY 
is all you need 





Bronzing baby shoes 
by the BRON-SHOE 


process provides a 


profitable sideline, }eaax 
steps up your Christ- 
mas volume and 
builds goodwill for J 
you with quick ser- : 
vice and unsurpassed 
workmanship. Write 


for details today. 


AY \\( 


BRON - ™ SHOE 
\ Beautiful 


Miniature Bronze Shoe. An exact replica of 
a baby shoe gorgeously plated. Write for 
yours, or cut out this ad and mail it in. 


FREE! 
BRON-SHOE CO. 


268 E. BROAD STREET @® COLUMBUS, OHIO 
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informed that any check on credit rating, etc.. 
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of course, the secretary's 


Mezzanine Office Solves Credit Selling 


Problems 


by F. D. FOGG 
F. D. Fogg & Company 
Albuquerque, New Mexico 

One of the most important services the jeweler cap 
render his customer when it comes io credit selling, we 
have found, is to set up some form of private, sound. 
proof office, where credit terms may be discussed withoy 
fear of overhearing or embarrassment. 

When we completed our new store during 1948, we 
kept in mind the fact that there will be more and more 
credit selling during 1949 and future years and, there. 
fore, set aside plenty of space for this provision. 

Few jewelry store customers, we have found, like to 
discuss credit terms or time-payments of any sort over 
the counter at the time they make their purchases. There. 
fore, in designing the interior of the store, we left space 
for a small mezzanine balcony, projecting out over the 
general offices downstairs, wnich is reached by a con. 
venient stairway connecting with the first floor. 

The “credit mezzanine” has been given special archi- 
tectural consideration, in the form of soundproof walls, 
and a soundproof acoustical block ceiling, which makes 
it impossible for anyone, even standing in the doorway, 
to hear conversations going on inside. 

In the 12x8 foot space provided, we have set up two 
metal files, in which complete records of every credit 
transaction are kept, a modern desk and three comfort- 
able chairs in which customers may be seated. Ranged 
around the room are pedestal-type ashtrays, a convenient 
set of desk pens for filling out forms and signatures, and, 
desk. 

Now, as soon as a salesperson completes a sale and the 
customer indicates that she wishes to purchase it on 
credit, the “credit secretary” is paged via an intercom- 
munications system, and comes down to the first floor 
where she is introduced to the customer. The latter is 
then invited to step to the mezzanine to discuss terms in 


' complete comfort and privacy. 


We use several svstems of credit selling. all of which 


_ are carefully explained to each customer. and assign an 


The latter are 
will be 


individual file envelope to each crstomer. 


kept completely confidential, and any special features 


about the credit purchase are 


cee ° | ” 
ironed out in advance. 


PRIVACY SELLS UNDECIDED CUSTOMERS 


Our experience since setting up the credit mezzanine 


has been that it has enabled us to sell many people who 


' would otherwise be inclined to “let it slide.” 





Many cus- 
tomers have voiced their appreciation of the comfortable, 
air-conditioned credit mezzanine and the complete privacy 
which it affords has encouraged many customers who 
never utilized credit buying terms before to use it 
regularly. 





As a test of table etiquette, a certain store set up break: 
fast, luncheon and dinner tables, each half correct and 


the other half in error, such as salad plates on the wrong 


side of knife and fork. Shoppers were invited to hunt 
out the mistakes with a luncheon set being a reward for 
the best list. 
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“Staged” Displays Accent Hollowware 


There are many ways in which the eye-appeal of ster- 
ling hollowware display cases may be ——— — 
ing to the F rank Mindlin Company, jewelers of Albuquer- 
que, New Mexico. | 

Frank Mindlin, head of the store, feels that the uni- 
versal “sameness” of ordinary wallcases, usually con- 
sisting of orderly rows of sterling hollowware on glass 
shelving and under fluorescent light, are SO commonplace 
that they excite little interest from visiting customers. 
Therefore. in a recent remodeling job which covered 
the whole store, Mr. Mindlin created several innovations 
which make certain that every store shopper pays some 
attention to sterling or plated hollowware. 

By far one of the most interesting and unusual ideas 
is a policy which has been in force at the Mindlin store 
for many years. This is a supported “shadowbox” in the 
center of each of six polished hardwood display cases 
down both sides of the store, which focus attention on 
either a piece of antique sterling hollowware, or the 
newest item received in stock. As shown, all of Mindlin’s 
wallcases are of the vertically sliding glass-front variety. 
Instead of utilizing straight-across sections of shelving, 
however, each case contains 14 small sections of shelving 
staggered at various heights through the case, so that 
there is no such thing as “an unbroken line” in the inte- 
rior. The small individual sections of shelving will ac- 
commodate from two to a dozen pieeces of sterling hol- 
lowware, depending upon the size, with the assurance 
that each display will get more attention because it is 
well-separated from the others. 


CENTERS EYE APPEAL . 

In the center, done in rich blue with ornamental scroll 
work, is a separate “shadowbox” 2 feet high by 14 inches 
wide, and 10 inches deep. This, appearing in the center 
of the staggered shelving, is an actual center of eye- 
appeal. In each, Mr. Mindlin shows such attention-com- 
pelling pieces as antique urns, teapots, pitchers. coffee- 
pots, etc., from his own collection of antique sterling. 
“Almost everyone is interested in antiques,” he pointed 
out, “and therefore invariably notice the shadowbox dis- 
plays. After examining the antique sterling silver, it is 
a natural process to likewise look over the new sterling 
hollowware on the staggered shelving surrounding and 
in this way. we believe that the case exercises a much 
more potent selling pull.” 

The central shadowbox units are used not only for 
sterling and plate, but for gifts, precious jewelry and 
other items—always featuring the outstanding new item 
in the center. 

Midway between the front sales section and the rear 
gift shop of the store, is a row of built-in wallcases, at 
eye level. in which more silver hollowware is shown. 
Making a study of lighting, Mr. Mindlin resolved to set 
up displays in which the maximum amount of light 
would appear on the silver, and came up with a unique 
design whereby the recessed wallcases are literally 
“framed in fluorescent light.” The border of each case 
at front and both sides is composed of frosted glass, 
behind which are two fluorescent lamps which throw 
powerful illumination from three directions on the silver 
shown on the two levels of shelving. 
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#361 7 pc. dome shaped velvet case. 7 x 43% x 2. 
Removable tray. Suggested retail price $15.00 


A recent impartial survey discovered that 82.7% of all 
manicure sets are purchased for gifts. CUE proudly pre- 
sents THE JEWEL CASE — fashioned of rich lustrous 
velvet, celenese taffeta lined and graced with gold plated 
precision implements — it is the ideal gift that is always 
sought but rarely found. 


All CUE manicure sets are specifically designed as gift 
packages. New style pocketbook frames and luxurious 
fabrics give CUE sets the eye appeal that insures rapid 
sales. 


Write for the name of your nearest wholesaler or for 
copies of our catalogue pages illustrating a complete price 
range from $5.00 to $25.00 retail of manicure sets and 
men’s and ladies’ leather travel accessories. 


PHILLIPS-BUTTRICK INC. 
138 West 25th Street 
New York 1, New York 
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obtainable through 


RODANA WATCH COMPANY INC 


745 Fifth Avenue, New York 22, N. Y. 





INCREASE YOUR SALES 





REPAIRING 


SLOVES Unusual Sterling Silver Gifts 
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Grape Shears — Distinctive and 


of any bottle or cellarette. A charming grape cluster handle in 
unique sterling mark of distinction beautiful open design. Features a 
to identify contents. Richly orna- sharp stainless steel cutting blade. 
mented, oxidized engraving: GIN, A masterpiece of silver craftsman- 
BRANDY, SHERRY, RUM, ship, amazingly low priced. 
SCOTCH, RYE, WHISKEY, Dealer’s Cost, each.......... $9.00 
BOURBON. Truly a unique gift. 

Dealer’s Cost, each......... $1.25 





High 


graceful 
pierced design witli decorative bor- 


Salt & Pepper Set—Graceful, tal! 
and outstanding in design. Beauti- 
fully crafted and impressive in size. 
Hollow base, 4%” high. Exceptional 
value. Dealer’s Cost, per set. .$3.50 


-—os 


der. Weighted base 6” high, 5% 
diameter. A quality piece priced for 
fast sales. Dealer’s Cost, each $3.80 


Prompt delivery on all items —order today! 
Write for Catalog and Price List 


J. SLOVES, Silversmiths '” Sy. 3 n?9" © 





PLATING © REFINING ¢ WE BUY OLD GOLD AND SILVER 
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Boost Middle-Week Trade 


Wednesday, formerly the slowest day of the week, js 
now runner-up to Saturday in both foot traffic and sales 
volume for merchants of Bremerton, Wash. This has been 
accomplished through the medium of Wednesday “Spot: 
light Specials” advertised in the Bremerton Sun. 

This original group advertising promotional idea Origi- 
nated with the advertising department of the Sun, the only 
daily newspaper in this city of 33,000 population. The 
idea could be emulated with equally good success jp 
other communities where similar advertising coverage 
is available. 

Since the first appearance of the “Spotlight Specials,” 
results have been so consistently good that they have ap. 
peared regularly on Tuesday of each week, ever since, 

The ads are run in a separate part of the newspaper, 
with no news articles or other advertising matter on the 
pages in which they appear. Each page of advertisements 
carries a full 8 column, 3 inch header across its top. All 
ads are a uniform 2 columns x 2% inches in size, and 
all are similar in make-up. Though a firm may take more 
than one ad per issue, it cannot buy a larger ad nor 
resort to unusual make-up to attract attention at the ex- 
pense of other advertisers. Only one item may be pro- 
moted in each advertisement. Merchants are urged to 
make this a genuine bargain which will attract cus- 
tomers to their store and to the shopping district. 

There are always at least two full pages of Specials, 
and occasionally three and even four pages have been 
run. There have also been two anniversary issues car- 
rying an 8 page special section for Spotlight Specials 
alone. These are put out in “rainbow color,” with two 
pages in red, two in blue, etc. One full page holds 28 
advertisements. 

A device to attract readers to the section has been the 
placing of names of Bremerton and rural residents in 
different ads throughout the section. Names were chosen 
at random from the city directory, telephone directory, 
and similar sources, with 20 names inserted with each 
issue. The individuals thus selected were offered a dol- 
lar’s worth of merchandise from any advertising mer- 
chant. To qualify, they had to report at the office of the 
Sun, where they received a coupon which they then 
cashed at the store they selected. The coupon, of course, 
was good only for that particular Wednesday. A similar 
use was made of car license numbers. Though these 
two devices are no longer used, they were partially re- 
sponsible for originally stimulating the wide attention 
which the “Specials” invariably receive. 

Merchants have found the ads doubly effective by us- 
ing a point-of-scale tie-in. This consists of an 11” x 14” 
“Spotlight Special” card with a space in the center for 
mounting of the firm’s ad for that week. Several cards 
are supplied to the merchant, who places them where 
they will be seeen in the window or inside the store. 

The “Specials” have had particularly strong appeal 
for the small merchant who cannot afford an expensive 
advertising campaign. ‘They provide a medium through 
which he can reach the public at relatively small cost, 
yet which he knows will be read with attention. Since 
ads are the same size and make-up, his gets the same 
attention as does the larger merchant’s. The ads have 
also been effective in clearing dealers’ shelves of slow- 
moving war time merchandise which had to be disposed 
of anyhow, at substantial price reductions. 
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Spot Program Has Large Audience 


“We have been using a five minute radio spot for the 
several years as our major advertising medium,” 
‘avs J. G. Schleyer, manager of Royal Jewelers, Harris- 
burg, Pa., “which has built the popularity of our store 
as well as our business. 

“Our radio spot is called the Royal Dollar Parade and 
has one of the largest listening audiences in the Harris- 
burg area, proven by various checks and surveys that 
have been made from time to time.” 

Promptly at 6:30 P.M. every day excluding Sunday, 
the announcer starts out with “This is your Royal Dol- 
lar Parade brought to you through the courtesy of your 
friendly jeweler, the Royal store in Harrisburg. 

“Now we are going to give you a key word and are 
going to select one number from the local telephone 
book. If you can repeat the word we shall be glad to 
send you a five dollar cash prize. If you do not answer 
the right word, we shall send you a consolation prize that 
will be selected from the Royal Jeweler’s store.” 

The key word is usually a brand name of some line 
of merchandise handled by the store. In some cases it 
has been Keepsake, Bulova, Rogers, Community Plate 
and many others. 

“This entire program only takes five minutes,” says 
Mr. Schleyer, “and has gained wide appeal because of 
its simplicity. If a *phoned party mentions the key word, 
we are informed and a personally-typed letter is sent 
which reads: Dear Mr. Doe: Congratulations on win- 
ning the ‘Jack-Pot’ on the Royal Dollar Parade on 
(date). 

“Kindly bring this letter in person to our store at 
your convenience and receive the award of five silver 
dollars. Best wishes and keep listening.” 


past 


If a consolation prize has to be awarded a party 
because they weren’t tuned in or didn’t catch the key 
word, the five dollars is added to the next day’s pro- 
gram. At one time the “jack-pot” went as high as $150 
and the listening audience was at an all time high. 


Consolation prize winners are sent a-typed letter as 
follows—Dear Mrs. Doe: There’s a fine gift (item men- 
tioned may be pen, pencil, lighter, etc.) waiting for 
you at the Royal Jewelers, 317 Market Street, as the 
consolation award on the Royal Dollar Parade for (date 
inserted here). 


“Kindly bring this letter, in person, to our store at your 
convenience and receive this lovely gift. Next time we 
hope you win the ‘Jack-Pot.’ 

“These letters bring winners into our store and fa- 
miliarizes the listening audience with it,” explains Mr. 
Schleyer, “which is the main purpose of our program 
as far as I am concerned.” 


At the entrance to the Royal Jeweler’s store is a large 
clock and, pointing to it, is a large blue cardboard ar- 
row. Painted on this arrow is the reminder—“Listen to 


the Royal Dollar Parade everyday at 6:30 P.M..” 


Another tie-in are the several small signs placed in 
the front show window reading: “Listen to the Royal 
Dollar Parade at 6:30 P.M.” In front of these small cards 
are a pile of silver dollars. This display is located at dif- 
ferent locations in the window and attracts considerable 
attention. 
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Profit again 
with 
another new fast-selling 
SPEC-BAND* 


PEARL SPEC-BAND 





... another exclusive 
Penny Pendleton orig- 
inal, exquisitely fash- 
ioned from lustrous 
simulated pearls in all 
their radiant beauty. 
Strung on nylon. Gold 
and silver-plated fer- 
rules. Priced to retail 
at $1.50 





GROSGRAIN SPEC-BAND 





$$ —$ 





... for everyday wear, at home, at the office, 
at play. Comes in many style-wise colors 
to flatter the fashions. Retails at $1 


Look to the leader for profits. 
SPEC-BANDS are fashion new 
and year ‘round profit-makers. 
SPEC-BANDS unmatched styl- 
ing and superb quality right 
down to the last detail assures 
customer satisfaction. Genuine 
latex grippers in two sizes fit 
the temple bars of most glasses. 





the original 


SPLO-BANDS* 
styled ou ong 


CASH IN on SPEC-BAND’S 
full merchandising program 
of national advertising and 
promotional material. This at- 
tractive 1949 prize winning 
self-service display package, 
window and counter cards, 
newspaper mat service and 
striking two-color inserts are 
FREE to SPEC-BAND dealers. 


*TRADE MARK 
PATENT NO. 2481946 


PEN NY PENDLETON, INC. 


8028 FORSYTH BLVD. ST. LOUIS 5, MO. 
IN CANADA: Chantler & Chantler, Ltd., 49 Wellington St., W., Toronto, Canada 








EXPORT DEPARTMENT: G. T. Gregory & Co., 152 W. 42nd St., New York 18, N. ¥ 
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So Wee 


coy MUSICAL PARADE 


Fisher 


of, 
Ns 


tJ 


Musical charms and brooches on Fisher 
displays are steady selling gift items — 
purchased by musicians and music lovers 
—in Sterling, Gold Plate, 10K, and 14K 
Gold. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 











WHEN PRICE TALKS... THIS 
SOCHARD TRAVEL ALARM 
CLOCK RINGS THE BELL! 


The smallest, thinnest domestic travel alarm clock made 
at this price. Leave it to Sochard to bring you a clock 
that looks like twice the money in its handsome simulated 
leather case. If you want price and you object to bulk, this 
is the travel alarm for you. Available in red, brown, green 


and blue. 


Place your orders immediately 
and head big sales your way. 


HENRY SOCHARD “sxsrgci c's." 


435 FIFTH AVENUE, NEW YORK 16, N. Y. 
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Diamond Customers Want Privacy 


In some respects a small town jeweler Operates at 4 
considerable disadvantage by comparison with his large. 
city fellow business men. George F. Mathis of Mathis 
Jewelry, Toppenish, Washington, feels. Toppenish js q 
town of approximately 4,000 population, with the resy}t 
that most of Mathis’ customers are personally acquainted 
with one another. Until Mr. Mathis realized what was 
happening, this fact cost him several diamond ring sales, 


With no well-appointed diamond room to take his cys. 
tomers into, Mr. Mathis used to show a prospective ep. 
gagement or wedding ring customer his wares over the 
counter. Occasionally it happened that a friend of the 
prospect would enter the store and start “kidding” his 
friend about the ring, or the coming wedding. Though 
he didn’t realize it. he was actually hiding the jeweler 
out of the sale, as the prospect would usually become 
embarrassed and leave without buying. In most cases, 
the prospect did not come back, but made his purchase 
later in the larger city of nearby Yakima. 


The solution was simply to take the prospect into the 
office at the rear of the store. Though with too limited 
floor space to install a separate diamond room without 
subtracting from his display area. Mr. Mathis has found 
this expedient to be fully satisfactory to the customer, as it 
puts him at his ease and in most cases leads to closing 
of the sale. 

Another expedient Mr. Mathis uses, is to display rings 
in the cases, in their individual boxes rather than on 
trays. He must necessarily operate with a more limited 
stock than a large city store, and this method enables 
him to make the case look fully stocked without placing 
his entire inventory in the case. He can therefore change 
displays frequently to renew their interest for shoppers. 
In addition, he believes, customers are not so easily con- 
fused as when confronted by a tray full of many different 
rings. 





What Is Your Advertising Problem? 


Wrar is your advertising problem? Are 
your ads pulling? If they aren't, or if you're uncer- 
tain as to what should be done, how can you get the 
straight dope on writing and preparing jewelry store 
advertising? Here are two questions that bear upon vital 
problems of advertising: 


Q. “We run mostly small ads. What can we do to put 
the greatest amount of punch into them, and to give them 
attention value so they can compete for the reader’s eye 
on a busy newspaper page?” 


A. The Advertising Research Foundation, under spon- 
sorship of the Association of National Advertisers and 
the American Association of Advertising Agencies, has 
carried out a continuing study of newspaper advertising. 
It’s been going on since 1939. One of the things they 
set out to discover in this study was what gives an adver 
tisement eye-catching punch. 

Many business men—and many professional advertis- 
ing men as well—believe that an extra original touch, 
some gimmick or style note that’s different from the 
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NOW ANYONE 
CAN ENGRAVE RINGS 


UUSIDE! 





JEWELRY SALESMAN 


We are searching for a high-grade jewelry sales- 
man who can do a first-class job representing 
our old-established, well-known concern and 
who can do a top sales job with our nationally 
advertised, branded line, considered one of the 
best in the jewelry trade. 








Send for 


We want a salesman who will hope for many Folder R 


years of association with this company. Travel- 
ling is necessary, so that owning a car for busi- 
ness is essential, and if you know the leading 
retailers it will be helpful. This job will be 

permanent, it will pay well, and we feel entitled errsiteeaneeserenrienrnas 
to make our requirements for the applicant os 


high in order to get the best man in the field. : over 4000 seweters 






geta 


NEW HERMES - poy out of profits 















ENGRAVE , 
— THE MODERN / 


We will invite you to hear about ourselves, this 
job, and our products if you will first tell us, 
in confidence, about your experience in the 
jewelry trade, and why you think you can do a 
bang-up job for us. Only complete information 
in your first letter will be considered. 
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BOX “M-3313,” care 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 EAST 42ND ST. NEW YORK 17, N. Y. 





























STOP THE Crowns!!! | BIGGER THAN EVER 
ani REGENS PROMOTION! 








Make your windows eye arresting by .. . 


Showing a selection of natural 


| More than 
ROUGH GEMS Selling 
_— Impressions 

ein brilliant colors, ee 





Fielde Stream 





in sharp beautiful crystals as nature made them .. . 
GARNETS and AMETHYST erystals, loose and in the 
rock matrix, blue-green AQUAMARINES and BERYLS,. 
PERIDOTS, colorful TOURMALINE erystals, golden 
TOPAZ crystals and other gems. 





@ Right through the Fall, bigger than 
ever Regens ads will reach your best 
customers in all of these leading 


A lasting display made up of material of rare natural mi national magazines. Newspaper mats 
beauty and chosen for one purpose ... to attract and : and giveaway literature are avail- 
excite interest. able for your tie-in promotion. A 
i beautiful new ivory plastic counter 
display holding four lighters will help 
you sell Regens in your store. Stock 
early to make the most of this big 
new Fall profit program. 





Complete collections of these gems are offered together 
with two especially constructed displays made to best 
show each rough gem separately with your own loose or 
mounted goods (Birthstones, etc.); one with a neutral 
gray plush base and the other of a jet black. Spaces are 
provided for your descriptive cards wh‘ch can tie in the 
story from rough gems to finished jewelry. 





For extra profits sell SOLD THROUGH 
Regens Lighter Fluid WHOLESALERS ONLY 
Regens Yellow Flints 











Prices for complete collections, which vary according to 
the size of the individual gems in each collection, and 


including the two special displays, range from $55 to $250, In nickel, chrome, enamel, = 
F.0.B. Los Angeles, California. etched or HANDSOME 


WAN al 
P(t! 


NEW RHODIUM FINISH 


EDWARD R SWORBODA $1.50 TO $5.00 RETAIL 


448 So. Hill Street Los Angeles 13, Calif. 
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-== PRICED WITHIN REACH 


Bosca-Built features leathers your 
customers like to handle at prices 
you do too. Each made with 33 
years of skill . . . Each with a 
written guarantee. From $1.00 up. 


Write for complete catalog and list. 


*K Items shown are in choice leathers of 


R. J. WIDEN CO., North Adams, Mass. 


BOSCA BUILT 





AN 
HUGO BOSCA CO., INC. 


E. MAIN ST. SPRINGFIELD, OHIO |= 














One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Cameos, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full porticulars 


CHINESE JADE CORP. 


Lume East 39th St. © New York 16, N. Y. © MUrray Hill 3-2514 ut 








IT'S NEW ... FASCINATING ... PROFITABLE 


Enrollments now being accepted for fall term. Study Gem- 
Setting the correspondence way. All tools and materials fur- 
nished. Learn Today with Bo-Day. A free booklet and full in- 
formation will be forwarded upon request. 
BEAUDET'S JEWELER'S ARTS, INC. 
1940 North 3rd Street Milwaukee 12, Wisconsin 
The original School of Correspondence in Gem-Setting 

















40 years 
Repairing Seed Pearl 
Jewelry for the Trade 
Send us your Repairs 


We carry a complete line 
of Seed Pearl Jewelry 


ASIATIC ART JL’Y CO. 
225 5th Ave. 
New York 10, N. Y. 
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established advertising pattern, is the secret of securin 
readership for small advertisements. But the continuin 
study found this to be a wrong conclusion. Indeed, ap 
attempt to put punch into small advertisements by th 
use of too original ideas and style actually lowered the 
readership. 

The small advertisements that followed the tried and 
tested rules for mass selling were those that scored high. 
est in reader interest and attention. 

Turning and twisting the type, or running it upside. 
down, likewise reduced the readership. Too much black. 
on-white cut down the number of readers. Too many 
illustrations did the same thing. Extra heavy type face, 
merely confused the readers to the point where their eyes 
skipped the advertisements’ vital messages. Distinctive 
borders were a drawback, reducing rather than increasing 
the readership. What, then, was the finding for increas. 
ing small ad readership? The study found that the simple 
ad grabbed the most readers. 

The layout should be simple and easy to read, Yoy 
can get complicated, and introduce fancy doings, in g 
big advertisement where you have plenty of space to play 
with. But in the small ad, you must keep it simple. 

The studies proved an important fact. Two techniques 
are almost sure-fire attention-getters for small advertise. 
ments. They are cartoons (or comic strip continuity 
technique), and photographs that have human interest— 
such as photos of people. 

In one issue of a metropolitan daily newspaper, the 
Advertising Research Foundation set out to discover how 
many people had seen and read the smaller advertise. 
ments. Here’s how they ranked: 

An ad employing the technique of a single cartoon, with 
the punch line putting over the selling plug was read by 
31 per cent of the men and 32 per cent of the women 
who bought that issue of the paper. Another ad using 
the same style was seen and read by 33 per cent of the 
women and 45 per cent of the men. A cartoon “comic 
strip continuity” ad (such as the toothpaste ads that run 
in Sunday comic sections) had a readership of 19 per 
cent of the men, and 17 per cent of the women. 

Elsewhere in the,paper, a small ad measuring only one 
column by 53 agate lines was read by 11 per cent of the 
women and 7 per cent of the men. It used the human 
interest photo technique, taking half of the space for a 
geod face photograph. Another small ad, two columns by 
176 lines, had a readership of 17 per cent among the 
women and 10 per cent among the men. It also employed 
the human interest slant. 

If you’re planning to use this photographic technique, 
it is a good idea to choose your photographic shot with 
two things in mind: First, it should show the product in 
use by a human—not be just a cheesecake photograph 
of leg art. Second, it should be a simple photograph, 
uncluttered with too much background and folderol. 

Q. “I often advertise the same thing over and over. 
Is it better to run the same ad many times, or should ! 
design a different ad each time I run it?” is another 
question. 

A. The big advertising agencies and the national aé- 
vertisers are constantly testing and trying out various 
procedures in an effort to reduce what was once a hit 


or-miss proposition in mass selling to something like an 
(Please turn to page 244) 


THE JEWELERS’ CIRCULAR-KEYSTONE 











with meaning 


New! Fraternal Rings.... 





Odd Fellows Ring 


Here's an Odd Fellows Ring 
with real meaning, rich symbol- 
ism, elaborate detail, fine crafts- 
manship! Choice of 10 or 14- 
karat gold. Prices upon request. 











Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


were ARTS « CRAFTS co 


FINE MEN‘S RINGS 






106 ANN STREET 
HARTFORD, CONN. 


Ee 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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Stars of David 


New A?tractive 
Designs 


in 14Kt Yellow and White Gold 


HAND 
ENGRAVED 








Memorandum Selection on Sadiatel 
ANTIQUE REPRODUCTION EARRINGS 
IN l4T GOLD 


M. MOROCH 


22 Eldridge St. New York 2, N. Y. 
Phone: Walker 5-4638 

















MASONIC RIN G | 


Here's a Masonic Ring with real 
meaning, rich symbolism, elab- 
orate detail, fine craftsmanship! 
Choice of 10 or 14-karat gold. 
Prices upon request. 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. | 





















* Patents Pending 


ARTS & CRAFTS co 


FINE MEN’S RINGS 







106 ANN § STREET 
HARTFORD, CONN. 
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Send for Folder R 
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NEW HERMES - poy out of profits 


; hat New York 3 
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of a NEW HERMES 


— pay out of profits 


















Ask for Folder G 





NEW HERMES 13-19 University Pl., New York 3 } 














NEW and DIFFERENT 
Christmas Gite 


fet | ©”... by Cotter 


PURSE ATOMIZERS and FLACONS 


Leak and Evaporation Proof @ Unconditienally Guaranteed 
PERFECT GIFT ITEMS—Easy extra sales 


EASY EXTRA PROFITS! 












F100— Gold plated 
Flacon — Six simulated 


stones. 
$1.95 plus Fed. Tax 


No. 305— Gold 
plated Atomizer. 
: $7.50 { Fed. tax} 


No. 605 — Genuine 
Mother-of-Pearl Atom- 
-izer. $7.00 (no Fed. tax) 


All Prices Fair Traded 


Usual trade discounts 
TERMS: 2% 10 days— 
. Net 30 
F.0.8. New York City 
FREE: Mats, counter 
displays arid mailing 
pieces. 

Other Stn from 











95 u 
Address mauiries. to Dept. J 


INC. 111 BROADWAY, NEW YORK 6 


COTTER MFG. CO., 























2. Glass Punch Set 


4. French Earthenware 


KALLA AMARA IONE 
. . 2x 
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1. Early Spode Engraving 





Christmas Centerpiece 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. One of Spode's earliest engravings (c.1780), the Tower 


C] 


CI 


pattern is printed underglaze in deep Staffordshire blue. 
Center design is Chinese in feeling, while the border is 


English. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


2. New "Rustic" pattern in 14-pc. punch set including tray, 
2-gal. bowl, ladle, and glasses—retail $35. Design is done 
in complete line of drinkware, vases, table accessories and 
salad sets. By Hunt Glass Works, Inc., of Corning, N. Y. 


3. Christmas centerpiece by Robyn of California includes 
8" Santa in white or red with pack for flowers, retail at 
$18; white reindeer, $12.50 each; and white and gold sleigh 
retailing at $15. From Edna Cox, 527 W. Seventh St., L. A. 


4. Back on the market are this "Old Strasbourg’ pattern 
and the "Rooster' pattern in French earthenware from Lune- 
ville. Full dinnerware in both decorations are carried in 


stock by Fisher, Bruce & Co., 219 Market St., Philadelphia. 


5. Book-ends in sturdy metal covered with Morocco leather 
in red, green, wine or brown with all-over decoration 
stamped in 24K gold; #737, it may be retailed for about 
$5.95. By A. C. Thomas & Co., Inc., 33 W. 30th St., N. Y 
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FOR CUSTOMERS WHO 





In key cities throughout the nation 
we pre-tested the sales appeal of this 
graceful, classic hand-cut pattern on 
our fine quality crystal stem-ware. It 
won instant favor with customers of 
discrimination and good-taste. It be- 
longs with fine china and silver. For 
the sales franchise of Imperial’s hand- 
cut Laurel Crown pattern, write to our 
Sales Office, Dept. JCK and a repre- 
sentative will contact you immediately. 


Table Goblet, 12-0z. Footed Ice Tea, 
Saucer Champagne, Wine, Cocktail, Low 
Sherbet, 5-oz. Juice, 6-in. and 8-in. 
Plates. Approximate retatl $30.00 dozen. 











IMPERIAL GLASS CORPORATION — Bellaire, Ohio 
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4. Aquarium Lamp 


5. Italian 
Pottery 








3. Glass 


CI 








1. Glass Salad Set 


Cigarette Set 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Available again—salad service in intaglio etched glass in 
"Fruit" pattern. Set includes I1!/." platter and four 7!" 
plates, retailing at about $5. Separately, platter is $2, plates 
75¢ each. From Imperial Glass Corp., Bellaire, Ohio. 


2. ‘‘Minuet'’ pattern in Royal Tettau china from Bavaria—a 
delicately drawn floral center and border done in maroon, 
blue, gray or emerald green. The place setting retails at 


$12.50. From Fondeville & Co., Inc., 149 5th Ave., N. Y. C. 


3. Modeled in heavy crystal glass is this cigarette set 
including oblong, covered box to be retailed at $2.50, and 
4'/,"" square ash trays which may be retailed for $1.25 each. 
Manufactured by the Fostoria Glass Co., Moundsville, W. Va. 


Aquarium lamp with removable, 3-gallon aquarium in solid 
brass and plate glass, made to retail complete for about 
$50. The shade and wooden base may be finished in any 
color. From Morrow-Stevenson, 610 North Robertson Blvd.,L. A. 


Appealing new “pedigreed pups" in Italian pottery in- 
clude "Basket Dog" in 7", 9", and II" sizes to retail for 
$5, $7.50 and $10. Sold in assmts. of 6 small, 4 medium, 
and 2 large. From Marks & Rosenfeld, 147 5th Ave., N. Y. C. 
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‘ beirloom 


Fine Bavarian China by the world-famous Carl Schumann factory. Known for years as producing some of the 



















finest china to come out of Germany. 


The decoration is a handsome rose garland in blue underglaze, highlighted in gold, unusual scalloped edge. 
Old. classic shapes. Cup with inside decoration. 


Carried in open stock. Five piece place setting $8.25 


ms DB ee: Ce Oe I ok. oc ce ee eeeeescncscneces Tee ae ee ee Oe 6866 a Wee ade bees oeeesams $ 1.75 each 
3 After Dimmer Cup @ Sameeh... cc ccccccccesssess 21.00 doz. ee i ERS So id Wee ck ea ace ee eee we 3.75 each 
lM Oe eC FPPC ET CT TET TET CTT 12.00 doz. B® Cimemeen Bamee alee cc. cc ccc acc ccccccccccccces ~~ 
SB FO 6a bbe hor cer ee ee ees ewe eee ceROE.S 21.00 doz. I a ae a a ail en eee a lea 1.75 each 
ee nn S600 ORAS KODE wKOE ORE RESHO ES 36.00 doz. a See en ny 6.28 each 
GPEC CURIRCLUTCTILICCT LCR 12.00 doz. ma MR nS) eS eae papi 
Oe Ce Ge og on kc hn dtc eee eesenesescntececde Sew eee 
Te ar ee eer re cre eer ae 1.00 each 24 Platter, 14% 0.1 eee eee eee eee eens 12.00 each 
Se Gow. See Gees ehcc ccc cco tc cee es sO SO , 2.75 each I ee De a a is Wied 2a een we ee oe ee 15.00 each 


ORDER NOW FOR PROMPT SHIPMENT—We Do Not Issue A Catalogue 


EBELING & REUSS COMPANY 


Established 1886 


MAIN OFFICE: 707 CHESTNUT STREET, PHILADELPHIA 6, PA. 
New York 10 Chicago 54 Los Angeles 14 
225 Fifth Avenue 1557 Merchandise Mart 527 West Seventh Street 














4. Perfume Atomizer 





5. Manicure Set 
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1. Cornucopia Vases 





3. Glazed China Smoker Set 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Two styles of cornucopias in Tiffin glass, already pop- 


ular in crystal, are now made also in deep-toned Killarney 
green—part of a steadily increasing group of items in this 
color. Made by the United States Glass Co., of Tiffin, Ohio. 


2. New “Fruit Basket pattern in Mason's Ironstone china 
from England—printed and enamelled in rich, brilliant colors 
under the glaze. The 10" dinner plate retails at $29 a 
dozen. From Maddock & Miller, Inc., 129 5th Ave., N. Y. C. 


3. Modeled in vitrified china and glazed in mist, yellow 
mist, doeskin or Pacific green, this ash tray retails for 
$6; cigarette box with polished wood cover and knob, $8.50. 
They were created by the Heifetz Co., 40 W. 25th St., N. Y. 


4. Mother-of-pearl perfume atomizer, among latest Petite 
innovations, may now be retailed at $6.95, with no Federal 
tax. One from a full line of flacons and atomizers from $1 


to $7.50, made by Cotter Mfg. Co., 111 Broadway, N. Y. ©. 


5. Handsome silver mesh manicure set #912 containing fine 
nickel-plated implements including bevel-end tweezer, nip- 
per, eagle-beak scissor, buffer, file, pusher, knife and 
stick—retail $25. From C. J. Bates & Son, Chester, Conn. 
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Yew... the Guild 
FOUR DECKER 


PLAYING CARDS 


Answering countless requests—here is Guild's beautiful Four Decker! Luxurious, rayon-moire 
elo> Me vdliiie Mola 2310] bre (-Lol am ol(ol ti lem ite MME al tiol-Mela-W coll] ame (tol CMe) MCIUli (oll ollel tile aeleli-te 
elKoN Lalo Morel go fren aw ZoMeeliil olelillolame(-tol «Mel: M-\elo Mico Me MT MeN Tii) ol(-Milelit-1amlel olae)dlel-Mattielulie 
with their exact choice of designs because regular Guild stock may be readily substituted 
into the Four Decker box. All of the exclusive designs are taken from Guild's gallery of 


distinguished art. The Four Decker retails profitably at $3.50. Write for our complete line catalog. 


WESTERN PLAYING CARD CO. ¢ WHITMAN PUBLISHING CO. 
RACINE, WISCONSIN 


DIVISIONS OF WESTERN PRINTING AND LITHOGRAPHING COMPANY, ONE OF THE WORLD'S LARGEST COLOR LITHOGRAPHERS 
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2. Gold Band Glassware 





4. Turkey Tureen 
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‘5. Dresser Ensemble 


1. Pixie Planter 





3. Finnish Dinnerware 


LJ 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Especially suitable for the child's room, this pixie 


planter is latest addition to the series of ceramic pixie 
figures by Pixie Potters; figures, $18 a dozen; planters, 
$30. Sold by Ruth Sloan, 1003 Brack Shops, Los Angeles, Cal. 


2. "Golden Harvest" is the name of this glassware decora- 
tion, variation of the richly simple gold band designs that 
are always in demand. The goblet may be retailed at $200 
dozen. Made by the Lotus Glass Co., of Barnesville, Ohio. 


3. Printed under the glaze on faience, this is the ‘"Fin- 
nish Flowers Red" pattern in full dinnerware from Finland 
made by the Arabia factory in Helsinki. Carried in open 
stock by Finland Ceramics & Glass Corp., 225 5th Ave., N. Y. 


4. For holiday entertaining—generously proportioned tur- 
key tureen in French faience hand-painted in natural color. 
It is 16!" tall and 14" wide, and may be retailed for $85. 
Sold through Mottahedeh & Sons, 225 Fifth Ave., New York. 


5. New Crosby "Dream Box," modern in design and fashioned 
of pearlized plastic in white, blue, and rose, with con- 
trasting velvet inserts; holds complete dresser ensemble. 


Sold by A. Cohen & Sons Corp., 27 West 23rd St., N. Y. C. 
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Ju. fowe ter 
INNERWARE 





WHO SEtt FINE D 






The makers of 


FRANCISCAN CHINA 





are happy to announce complete. stocks of all pat- 
terns at three convenient locations. This means that 
no matter where you may be located in the United 
States, you may round out your inventory quickly 
—from single items and place settings to. full din- 
ner services in this famous china. Phone, wire, write 
or visit warehouse nearest you. 


e 


ce oO, Ce oa en ee. ee On Oe 


€ 
227 Front St., Columbus 15, Ohio 139 Howell St., Dallas 4, Texas 
2901 Los Feliz Bivd., Los Angeles 26, Calif. 


s 

















RE anne 


#83 #81 #172 #82 


Richly encrusted with all-over pattern in gold—quartet 
of slim 10" bud vases for holiday and year-around 
gift giving. 
Retail: $2.50 each 
Series of 6"' vases retails at $2.00 each 


LOTUS GLASS CO. 


Barnesville, Ohio 
NEW YORK SHOWROOM: 225 FIFTH AVENUE 
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On Ashtrays oval 
Ciganclte Boxer 


On Bamboo Flower Voor 
and Cache Rst— 


These ane just a feu of the mamy new 
items rom the duper collection of 
Bethwood Royal Chima Giffaane. 


Bett Weissman. Inc.49 Weot23nd S treat New Your 














Roscor Vase 


#512 Vase 


BELLEEK — from Ireland 


This unique Parian china from the Irish village ot 
Belleek is back on the American market again in all 
of its original lustre and Celtic charm. Write us 
today for catalogue illustrating the many styles of 
vases, bowls, tea sets, trays, and open-work pieces. 


Sole Agents 


MADDOCK & MILLER, INC. 


English Wares of Merit 
129 Fifth Avenue New York 3, N. Y. 























Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


COPE!.AND 
biked 


Fine English Earthenware 


Lowestoft Stone Ching 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


€ 
Sole agents and wholesale distributors. 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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by MADELINE LOVE 


T the time this is written, just a few days after fp. 
gland’s sudden devaluation of the pound, its eventual 
effect on the china, glass and giftware market cannot }, 
foretold. The whole situation is in a state of flux, not 
stabilized in the least by such extremes as the huge sale of 
English goods staged by one large New York departmen; 
store one day after the announcement from Sir Stafford 
Cripps; or the statement made by the head of an Amer. 
ican china factory, declaring, in effect, that “this is the 
end of the American china industry.” The obvious ex. 
pediency of the former and the semi-hysterical note in the 
latter give a clear indication of the confusion that fol. 
lowed the devaluation announcement. 

The first general reaction, mostly on the part of the con. 
suming public but shared by a few retailers, too, was 
apparently a belief that everything imported from England 
would now be 30 per cent cheaper. Under no circum. 
stances could this have been the case, of course, and when 
English manufacturers of fine earthenware and china 
promptly raised their prices, all such ideas faded. Fol- 
lowing the potters’ action, American importers of their 
wares met and agreed that a price decrease would he 
effected here, but that the percentage of discount would 
be decided by each importer individually. In all cases, 
however, the price decrease will be made retroactive to 
September 19. This policy, it should be stressed, effects 
only members of the Associated Representatives of Staf- 
fordshire Potters. Representatives of other English pot- 
teries had not, as this was written, been notified of price 
changes by their factories. 

The price situation in regard to the other countries 
which devaluated their currencies following England’s 
action, is at the moment completely nebulous. It is gen- 
erally believed that price decreases will be slight, if any, 
since workers whose take-home pay has been devaluated 
will almost certainly demand more money. 

* # # 


A unique development in the decoration of china was 
presented the week of September 15 to 23 at the galleries 
of the Associated American Artists, New York, when the 
Castleton Collection was placed on view for the first time. 
This Collection consists of the works of 28 of the world’s 
top-ranking artists, reproduced on china by Otto Lund, 
director of the Castleton Studios. Shown with the various 
table services and decorative pieces were the original 
paintings, revealing the fidelity. with which they have been 
reproduced. 

Picasso and Stuart Davis are among the famous names 
represented in the Collection, with a series of service 
plates carrying Picasso designs. Dali was commissioned 
to do a-decorative plaque. which is illustrated here, and 
Vertes, also commissioned for special designs, has done 
a group of fruit plates, a service plate, and a dinner 
service called “French Garden.” An Arnold Blanch de- 
sign called “Green Thumb” appears on a salad service, 
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a series of service plates showing American scenes 


- been done by Adolf Dehn. Illustrated here, too, is a 
ms plate painted by Raphael Ellender, called “In Tropi- 


cal Waters. 








Ellender Fish Plate 





Dali Plaque 


Plaques. breakfast services, fruit bowls, vases and other 
pieces are decorated with designs by such artists as Mo- 
digliani, Raoul Dufy, Georges Braque, Thomas Hart Ben- 
ton, Ludwig Bemelmans, Peggy Bacon, Umberto Romano, 
John Marin, William Gropper, Paul Sample, Allen Saal- 
burg and Julio de Diego, while in a dinner service called 
the “Mandalay,” and a decorative plaque, both done by 
Ching-Chih Yee, there is seen the traditional Chinese 
stvle. Out-of-the-ordinary are the reproductions of sev- 
eral old steel-pen drawings, and four water-colors of fruit 
and vegetables, typical of the 19th century America. 

All of the decorations appear on the “Museum” shape. 
created during the past four years through the collabora- 
tion of the designer, Eva Zeisel, the Museum of Modern 
Art, and Castleton China. During the coming season. the 
Collection will be sent on a tour of several cities. 

* 


% * 


Raymond Reed, Sr.. homefurnishings merchandise 
manager of the John Wanamaker store in Philadelphia, 
who was speaker at the September meeting of the New 
York China, Glass and Pottery Association, brought out a 
point which is of interest to jewelers. He said that his 
store, like many other department stores, spends more 
time and money on the effective display of china and 
glassware than on any other type of merchandise. This 
statement emphasizes the importance of smart display in 
a division of the department store which, as with the 
jewelry store, is not the highest-ranking in point of sales. 

Most jewelers are aware of this, of course, and give a 
good bit of thought to finding the most advantageous 
ways of showing off their various patterns of china and 
glassware. But—have they done enough thinking—and 
doing? Today—now—right this minute, is the perfect 
time to start some real campaigning to get more of those 
china and glass sales which now go to the department 
stores, and one good move in that campaign is more at- 


tractive display. 


* * * 


Dates for some of the 1950 spring shows have been 
announced, among them the Pittsburgh exhibits in Janu- 
ary. The Pittsburgh Glass and Pottery Exhibit is set for 
January 5 to 13 at the William Penn Hotel, and at the 
same time the second Keystone China and Glass Show 
for importers will be held at the Fort Pitt Hotel. From 
January 22 to 27, the California Gift Show will be held 
at Los Angeles. and at approximately the same time— 
January 22 to 26, the Southeastern China, Glass and Gift 
Show will be held in the Municipal Auditorium in At- 
lanta, Ga. And a new show is announced—the Buffalo 
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With The Season’s 
Timeliest Glassware 

© Silver City’s 
Gold-on-Crystal 





G-4512 12° Fruit 
Bowl, $6.00 ea. 








G-4534 6°" 2 Compartment 
Relish, $3.50 ea. 





; as Se 
G-2538 6“ Shell 
Bon Bon, $3.50 ea. 





G-44 3 Compartment Candy 
Box and Cover, $6.00 ea. 


The rare elegance of Gold-on-Crystal is ideally in 
keeping with the deep golden hues and crystal bright- 
ness of a day in fall. Brilliant year-around gift items, 
Gold-on-Crystal accessories have a special significance 
at Thanksgiving when the lights of the 22K-Gold 
Queen's Rose pattern illuminate the festive occasion. 








A rich harvest of sales is yours for the taking when 
you display a timely selection of Silver City’s Gold- 
on-Crystal. Write today for your copy of Silver City’s 
new catalog, “Gold-on-Crystal and Cut Crystal.” 


GLASS Calg 


MERIDEN e CONNECTICUT 
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Gift Show to be held February 5 to 8 in the Statler Hotel 


under the management of John M. Hammer. 
% % % 





| Vincent Lippe, who has been sales manager of Sun Glo 
Studios, New York, for the past five years, has resigned 
and plans to go into business for himself as a manufa. 
turers’ representative. 

% % 4% 

Harold B. Budd was host at a cocktail partv late in 
August to open his new showrooms in Room 605 at 225 
Fifth Avenue, New York. Mr. Budd represents Vernon 
Kilns, the Lotus Glass Co., and the Washington Co., and 
he has given the merchandise a handsome background 
done in shades of green and gray with indirect lighting 
in the wall cabinets and niches. 


DIAMONDS on the Table rs 








Table accessories in the BEAUTIFUL HUNT CRYSTAL : Atlas China Co., Inc., New York, has appointed Izzy 
DIAMOND pattern are presented for Jewelers holiday | Feldman, of Room 1599, Merchandise Mart, Chicago . 
and year-round selling. Fs ; = 
| mid-western representative. 
2001—SALT & PEPPERS with Sterling tops. .$5.25 pr. - - 
(With Chrome-plated tops) .......... $3.25 pr. | 
2600—SUGAR & CREAMER ............. $5.25 pr. | Harry Holding, for the past six years sales manager of 
Order these items NOW for | Vaco Co., New York, importers of Scandanavian mer. 
Christmas Selling—Address all cor- handise. has b inted president an 
respondence to CORNING, N.Y. chandise, has been appointed p d treasurer of 
the Gense Import Co., Ltd., formerly known as the Gense 
A complete line of Stemware, Drinkware, and fancy Co. This firm, whose headquarters are at 15 E. 26th 


pieces are also available in this pattern. : . 
| Street, New York, manufactures stainless steel flatware, 


SLL / W 3 | Yg silverplate, hollowware and tableware. 


CORNING | NEW YORK . : ; 
a a a The 15th Floor Merchandisers Club of Chicago’s Mer. 


225 FIFTH AVENUE NEW YORK 10. N.Y. chandise Mart, is holding a special promotion week at 
the Mart from October 3 to 7, when a group of new 


items not available at the summer gift show will be on 
display. A number of the lines are ready for quick de. 
USEFUL AND HANDY livery in time for holiday selling. A luncheon for buyers 


is scheduled for Thursday of that week at the Merchants’ 
FOR THE WATCHMAKER and Manufacturers’ Club at the Mart. 


Keystone 
Watch Repair | 
a e epair exact science. Not long ago, 300 industrial advertisers 

and publishers under-wrote a $15,000 test to find the 

Record k answer to this question. Their finding was that it pays 
00 to repeat the same ad (of course there is a point of 


diminishing returns). The committee in charge of this 


"7 _ test submitted its findings: 
$2. S Postpaid _ “A given advertisement secures attention from a ran- 


dom sample of those who read the publication in which 
THE JEWELERS' 


it appears. 


CIRCULAR - KEYSTONE | “When an advertisement is repeated, it is seen and 
100 E. 42ND ST.. NEW YORK 17. N. Y _ read by at least an equal number of new readers or read: 


ers who do not recall seeing it before. This holds true 

Check or money orders must accompany all orders. regardless of the frequency of insertion. . . . As the time 
Do not send cash. interval between repeated advertisements increases, the 

recollection of previous appearance (of the ad) decreases 
to the extent that in a weekly publication, advertisements 


HOWARD AUCTION ASSOCIATES repeated at four weeks or longer intervals have little 


























Advertising Problems 


(From page 232) 



































will buy you out or sell you out. Sales conducted from coast to Pa , , and 
coast. You have no expense until you show profit. Interviews at our | accumulated recollections of previous arene ; 
expense. Bank and trade references. All correspondence confidential. | approximately the same effect as the original insertion. 
Staff of experienced auctioneers. : . 
HOWARD AUCTION ASSOCIATES A chart prepared by this committee showed that many 
E. M. AUSLANDER. Director advertisements are up to 50 per cent more effective the 
823 BOARDWALK ATLANTIC CITY, N. J. fourth time they are run than they were when they first 
Phones: A.C. 5-0007 — A.C. 2-2043 
| appeared. 
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1. ROBERT J. MOHLMAN, Lafayette, Ind. 5. HERBERT L. POLZER, Milwaukee, Wis. 


2. E. F. WALDHIER, Beaver Dam, Wis. 6. CARROLL C. SEGHERS, Cincinnati, O. 
3. MORTON SAUER, Minneapolis, Minn. 7. JAMES R. KAY, Boston, Mass. 
4. HOWARD C. HEISS, Baltimore, Md. 8. WILLIAM H. MACE, Kansas City, Mo. 


W. believe that retailers know what they want better than anyone 


else. That’s why we’ve formed 


THE CALVERT RETAILERS COUNCIL 


from the leading retailers in the nation. CALVERT WATCH policy on adver- 
tising, merchandising and promotion will benefit by their guidance. We’re proud 
to share the helm with these successful business men. They provide assurance 
that CALVERT WATCH policies are practical and successful, and that means 


more watch business for both of us. 


Write today for details on CALVERT’S new sales plan, 
“THERE’S A CHRISTMAS EVERY MONTH” 
Nationally Advertised in Large Circulation Magazines 


CALVERT 


LheCherished  Datch Word 
WATCHES 
681 Fifth Avenue © New York City 22 


Exclusively Distributed By 











|, ALBERTS’ SONS, INC, A. C. POSSIN CO. EDWARDS & COMPANY THE GERWE BROWN CO. 

Boston — Syracuse Milwaukee Kansas City, Mo. Cincinnati — New Orleans 
BALDWIN-MILLER CO. S. H. CLAUSIN & CO., INC. J. ENGEL & CO., INC. E. W. REYNOLDS CO. 

Indianapolis Minneapolis—Spokane Baltimore Los Angeles — San Francisco — Honolulu 
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NEMJ&SA Votes to Rejoin 
Jewelry Tax Committee 


The New England Manufacturing Jewel- 
ers’ and Silversmiths’ Association voted 
September 8th at their first fall meeting 
to rejoin the Jewelry Industry Tax Com- 
mittee of the Jewelers’ Vigilance Com- 
mittee. The action was unanimous. 

The decision, which followed an absence 
of almost a year from the Committee by 
the New England group, was based on a 
resolution which stated that the association 
feels the establishing of the recently- 
formed Jewelry Research Foundation “fills 
a long-felt void in the industry’s program 
by providing intelligent research and sound 
statistics” which will help the industry to 
receive “the recognition it deserves as an 
important segment of our economy and as 
the provider of the livelihood for several 
hundreds of thousands of men and women.” 

The association withdrew from the 
Jewelry Industry Tax Committee on October 
28th of last year. It decided to work with 
the committee in an “advisory and con- 
sultative capacity” while carrying on its 
own program for removal of the discrim- 
inatory excise tax. Its latest action again 
makes the NEMJ&SA active participants 
in the committee’s program. 

The Jewelry Research Foundation was 
formed in June to provide broad scale eco- 
nomic research, education, and counsel on 
economic problems of the jewelry trade 
and industry. 

The complete resolution passed by the 
New England Manufacturing Jewelers’ and 
Silversmiths’ Association is as follows: 

“Whereas, the New England Manufac- 
turing Jewelers’ and Silversmiths’ Associa- 
tion believes that the Jewelry Research 
Foundation fills a long-felt void in the in- 
dustry’s program by prcviding it with in- 
telligent research and scund statistics; and 

“Whereas, the New England Jewelers’ 
and Silversmiths’ Association believes it is 
essential that all interests and groups of 
the industry work together to present a 
united front in matters affecting the in- 
dustry; and 

“Whereas, the Jewelry Industry Tax Com- 
mittee of the Jewelers’ Vigilance Com- 
mittee, Inc., has indicated that it welcomes 
wholeheartedly the support and assistance 
of the Jewelry Research Foundation in the 
Committee’s efforts to remove the discrim- 
inatory excise tax; therefore 

“Tt is resolved, by unanimous vote of the 
directors of the New England Jewelers’ and 
Silversmiths’ Association to again join the 
Jewelry Industry Tax Committee of the 
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Business Leaders Say It's Still Too Early 
To Predict Full Effects of Pound Devaluation 


Ever since Britain devalued the pound, 
there has been a growing undertone of 
anxiety among American retailers regard- 
ing the effect of devaluation on domestic 
prices. Despite repeated assurances from 
well-informed sources that any price re- 
ductions that might be made on imported 
goods will not reflect the full cut of 30 
per cent in the pound sterling, retailers 
were concerned over the confusing price 
situation that resulted immediately after 
the pound was devaluated. 


TRADERS WITHDRAW PRICES 


One immediate effect of devaluation was 
the temporary withdrawal of prices on 
foreign merchandise ranging from china- 
ware to textiles until new quotations were 
figured out on the lower sterling. Addi- 
tions to the number of countries following 
Britain’s lead in devaluing also created 
uncertainties which caused many traders 
and business men to await further develop- 
ment before releasing specific prices. 

Many traders felt that the full effects 
of devaluation on the United States mar- 
ket would not be known for at least a 
month. They admit that while the British 
change is going to give British goods a 
big advantage, it can only be a temporary 
one if there is a substantial increase in 
production costs in Britain. In pointing 
out one of the factors that might nullify 
the hoped-for benefits of devaluation, 
traders cited the immediate tendency of a 
number of commodities sold in the sterling 
area to rise in the direction of their for- 
mer dollar equivalents. 

A program of extreme caution had been 
instituted by many traders who had been 
buying ahead for several months. They 
limited commitments to several weeks in 
advance. At the same time, they said that 
when the foreign markets stabilized the 








Jewelers’ Vigilance Committee to take 
active part in the committee’s further pro- 
gram to remove the discriminatory excise 
tax; and 

“It is resolved, that the New England 
Jewelers’ and Silversmiths’ Association con- 
tinue to work with all groups in the indus- 
try to see to it that the jewelry industry 
receives the recognition it deserves as an 
important segment of our economy and as 
the provider of the livelihood for several 
hundreds of thousands of men and women.” 


@ 











greater security of the pound it would 
make it possible to place commitments 
for longer periods. 

In an effort to determine what effect, 
if any, the devaluation of the pound 
would have on the jewelry industry in the 
United States, THe JEWELERS’ Circutap. 
KEYSTONE contacted reliable, — well-ip. 
formed sources for their viewpoints on the 
situation. The results of our findings are 
herewith presented in capsule form: 


DIAMONDS: Basing his © statement 


upon “good and responsible information,” 
Louis Frankel, general counsel for the 


Diamond Manufacturers & Importers As. 
sociation of America, stated, “I expect 
that dollar prices of rough diamonds will 
not go down.” He added, “I expect that 
London will increase the price of rough 
in pounds to make up for the differences 
in the devaluation rates.” 

“IT believe that accordingly the prices 
of polished diamonds will parallel the 
firmness of rough diamonds,” Mr. Frankel 
declared. 

He pointed out that the Diamond Trad- 
ing Company, Ltd., London, had an- 
nounced temporary postponement of the 
sight scheduled for September 27th. 


SEES END OF BLACK MARKET DEALS 


“The devaluation of the currencies 
throughout Europe should bring an end 
to money manipulations and black market 
dealings which were rampant throughout 
Europe since the end of the war,” Mr. 
Frankel said, “thus bringing greater sta- 
bility to trade in general and to the 
diamond industry in particular. Hence- 
forth the diamond industry may look for- 
ward to stability in price and values and 
freedom from many of the evils which 
existed in the past few years which were 
a hindrance. to legitimate dealing and 
business.” 

WATCHES: Since the Swiss Govern- 
ment recently announced that the gold 
parity of the Swiss franc would remain 
unchanged for the time being, reliable 
sources indicate that there are no new 
price changes expected on Swiss watches. 
In the latter part of July, the Watch- 
makers of Switzerland announced minimal 
price increases, ranging from eight to lo 
per cent, which will go into effect October 
31, 1949. 
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CHINA AND EARTHENWARE: Two 
after England announced the de- 
n of the pound, members of the 
Associated Representatives of Stafford- 
‘Aten Potters were informed of a factory 
; increase of 15% on earthenware 
and 16 2/3% on china. This dulls the 
full force of the devaluation on prices here 
‘1 the United States, and the importers 
aoreed on a decrease approximating 
10%. each importer deciding individually 
on the exact percentage of discount he 
would give his customers. It was also 
agreed, according to John S. MeNally, 
secretary of the importers’ group, that all 
such decreases will be retroactive to Sep- 


days 
yaluatio 


tember 19. | | 
Mr. MecNally’s group consists of 11 im- 


porting houses representing _more than 
9) English manufacturers of fine earthen- 
ware and china. Importers who operate 
on a gross list invoice basis and _ the 
“Longton group” of importers have not 
vet been informed of a price increase by 
their factories. 

The effect of the chain reaction cur- 
rency devaluation in other countries is still 
undefined. Some decrease in prices is 
expected, but it is generally believed that 
in those areas, too, the demands of labor 
for more take-home pay will force the 
factories to raise their prices. 

SILVER: Leading silverware importers 
stated that although the situation is still 
unsettled, that they expect to decrease their 
prices approximately 10 per cent for the 
time being. 


Senate OK's Foreign Trade Act; 
‘Peril Point’ Clause Defeated 


The Reciprocal Trade Agreements bill--- 
a major plank in President Truman’s elec- 
tion campaign platform last year—was 
passed by the Senate on September 15th 
by a bipartisan vote of 62 to 19. 

The law, first passed in 1934, allows the 
President to reduce tariff rates on specific 
articles if he wins reciprocal concessions 
from other countries in trade agreements. 
The Reciprocal Trade Agreements Act has 
been periodically renewed without re- 
strictive modifications until last year when 
the Republican Congress enacted a stop- 
gap extension that contained the “Peril 
Point” requirement. 

The stop-gap law, which expired last 
June 30, was opposed by the Administra- 
tion as crippling a program that had been 
called a keystone of United States foreign 
economic policy. Republican efforts to write 
the “Peril Point” clause into the 1949 ex- 
tension bill were soundly defeated by the 
House during this session and_ the 
Senate action of September 15th on that 
measure completed the Administration 
victory. Under its terms, the President’s 
tariff-making authority would be revived 
until June 12, 1951. 

At this writing the President had not yet 
signed the bill. However, it was reported 
that President Truman will follow up pass- 
age of the bill with tariff cuts on more 
than 400 items. It was stated that the cuts 
will be based on agreements reached at the 
international tariff conference at Annecy, 
France. Under provisions of the measure 
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the President now has power to cut tariff 
rates as much as 50 per cent below the 
1945 levels. 


Waltham Outlines Policy; 
To Fair Trade New Line 


The Waltham Watch Company recently 
advised all those jewelers who had partici- 
pated in the Waltham inventory liquida- 
tion which took place early this year, that 
complete liquidation of the surplus in- 
ventory was now a fact, inasmuch as “retail 
store stocks of old Waltham watches are 
now practically nil.” It was also announced 
that all Waltham watches will now be sold 
under the price-fixed Fair Trade regula- 
tions. In this letter over the signature of 
John J. Hagerty, Waltham president and 
treasurer, the company assured retailers 
that “every Waltham watch shipped from 
this time on will contain brand new move- 
ments made since the re-opening of the 
plant.” 

During a phone’ conversation’ with 
Hagerty and Teviah Sachs, newly appointed 
sales manager of Waltham, THe JEWELERS’ 
CIRCULAR-KEYSTONE was advised that the 
Waltham sales force, now being built, will 
be composed of 20 salesmen covering the 
country. Eleven are in the field now and 
the balance will be out around the first 
of October. 

Sachs revealed that there will be 150 
models in the new Waltham line, “the 
most beautiful in the history of Waltham.” 
The prices will range upward from $29.75 
in the men’s Jine, and from $33.75 in the 
ladies’ lines. 

Sachs expressed great pleasure in the re- 
ception of the new line among those jewel- 
ers who have seen it and was enthusiastic 
about the high percentage of those same 
jewelers who have placed orders for a rep- 
resentative stock. 

Waltham, accordirg to Sachs, has estab- 
lished an extremely rigid inspection routine 
for all movements, to be sure that the 
watches are “mechanically everything that 
the jewelers and .public have a right to 
expect from Waltham.” The railroad num- 
ber, the 23 Jewel Vanguard, has passed 
inspection by railroad time authorities and 
has been proved acceptable.” 

Sachs also advised THE JEWELERS’ Cir- 
CULAR-KEYSTONE that an important an- 
nouncement will be made within the next 
month on the consumer advertising which 
Waltham will enjoy in the promotion of 
their new line. 





New Watchmaking School 
Opens in Irvington, N. J. 


Classes in watchmaking at the Van Laar 
Institute of Watch Repairing, a new 
school in Irvington, N. J., started on 
September 26th. 

The faculty at the new school is headed 
by Harry Van Laar, director and _ prin- 
cipal instructor. Mr. Van Laar with 35 
years of experience as a horologist, has 
had extensive experience in_ practically 
every major country in Europe. He was 
one of the founders of the Watchmakers 
Association of New Jersey and held the 





office of president of the association for 
a period of four years. Mr. Van Laar also 
served as chairman of the Legislative 
Committee of the association for five years. 
He is an active member of the Horological 
Institute of America. 

The normal course of instruction at the 
Van Laar Institute of Watch Repairing 
covers a period of 1875 hours. The day 
courses consist of five hours per day, five 
days a week, and is completed in about 
a year and a half. The evening courses 
consist of three hours each evening for 
five days per week and take about two 
years. 


‘Watch Inspection Time’ Contest 
Entries Are Now Being Judged 


Entries in the “Watch Inspection Time” 
Contest, sponsored by The Watchmakers of 
Switzerland, are now in the hands of the 
four judges who will decide the winners 
in this nationwide competition. 

Acting as the jury panel are men who 
head the four national horological and 
retail jewelers associations: Kenneth I. Van 
Cott, president of the American National 
Retail Jewelers Association: H. A. Gold- 
berg, president of the National Association 
of Credit Jewelers; A. S. Rowe, president 
of the Horological Institute of America, 
and Fred Morey, president of the United 
Horological Association of America. 

The thousands of entries received from 
retailers were called “definite proof that 
the watch repair department is of prime 
financial importance to the American jewel- 
er” by Paul A. Tschudin, director of the 
Swiss Watch Repair Parts Information Bu- 
reau, Inc. 

“Every retailer participating in this con- 
test is not only helping his own business, 
but also that of every other jeweler in this 
country,” Mr. Tschudin declared, pointing 
out that many of the ideas included in 
the contest entries on “How I Made a Suc- 
cess of Watch Inspection Time” would be 
publicized by The Watchmakers of Switz- 
erland for the benefit of the entire trade. 

Twenty-four prizes, consisting of four 
valuable Neuchatel clocks and 20 official 
cabinets for Swiss Watch Repair Parts, 
stocked with staffs and stems, will be 
awarded to the entrants selected as winners 
by the board of judges. The contest was 
held in conjunction with the Jewelry In- 
dustry Council-—sponsored “It’s Watch In- 
spection Time” promotion. Winners will be 
notified by mail on or about November 1, 
with contest results to be announced in the 
December trade magazines. 

Each entry essay was accompanied with 
a picture of the retail jeweler’s window in 
which the four-piece Rockwell display, 
furnished by The Watchmakers of Switzer- 
land, was utilized. 


q David’s Jewelry Store, 123 E. Ocean 
Blvd., Long Beach, Calif., has been pur- 
chased by Walter Woolf who will continue 
to operate the company under its present 
name. Mr. Woolf has been active in jewelry 
retailing in Long Beach for the past 11 
years and has been associated with several 
of the larger stores during that time. 
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lowa RJA Members Elect Herteen President; 
Urge Continued Fight for Repeal of Excises 


Resolutions condemning various “totali- 
tarian trends toward statism” and de- 
manding continued efforts toward repeal of 
the federal excise tax were passed unani- 
mouslv at the Iowa Retail Jewelers Asso- 
ciation convention in Des Moines Septem- 
ber 18 and 19. 

The resolution on statism passed by the 
Iowa association “demands the strictest 
economy in all levels of government as op- 
posed to further inroads in the private 
lives of people through such projects as 
socialized medicine, public housing, fed- 
eral aid to education and other totalitarian 
trends toward statism.” 

The statism and excise tax resolutions 
were two of six passed at the convention’s 
business session which resulted in the 
elevation of W. D. Herteen of Iowa City 
to the presidency to succeed retiring presi- 
dent John Gillam of Marshalltown. Des 
Moines was selected as the 1950 conven- 
tion city. 





Officers of the lowa Retail Jewelers Asso- 
ciation for 1949-50 elected at the associa- 
tion's annual convention in Des Moines, 
lowa, on September 19 are, left to right: 
Mark Svacina, Marshalltown, secretary-trea- 
surer; W. D. Herteen, lowa City, president, 
and Howard Dresser, Mason City, executive 
secretary. 


Convention attendance of approximately 
100 jewelers was swelled to the 600 mark 
through the hojding of the Iowa Horo- 
logical Association’s convention jointly 
with that of the jewelers. All sessions were 
at the Hotel Fort Des Moines. 

The two main addresses at the jewelers 
convention were of the business inspira- 
tional type. 

Paul W. Monohon of Providence, R. L., 
representing B. A. Ballou & Co., told the 
jewelers: “Morale is the most infectious 
thing in the world. If the boss has it, his 
entire staff will be full of pep and strain- 
ing to do the best job possible. What you 
do with your store doesn’t depend upon 
its size nor the size of the town in which 
it is located. The success of that store 
depends upon you. 

“In dealing with your customers,” Mono- 
hon said, “accentuate the obvious, the 
things people can easily understand and 
see. Don’t waste a lot of time on technical 
details they don’t understand and won’t 
remember.” 
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Armin Friedman, sales executive of the 
American Weekly, stated that he thinks 
the American retailer has been foolishly 
selling America short. “For about a year 
now,” Friedman said, “he’s been talking 
about a recession or disinflation or some- 
thing like that, when the truth is we’re 
just starting an era of the greatest pros- 
perity the nation ever has seen.” 

H. C. Kirkberg of Kirkberg Jewelers, 
Fort Dodge, Iowa, vice president, central 
region, American National Retail Jewelers 
Association, described the efforts of vari- 
ous trade associations to get the excise tax 
repealed and declared: “we'll get the tax 
taken off early in 1950 I am sure but I 
don’t have much hope for it being repealed 
this year.” 

Kirkberg suggested jewelers tone down 
any mention of the possibility of the tax 
being repealed when dealing with custom- 
ers either privately or through advertise- 
ments. “The possibility of the tax soon 
being repealed is unquestionably curtail- 
ing some purchases,” Kirkberg said. 

A third resolution passed at the conven- 
tion declared “manufacturers with fair 
trade merchandise should make greater 
efforts to enforce the fair trade act” and 
called on retailers to report infingements 
of the act in their communities. 

Another resolution was passed express- 
ing appreciation to the Jewelry Industry 
Council “for its promotional material and 
its work in coordinating the efforts of the 
retail jewelry industry.” 

Elected vice president of the lowa RJA 
was George Kyseth of Clarion. Mark 
Svacina of Marshalltown was _ re-elected 
secretary-treasurer and Howard Dresser 
of Mason City, executive secretary. 

Named as new members of the board 
of directors were: G. F. Chiquet, lowa 
Falls; Gordon O’Connor, Mason City; F. 
R. Zaloudek, West Liberty, and R. J. Vot- 


roubek of Sigourney. 


GEORGE T. HOGG 


Re-elected 
President 
of lowa 
Horological 
Association 





The Horological Association of Iowa 
re-elected George T. Hogg of Des Moines 
as president and G. Y. Swartzenbruber of 
Cedar Rapids as secretary-treasurer. Walter 
Rossman of Manchester was chosen vice 
president. 

Named as new members of the horo- 


logical association’s board of directors 
were: Ben Grismore of Corydon; Paul 


Stumme of Waterloo and Fred Barrick of 
Spencer. 





WatchMaster Offers 
"Watch Parade’ Helps 


“When we sell a WatchMaster” said 
Charles H. Fetter, president of the Com. 
pany, “it stays sold and our Obligation js 
completed. Still, it is a greatly apprec. 
ated service when we help the jeweler and 
watchmaker to quickly recapture the Cost 
of the instrument.” 

During “Watch Inspection Time.” that 
company’s house-organ, the Messenger.” 
offered window streamers and newspaper 
mats to users, telling the public to come jn 
because here, “watches are scientifically 
tested on an electronic WatchMaster.” _ 

During the Watch Parade period, com. 
panion streamers will say, “Every Watch 
we sell is electronically tested for me. 
chanical defects on our WatchMaster. De. 
mand this protection.” 

These sales helps are in addition to the 
posters, mats, folders, post-cards, radio 
transcriptions, counter cards and other ma. 
terial available to customers at all times 

“As a result,” Mr. Fetter says, “the 
public understands the value of Watch. 
Master tested watches.” 


nd 


GIA Begins N. Y. Study Group 


An impressive gathering of some hun- 
dred GIA students and some former stu. 
dents inaugurated the first of a series of 
monthly study groups to be held by the 
staff of the Eastern Headquarters of the 
Gemological Institute of America. This 
first meeting was held on Tuesday eye. 
ning, Sept. 13, at 1657 Broadway, and was 
designed as a means of conveying to non- 
resident students amplification of infor- 
mation which the staff recognizes as dif- 
cult to convey by the printed word. 

Held under the direction of Richard T. 
Liddicoat, Assistant Director, and Robert 
Crowningshield, Director of Education of 
the Eastern Headquarters, the subjects 
covered were “Diamonds: Refractive In- 
dex and Critical Angle and simple means 
of judging diamonds for make.” 

From September through November and 
from January through June meetings will 
be held the second Tuesday of each month 
from 7:30 to 9:30 P.M. Those attending 
this first meeting were enthusiastic about 
its helpfulness in clarifying some of the 
more dificult phases of gemology and in- 
dications were that even greater numbers 
will attend future gatherings. 


Feinstein Bros. Employees 
Attend Annual Picnic 


The annual out-door picnic of the Fein- 
stein Bros. ‘organization, Chicago whole- 
sale jewelers, was held Sunday, September 
llth at the home of Alex Feinstein in 


Kenosha, Wis. 


Employees and their families, guests 
and neighbors joined in the exciting 


games, square dancing and entertainment 
arranged by Mr. and Mrs. Feinstein. 
Although reluctant to leave, the late 
hour and long drive back to Chicago, 
brought to a climax a very enjoyable day 
to be remembered by everyone present. 
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Waltham Watch Company 
Names Sachs Vice President 
John J. Hagerty, president of the 


Waltham Watch Co., has announced the 
appointment of Teviah Sachs as vice presi- 


dent in charge of sales. 


TEVIAH SACHS 


Appointed 
Vice President 

of Waltham 
Watch Company 





Mr. Sachs is eminently qualified, by 
training and experience, to assume his new 
duties. He has had a long and successful 
career in the watch and jewelry industry, 
having started in the retail end of the 
business where he served an “apprentice- 
ship” of 11 years; following which, he 
owned and operated a wholesale watch 
distributing company handling four major 
American watch lines for about eight years. 
He, at one time, was a vice president and 
director of the Gruen Watch Co. 





Diamond Shops in New York 
Resume Full Cutting Operations 


Diamond cutting shops in New York re- 
sumed full activity on September 6 fol- 
lowing successful negotiation of a new 
union contract, according to a statement 
by Louis Frankel, general counsel for the 
Diamond Manufacturers and Importers As- 
sociation of America. Some diamond cut- 
ting shops were shut down entirely and 
others had been operating with reduced 
stafls during contract negotiations which 
began last January with the Diamond 
Workers Protective Union, AFL. The new 
contract was approved on August 29 and 
went into effect on September 6. 

Mr. Frankel said that much of the dia- 
mond cutting industry had been compelled 
to switch from union to non-union labor to 
meet competition from other countries, al- 
though, he said. American diamond cutters 
are recognized as the finest in the world. 
A change from week work to piece work 
is the most basic adjustment in the new 
contract. The industry remains on a 35- 
hour week. 

For five weeks prior to the date the con- 
tract went into effect, diamond importers, 
cutters and wholesalers reported an_ in- 
creased demand as well as a strenghtening 
of prices, Mr. Frankel said. Wholesale 
prices for medium and larger size dia- 
monds have increased by 10 per cent or 
more, Mr. Frankel said. He added that 
very small diamonds, which have been 
weakest in price. have risen as much or 
more. 

The growing demand for diamonds, Mr. 
Frankel said, has been attributed to retail- 
ers’ anticipation of better business during 
the Christmas shopping season and low 
stocks on hand. 
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Only *2.98 helps put new “sell” 
in television advertising 






Sponsor of television show had to refilm his commercials to meet a new selling 
problem. New films picked up at studio 4 p.M., delivered to TV station 800 
miles away 8:47 P.M. same evening. Air Express cost for 11-lb. carton, $2.98. 
(In undramatic fashion Air Express keeps radio, television or any business rolling.) 
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Every Scheduled Airline carries Air 
Express. Frequent service—air speeds 
up to 5 miles a minute! Direct by air 
to 1300 cities; fastest air-rail to 22,000 
off-airline offices. Use it regularly! 


Remember, $2.98 bought a complete 
service in Air Express. Rates include 
door-to-door service and receipt for 
shipment— plus the speed of the world’s 
fastest shipping service. 


Only Air Express gives you all these advantages 


Nationwide pick-up and delivery at no extra cost in principal towns, cities. 


One-carrier responsibility all the way; valuation coverage up to $50 without 
extra charge. And shipments always keep moving. 


Most experience. More than 25 million shipments handled by Air Express. 
Direct by air to 1300 cities, air-rail to 22,000 off-airline offices. 


These advantages make Air Express your best air shipping buy. Specify and use it 
regularly. For fastest shipping action phone Air Express Division, Railway Express 
Agency. (Many low commodity rates in effect. Investigate.) 











Rates include special pick-up and delivery 
door to door in principal towns and cities 








md 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 


249 














THIS MAT 
IN 2 SIZES 


WITH YOUR 
ORDER 


DAVIDSON « SON 


20 WEST 47th STREET, NEW YORK 


Durapower Watch Mainspring 
Further Improved by Elgin 


The durapower watch mainspring, hailed 
at its introduction two years ago as the 
most important advance in horology since 
perfection of the jeweled bearing in 1704, 
has been brought “even closer to perfec- 
tion” by a major improvement announced 
recently by Elgin National Watch Com- 
pany. 

The company said it had learned how 
to form the arbor end of the spring into 
its final shape prior to heat-treating. Thus 
the entire length is given full spring prop- 
erties. The new method replaces the con- 
ventional procedure in which the arbor 
end lost its resiliency through annealment, 


which was necessary to permit shaping as 
a final operation. 

The achievement is significant, it was 
explained, because the annealed portion 
of a mainspring is completely lost trom 
the standpoint of supplying power to the 
watch. 

Hence a slightly longer run of the watch 
per winding has been realized by the im- 
provement. 

Two other advantages of the modifica- 
tion were listed: 

First, it assures a positive snap-hooking 
action onto the barrei arbor. 

Second, it eliminates deformation of the 
arbor end of the mainspring. 

In its instructions to the trade on use of 
the improved mainspring, Elgin said cer- 
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WEDDING RING PAIR 














Sigs 


BE FIRST TO FEATURE 
THE NEWEST TREND IN 
} BRIDE AND GROOM SETS! 


j Meet the Popular Demand! 


Se 4 








MATCHED DESIGNS IN 14K GOLD! 


3 diamonds...... Your cost 


Man’s Style No. 689 K 








3 diamonds...... Your cost 


| 


$19 00 
$1500 


These popular rings, smartly styled and set| 
with 3 diamonds in wedding rings of 14 kt. 
gold, are the newest in bride and groom wed- 
ding rings. Meet the growing demand. Capture 
the imagination of your customers. Advertise 
them in your newspaper. Show them in your | 
windows. They’re remarkable sellers. | 


Rings and diomonds enlarged to show detail 









MANUFACTURERS 
0F Dason Ke, 
AND Breclal (rae 


WEDDING RINGS 


JEWELRY 
CO., INC. 


19, NEW YORK 










tain precautions should be followed ; 
handling it because the entire length . 
the spring is fully hardened. 

“The pre-formed arbor end of the main. 
spring cannot be altered in the same man. 
ner as an annealed arbor end. Generally 
speaking, reforming of the arbor end 
should not be necessary, but 4 slight 
amount can be accomplished by the use of 
proper-sized spring forming pliers, 

“We definitely do not recommend the 
use of a pair of tweezers for bending the 
arbor end or otherwise reshaping as this 
apt to result in breakage. 

“Preparatory to dismantling the watch, 
power should be let down gradually jy 
the usual manner.” 
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ONE OF THE FIRST 
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Arthur A. Everts of Arthur A. Everts Co., 
Dallas, Texas, presents Miss Lydia Hen- 
ington with one of the first watches made 
by the U. S. Time Corp. in their recently 
established factory in Abilene, Texas. 

Miss Henington received the watch for 
being the first customer to enter the Everts 
store on August 6th, the day the watch 
made its debut. 

The new line of watches are called the 
Timex and will be sold through retail out- 
lets. These medium-priced watches will be 
produced exclusively in Texas. 

The full line of Timex watches was 
shown at the recent Dallas Gift Show. 


Bulova School of Watchmaking 
Holds Symposiums on Coast 


Technical symposiums on watchmaking 
were held in seven West Coast cities dur- 
ing the latter part of August and early in 
September. These symposiums were given 
by the Joseph Bulova School of Watch- 
making under the auspices of local Bulova 
material jobber sponsorship. 

This program, reportedly the first of its 
kind ever to be held in connection with the 
jewelry industry, made wide use of Max 
J. Schwartz’s many years experience in the 
trade and as senior instructor with the 
Bulova School. 

Visual aids including the Bulova School 
sound motion picture films, aided Mr. 
Schwartz in the presentation of the more 
technical points of his lectures. 

The Bulova School of Watchmaking also 
recently jointly sponsored with New York 
University a two week course in “Jewelry- 
Store Management and Merchandising.” 

3oth events were marked by enthusiastic 
audiences. 
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nternational Committee 
Meeting in New York 


Taking advantage of the ANRJA con- 
on, held in New York the third week 
tending members of the Inter- 
tional Committee of the American Gem 
cailale met in William 5S. Preston’s suite 
" the Waldorf-Astoria for luncheon 
- oust 17. Mr. Preston, who was elected 
ad t of the society at its annual con- 
April, presided at the meeting. 


AGS | 
Holds 


yentl 


presiden 
clave 1n : 

enting on the 
ody dyeilageneat of the society, Alfred 
L. Woodill, executive director, pointed out 
that the increase of title holders and title 
holder firms over last year’s figure marked 
a healthy condition of growth. 

Frank Davidson of Los Angeles, non- 
voting secretary of the Admissions Board, 
who has been making a “see America 
frst” tour, remarked on the excellent im- 
pressions he had received of the member- 
ship as a whole, derived from his many 
meetings with individual members on his 
trip. He advocated concerted expansion of 
the membership in accordance with the 
standards of the society. 

The society’s spring advertising cam- 
paign in the Saturday Evening Post was 
reviewed and enthusiastically approved. 
Plans for subsequent advertising were out- 
lined and endorsed, pending ultimate ap- 
proval of the membership. 

Members of the governing body of the 
society who attended the meeting are: 
Milton Gravender, C.G. (Lazare Kaplan 
& Sons, New York); Herbert Reid, C.G., 
R.J. (Henry C. Reid & Son, Bridgeport, 
Conn.); Hoyt Purvis, R.J. (H. T. Purvis 
& Son, Inc., Jonesboro, Ark.); Lester 
Moon, R.J. (Moon’s Jewelry, Tallahassee, 
Fla.); William S. Preston, R.J. (F. J. 
Preston & Son, Burlington, Vt.) ; George 
Fischer, R.J. (Brumer-Fischer, Clinton, 
Iowa), and Oscar Kind, Jr., C.G., R.J. 
(S. Kind & Sons, Philadelphia, Pa.). 


Others who attended included Harry R. 
Gerber, R.J., chairman of the Nomenclature 
Committee (Bramley & Co., Inc., White 
Plains, N. Y.); Herbert Underwood, R.J., 
secretary of the Advertising Committee 
(Underwood Jewelers, Jacksonville, Fla.) : 
Frank Davidson, R. J., secretary of the 
Admissions Board (Geo. D. Davidson, Los 
Angeles, Calif.) ; Stanley Church, G.M. 
(W), chairman of the Wholesalers Com- 
mittee (Church & Co., Newark, N. J.): 
Carleton G. Broer, C.G., R.]J.. past presi- 
dent of the society (Broer-Freeman, To- 
ledo, Ohio), and Alfred L. Woodill, ex- 
ecutive director of the society (headquar- 
ters, Los Angeles, Calif.). 
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Dunhill Cuts Prices on Pipes 


A direct reflection of the 30 per cent 
devaluation of the pound sterling, was an 
announcement by Alfred Dunhill of Lon- 
don, Inc., covering price reductions effec- 
tive immediately on the following English 
made pipes: Dunhill pipes which were $15, 
now $12; Denicotea pipes which were $10 
and $5, now $7.50 and $3.50, and Parker 
pipes, formerly $10, now $7.50. Other En- 
glish merchandise was also reduced in 
price, 
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CO CLOCKS 


Beautiful authentic reproduction of fa- 


mous "old world" clocks. Smartly styled for any home 


or office . . . library, living room, den, mantel . . . in fact, any room. 





e--------- 
e All Electric—with noiseless swing- e UNDERWRITERS LABORA- 
ing pendulum TORIES APPROVED 
® Nationally known self - starting © Qacsentend 40 wns A we 


movement 
© Beautifully carved simulated wood e 110 V AC, 60 cycles 


Introducing 


the NEW 
"COLONIAL” 


A beautiful reproduction in full size of this 
early American period clock. In antique ma- 
hogany or maple. Size: 14%," 
high, 8!/2"" wide, 334" deep. $7 495 
| EE Sa Orr ee 


THE 


“ELIZABETHAN" 


Created in miniature to match 
every detail of Iéth Century 
William and Mary period styl- 
ing. Im mahogany or ivory 
finish. ve 1834" high, 6!" 
wide, 3!" deep. 
List Price ...... $1495 
plus Federal Tax 





THE 


"SHERATON" 


Miniature reproduction of the 

favorite clock of the early 

English period. In mahogany 

or ivory finish. Size: 17!/,"' 

nigh, 6!" wide, 

3'/," deep. 

List Price ..... ST 37 
plus Federal Tax 


THE “PRINCETON 


GRANDFATHER 
CLOCK" 


Authentic reproduction in minia- 








ture which is the acme of “old 
Order from your jobber. If world charm." In ivory or ma- 
he cannot supply you, write hogany finish. Size: 15!/, high, 
for name of nearest jobber. 634"" wide at base, 534" wide 

at top. $1395 
Literature and newspaper ict Price ..... ) 
mats available upon request. plus Federal Tax 




















BOYCO, INCORPORATED 


GENERAL OFFICES: 1800 NORTH ASHLAND AVENUE, CHICAGO 22, ILLINOIS 
SALES AND DISPLAY: 
1589 MERCHANDISE MART CHICAGO 54, ILLINOIS 

















Jewelry Plants Speed Up Production Lines 
To Handle Onrush of Early Christmas Orders 


Jewelry plants in the Providence-Attle- 
boro area are beginning to get real busy, 
reflecting the beginning of the pre-Christ- 
mas season. 

Orders retailers are placing with sales- 
men are beginning to come into the fac- 
tories in volume and are there being trans- 
formed into production schedules and em- 
ployment. 

Improvement in factory activity ranges 
all the way from a slight pickup in some 
cases to a bona-fide “boom” in others. 

One of the newer jewelry plants—one 
that started in the early postwar period— 
reports an almost completely staffed night 


shift to care for a 70 per cent increase in 
business volume over last year. 

This is not an exception to the rule, 
neither is it the rule. A survey of the in- 
dustry showed that practically all firms 
have experienced a pickup that started as 
soon as Labor Day had been passed. 

Most of the firms are hiring, or trying 
to hire, help. Deliveries are starting a 
little late this year. There may be some 
disappointment on deliveries unless help 
can be hired. 

It already is difficult to procure ex- 
perienced workers. Former textile workers 
are being brought into the area from towns 















vo NEW HERMES PORTABLE 


you CANT T 


Tracer controlled sedeovinn is the most 
modern way of personalizing — any 
unskilled person simply traces the grooved 
guide letter and the New Hermes 

does the rest — a beautiful monogram 


cr name engraved on any kind of 


becaure 


it’s TRACER-C 
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A HAND ENGRAVING! 


CO —— 











| “THERE’s 
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Our New Hermes Engraver 





precious jewelry, flatware, fountain pens 


—- even stainless steel watches. 


USE OUR | 
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and cities within a radius of 25 miles. The 
are being trained and are reported 1 
doing very well in their new field. 

Factories are using all means at their 
disposal to speed up production lines and 
to increase output. Indications are that 
orders will be coming in in chain fashion 
again this year. It is also anticipated that 
ordering will continue on into early De. 
cember instead of dropping off in mid. 
November as was the custom when large 
infrequent orders were placed. 

Despite efforts being made to keep op 
top of the demand, order backlogs ar 
building up. It can mean only disappoint. 
ment for some of the late buyers, 

Activity to date has been confined mostly 
to the plants that sell to the retailer direc, 
Salesmen have been out since June in some 
cases whereas the wholesalers’ salesmey 
were not out in force until late July o 
early August. 

Manufacturers are awaiting the day 
when an earlier start will be made on the 
fall lines. It could effect a cut in jewelry 
costs because the current dumping of 
Christmas business in the lap of the manu. 
facturer in the 10 or 12 weeks prior to 
the holiday means that costly plant ex. 
pansion has to take place. Green hands 
are hired and trained. Their production 
is limited by their lack of experience and 
they damage or spoil considerable work ip 
the learning process. Then it is necessary 
to work staffs overtime and pay premium 
wages for the overtime operation. 

Prospects are for a good year for the 
manufacturer. It may not surpass last 
year’s volume which was down under 1947, 
but all in all it looks like a fairly satis. 
factory year. 

The excise tax is still ruining a lot of 
jeweiry sales. General conditions are not 
helping, either, but Mrs. and Miss America 
do not feel dressed these days without 
some costume jewelry and that is helping 
to keep volume fairly steady. 


0 be 


Waltham Answers Van Cott 


On September 7th Kenneth I. Van Cott, 
president of the American National Retail 
Jewelers Association, telegraphed the Walt- 
ham Watch Company for confirmation, or 
denial, of a trade rumor, as follows: 

“Please advise if there is any basis for 
the current rumored reports that the 
Waltham Watch Company is to repeat its 
50 per cent watch sale through department 
stores this fall, and that movements cur- 
rently coming off the production line are 
to be included. We are concerned over 
disastrous effects on normal fall watch 
business and further diversion of store traf- 
fic from the retail jeweler into other chan- 
nels of distribution. Your statement of 
intention is urgently needed to clarify the 
situation.” 

John J. Hagerty, president of _ the 
Waltham Watch Co., sent Mr. Van Cott 
the following reply dated September 8th: 

“Regarding your wire September 7, we 
advise that there is absolutely no basis for 
reports that this company is to repeat its 
50 per cent watch sale. You may be as 
sured any such reports are completely un- 
founded.” 
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Veteran Overcomes Disability, 
Forms Own Watch Company 


Durlacher, who came out of 
ar II with a shrapnel-smashed 
right hand, was advised by doctors to 
tinker with watches” as therapy to help 
regain normal use of his fingers and hand. 
So he enrolled in the Bulova School of 
Watchmaking at Woodside, N. Y. Shortly 
after graduation, Durlacher formed the 
company known as Tela-Time Jewelers in 
New York in partnership with his brother, 
Jules—the latter taking charge of sales, 
while Henry “tinkered” on the inside. 


Henry 
World W 


HENRY 
DURLACHER 


Forms 
Partnership 
With 


Brother 
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Describing themselves as “supply head- 
quarters for watchmakers and jewelers” 
and keeping in touch with many of the 
alumni of the Bulova School, the brothers 
report that they have succeeded in devel- 
oping a coast-to-coast business as whole- 
salers of watches, clocks, movements, mate- 
rials, bands, chains, findings, tools and mis- 
cellaneous jewelry. Today, 14 months after 
the formation of Tela-Time Jewelers, 
Messers. Henry and Jules Durlacher an- 
nounce that they are introducing their 
own line of medium price watches for 
men and women under the new brand 
name, “Time-Tela” watches. 

The announcement states that “Time- 
Tela” watches will feature modern styling, 
precision movements, smartly designed in- 
dividual plastic boxes, and a written guar- 
antee with every watch shipped — all 
backed up with factory repair service un- 
der the direct supervision of Henry Dur- 
lacher, the GI who started “tinkering with 
watches” as therapy a little over a year 
ago. 





Directors of California RJA 
Set 1950 Convention Date 


At the semi-annual directors’ meeting in 
Fresno, the dates of March 26, 27 and 28, 
1950, were set for the 17th annual Cali- 
fornia Retail Jewelers’ Association con- 
vention, to be held in Los Angeles at the 
Biltmore Hotel. 

The Business Aids Exhibit, which was 
inaugurated at this year’s San Francisco 
convention and proved to be such a suc- 
cess, will be greatly enlarged at the 1950 
convention. The entire ballroom and foyer 
have been reserved and space will be avail- 
able for over 90 exhibitors. 

Highlights of the convention will be the 
two luncheon business meetings scheduled 
for Monday and Tuesday. The Business 
Aids Exhibit will open Sunday noon and 
remain open all day Monday and Tuesday. 


FOR OCTOBER, 1949 


Again the Biltmore Bow] has been reserved 
for the annual banquet party. 

Full details of the convention will be 
announced later. 
Bruner-Ritter's New Radio Show 
Has World Premiere in N. Y. 


On Sunday, September 11th, Bruner- 
Ritter, Inc., signalled the world premiere 
of their radio program by having leading 
trade figures, including many wholesalers, 
as guests at their broadcast from Radio 
City. This program, “Chance-of-a-Life- 
time,” had been broadcast for a month 
before Bruner-Ritter’s sponsorship, and 
had during that time built up a proven 
audience of substantial size throughout 





the country. Actually, although the fes- 
tivities of the world premiere didn’t take 
place until September 11, the program 
had been sponsored the preceding Sunday 
by the manufacturers of Bretton watch 
bands. A fast-moving, exciting give-away 
program, “Chance-of-a-Lifetime” has been 
publicized as a million dollar program 
with fantastic prizes ranging, of course, 
from Bretton watch bands to completely 
built bungalows. 

Supper was served to the Bruner-Ritter 
guests following the broadcast in a private 
dining room of Toots Shor’s Restaurant. 
The program will continue every Sunday 
night from 9:00 P.M., Eastern Standard 


Time. 
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Various Problems Affecting Jewelry Trade 
Discussed at Meeting of JVC in New York 


Numerous problems with which the in- ©— 


dustry is faced at the present time, and 
problems which the industry has had to 
face over a period of years, were discussed 
at a special meeting of the board of direc- 
tors of the Jewelers Vigilance Committee 
held on August 17th at the Waldorf As- 
toria Hotel in New York. 

In his opening remarks, G. H. Niemeyer, 
chairman of the JVC, who presided at the 
meeting, complimented the Jewelry In- 





dustry Tax Committee and particularly its 
chairman, Leon J. Engel, for its direct 
approaches in the fight for the elimination 
of the excise tax. He also complimented 
the Committee for its organization and 
direction of the activities of 94 Minute 
Men representing all of the 48 states, 
Alaska and Hawaii, and of 22 Cooperating 
Committee Chairmen, who serve in addition 
to its 35 members. 
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ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 

Here’s what you get with your 
initial order of twenty-four Rings- 
O-Bliss matched wedding sets... 


Twenty-four hour service for 
personalized engraving and ship- 
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tensive service-to-dealers program. 
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grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 
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played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 
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Citing the apparent effect of th 
of this Committee upon the repres 
in Congress, Mr. Niemeyer said, “If it we 
not for the fact that the Administration 
is unalterably opposed to immediate a 
of the excise tax, we might have had some 
action at this session. It seems quite cer. 
tain that Congress will take favorable ace 
tion at its next session. One of the - 
fortunate results of the open fight against 
the 20 per cent tax has been the resulting 
publicity, which may have an adverse ef. 
fect upon the jewelry business during the 
balance of the year. The Tax Committee 
has been very conscious of the penalty of 
too much notice in the public press ang 
has tried to minimize same. It is hoped 
that this unavoidable publicity will no, 
be too harmful.” 

Mr. Niemeyer recounted how the various 
problems affecting the jewelry industry 
have been handled in the past by the 
Jewelers Vigilance Committee and a nun. 
ber of other trade organizations, whose 
particular problems, such as labor, etc, 
were and are being handled by them. Hp 
mentioned how it was necessary for the 
individual segments of the industry to cope 
with NRA and he submitted that no over. 
all committee could have served in that 
case. In mentioning price controls, it was 
felt that everything possible was done to 
get relief. In fact, under the direction of 
the JVC, the jewelry industry was among 
the first industries as a whole to be ab 
solved from OPA regulations. 

Speaking of Regulation W, it was stated 
that the branch of the industry most in. 
terested in that problem, the instalment 
jewelers, represented by the National As. 
sociation of Credit Jewelers, had done an 
excellent job with regard thereto. Refer. 
ring to priorities, allocations and limitation 
orders and other war emergency measures, 
it was brought out that the Jewelers Vig. 
ilance Committee and the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association had secured every possible con- 
sideration for the industry during those 
trying days. 

Mention was made of the Federal Trade 
Commission and of the manner in which 
the Jewelers Vigilance Committee has as- 
sisted in the formulation of trade practice 
rules for various branches of the industry. 
The Chairman spoke of the difficulties 
which have been met in the preparation of 
a new proposed federal stamping law and 
the necessity for developing new rules for 
fair competition within the trade, as well 
as providing means for the successful pros- 
ecution of violators. 

In concluding his remarks, Mr. Niemeyer 
made a plea for close cooperation in the 
work of the various organizations in the 
trade for the common good of the industry. 

P. Irving Grinberg, executive vice-chair 
man, stated that since a permanent chalr- 
man of the National Security Resources 
Board had not yet been selected, a task 
force covering the jewelry industry has 
not been appointed to-date. He also com- 
mented briefly with regard to conferences 
held with the Internal Revenue Bureau on 
several matters, including the excise tax 
on lay-away sales, if and when the tax 1s 
removed. 


efforts 
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‘Place Christmas Orders 
Now, Manufacturers Ask 


Many manufacturers, cognizant of the 
recent steadying of retail business, have 
expressed concern over the likelihood that 
retail jewelers will find themselves without 
sufficient merchandise during the Christ- 
mas selling season to meet the demand 
that now appears probable. Several manu- 
have therefore recently made 
specific efforts to get the retailers to place 
advance orders which will give the manu- 
facturer a better idea of the demand likely 
to be made upon his inventory during the 
next two months, and better enable them 
to schedule production during that period. 


facturers 


“For the retailer,’ he warned, “this 
will result in fewer holiday sales because 
he will not have merchandise, for the 
manufacturer simply cannot accelerate 
production processes to fill last-minute 
orders. It takes just so long to make a 
product and production cycles are already 
timed for the greatest efficiency and 
lowest cost. 

“The country’s foremost economists and 
retailing experts say that fall and holiday 
business will be good for the dealer who 
prepares himself for it,” Evans’ letter 
concludes. 

Several other manufacturers have voiced 
similar expressions regarding the danger 
of the retailer not anticipating his future 
merchandise needs early enough. 





Hamilton Watch Co. Aids 
Dealers in Watch Parade 


The Hamilton Watch Co. recently made 
available a kit of material designed to 
heighten the effectiveness of their deal- 
ers participation in The Watch Parade. 
The kit containing all types of sales aids, 
is designed specifically for, and drama- 
tizes the JIC “Watch Parade” promotion 
nationally scheduled for the period from 


Oct. 24 to Nov. 7. 


Wooton Heads New Guild 


Mortimer Wooton has been named presi- 
dent of the newly formed Canadian Valley 
Watchmakers Guild. Floyd L. Henson was 
elected secretary-treasurer. 








Silverware retailers were warned early 
in September that they faced loss of con- 
siderable sales volume in their “best sell- 
ing season” unless they built up present d 


C fr. FALLC Li ed 


low inventories, both in quantity and Krone 
variety. This warning came from Craig D. 
Munson, vice president and general sales 
International Silver 


~ 


manager of the 
Company. 

Mr. Munson stated that there is no 
doubt that silverware retailers’ inventories 
are down. “So are wholesalers, and so 
are ours,” he declared, adding, “nor is 
there any doubt that there has now oc- 
curred an upturn in business sentiment.” 
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tific printer bar action with 3 
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any other timing machine. 
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“People still have money to spend,” Mr. 
Munson said in pointing out why he ex- 
pects the silverware business to be good 
this fall. “Personal incomes have shown 
a surprisingly small decline. Retail buy- 
ing is likely to improve with business 
sentiment.” 

In explaining that manufacturers as 
well as retailers have been reducing stocks, 
Mr. Munson stated, “Production is not 
running at the high speed it was a year 
ago, and can’t be thrown into high over- 
night. It may take longer than you think 
to get what you want, and you can’t count 
on being able to serve your customer from 
the factory stock room at the last minute. 
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president and director of sales for Elgin bent nilsaminai 
American, pointed out his belief that the 
retailers’ overcautious hand-to-mouth buy- 
ing policy will result in a loss of profit- 
able business both to them and the manu- 
facturer who will be faced with a deluge 
of unfilled eleventh hour holiday orders. 
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“The results of this hand-to-mouth buy- 
ing trend will unquestionably and _inevi- 
tably be an eleventh hour deluge of holi- 
day season orders which won’t be—can’t 
possibly be—filled,” Evans letter said. 
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Golden Circle Club of N. Y. Formally Opens New Clubrooms 


The Golden Circle Club of New York, 
composed of executives and salesmen in 
the jewelry industry, formally opened its 
new clubrooms at the Hotel King Edward, 
120 W. 44th St., New York, on September 
21st with a cocktail party which was at- 
tended by more than 200 members and 
their guests. 

Immediately 
party, approximately 75 


following the _ cocktail 
members and 





























become members of the Golden Cire] 
Club, but who have not received an “4 
vitation to join, are urged to contact Steve 
Lucas, c/o the Hotel King Edward. 

The officers of the Golden Circle Club 
for 1949 include: President, Robert | 
Rodd; Treasurer, Joseph Dinstman: Rin 
retary, Jack Carling; Financia] Secretary 
Lansford F. King and Counsel, Harvey 
Lewin. 
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A cocktail party celebrating opening of the new clubrooms was in progress when this photo 
was snapped. 


their guests sat down to a sumptuous 
dinner—the first to be served in the new 
clubrooms. Formal speeches were dis- 
pensed with and after the banquet the 
remainder of the evening was given over 
to good fellowship. 

Steve Lucas, chairman of the member- 
ship committee, pointed out that the club 
now has a meinbership of 150 with approxi- 
mately 35 more applicants now on the 
waiting list. He added that no limit has 
yet been set on the number of members 
that will be admitted to the club’s mem- 
bership roster. 

It was announced that the club plans 
to install a television set in its modern, 
attractive new quarters. Present plans 
also call for keeping the clubrooms open 
every day, including meeting nights, and 
serve lunch and dinner to members and 
their guests. 

Salesmen and executives who wish to 





Officers of the club toasted its success at 
the formal opening of the new clubrooms. 
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y & Blitz, Inc., importers of imita- 
tion, synthetic and semi-precious stones, 
recently announced that they are going 
to move from their present premises at 22 
West 48th St., New York, which they have 
occupied for the past 20 years, to 48 West 
48th St. The new space they will occupy 
«vill be considerably more spacious and 
will be the most modernized offices known 
to the stone industry.” Kittay & Blitz will 
oficially open in their new location on 
October 31st. The firm has extended a 
formal invitation to all its customers and 
friends to inspect their new quarters on 
October 26th. 

q Walter Kokish recently announced the 
opening of a retail jewelry store at 106 
Fast 167th St., Bronx, N. Y.—“just off the 
Grand Concourse.” His wholesale business, 
the Walt Watch Co., formerly located at 
15 West 47th St., has also been moved to 
the above address. Mr. Kokish said that 
he will maintain a daily messenger service 
for the convenience of his midtown cus- 


q Kitta 


tomers. 
4 Black, Starr & Gorham, of Fifth Ave., 


New York, one of the oldest and most 
widely known jewelry concerns in the coun- 
try, opened a new store in Manhasset, 
L. I, on September 19th. The company 
has other branch stores in White Plains, 
N. Y., and East Orange, N. J. The new 
store occupies 2,000 square feet of selling 
space with a representative collection of 
silver, jewelry, china, crystal and _ mer- 
chandise similar to that to be found in the 
New York store. 

q An outstanding attraction at the New 
York Jewelry Trades School, 560 Melrose 
Ave., Bronx, N. Y., is the permanent ex- 
hibit of platinum and gold rings, brooches, 
bracelets and many other jewelry items 
created by students. The exhibit has been 
visited by jewelers from all parts of the 
country, according to A. Young, director 
of the school. As a result, many students 
have been offered jobs upon graduation. 
The school is one of the few trade schools 
in the country teaching diamond jewelry 
making by hand. 

4 Castiglia Jewelry Store, 80 Lake St.. 
Hamburg, N. Y., has doubled the size of its 
store by opening up another section of the 
building it occupies. The new section is 
devoted to the display of musical instru- 
ments, 

d Zilliox Jewelers has been established at 
913 William St., Buffalo, N. Y., by Herbert 
W. and Elmer G. Zilliox. 

4 Gary Jewelers, operated by Bernard S. 
Kamin, has been opened in the new Blue 
Building, 138 Columbia St., Utica, N. Y. 
The store has a curved overhanging display 
window and marquee. The interior is of 
bleached oak. Mr. Kamin formerly was as- 
sociated with Sonne Bros. in Utica. 

q Rudolph’s Jewelers. Syracuse, N. Y., 
launched its 43rd anniversary sale with a 
special 12-page tabloid section in the 


FOR OCTOBER, 1949 





CUOLTORE)D PEARLS 


q NEWYORK (lege 


Syracuse Herald-Journal which carried 
both ads and editorial material. 


Dr. Alexander Joins Tiffany 


Tiffany & Co. have announced that Dr. 
A. E. Alexander, internationally known | 
authority on gemstones and pearls, will \ cy ae) 
join their organization in an _ executive sit Se 


capacity on October first. 
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Alexander recently resigned the oN 
directorship of the Gem Trade Laboratory, | All Sizes - All Qualities 
Inc., which was sponsored by many of the | a Pry or Presse - 
precious stone and pearl dealers of New | for Price List No. 16 of Sept. 1949. 
York as an independent laboratory for the | 576 Fifth Ave. 
scientific testing of pearls and gemstones. | H. Sori New York 19, N. Y. 








Davis Heads Jewelry Division -—- --—-- -- 
In Drive for Traveler's Aid “ORIENTA” 

Sereno P. Davis, president of Jacobson 
Bros. Diamond Corporation, will serve as CULTURED PEARLS 


chairman of the Jewelry Division for the 

1949 fund drive of the Travelers Aid So- Beg of Q UALITY 

ciety of New York. The campaign, now in Ve, f th ri ilic GLf> 

progress, has a goal of $350,000. ie we tne Af <i eeaa di ‘S a 
This amount is needed this year to sup- ements 

port emergency assistance and counsel for — 

travelers and newcomers in difficulty. Last 


York helped 110.260 men, women, and || SUMONS BROS. CO. 


women, and 
children who needed a variety of services 
because of illness, a financial emergency, THIMBLES 
inability to find relatives, running away 
from home, and many other serious prob- 269 So. 9th ST. PHILADELPHIA 
lems at the piers and terminals. 
Non-duplicating in its work, the agency 
cooperates with 108 other Travelers Aid 


Societies which in turn assist thousands of 
traveling New Yorkers each year. E N C R U S T E R S 
Since Travelers Aid depends solely upon and Drillers 


voluntary contributions, substantial sup- ‘ 
port from commerce and industry is needed Special Order Work 


this year so that services essential to the PAUL FINGERMAN & CO. 
well-being of the traveling public and to 35 Maiden Lane New York 7,N. Y. 


New York will not have to be curtailed. 
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Jacobitti Tours Europe Fully oratecte 
Louis Jacobitti, Sr., founder and senior 0 109,676 sarees, Carlene 


INITIAL RING 


‘An initial suceess.’’ In 2 
or 3 letters. Plain or stone 
set. Prompt delivery. Pop- 
ularly priced. Write for il- 
lustrated price list. 


member of the Newark Jewelry Mfg. Co.. 
located at 18 Columbia St., Newark. N. J.. 
is on an extended trip to Europe. In prepa- 
ration for the coming season, he intends to 
call on stone dealers in Italy, France and 
Germany, while visiting those countrics. 
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- M. J. STERN 

Repairing of Jewelry & Special Order Work 








61 Beekman Street New York 7, N. Y. 








LOST AND FOUND 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary part. 
Found, a complete supply house that specializes 
in “Hard-to-Get"' watch parts. If you are hav- 
ing difficulty in obtaining a Swiss or American 
watch part, try JOHN A. POLTOCK & CO., 15 
g Maiden Lane, New York 7, N. Y. Write for 
g FREE catalogue, ligne gauge and stationery. 
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~SWISS WATCHMAKERS OFFER 'WATCH PARADE’ DISPLAY 





This five-piece window display is being mailed by The Watchmakers of Switzerland to re. 
tailers throughout the United States for use during the Jewelry Industry Council-sponsored 


“Watch Parade," to take place October 24 to November 7. The large centerpiece is head. 

lined, “For his first good watch—a quality jeweled-lever movement,” and reproduces, in 

full-color, the illustration from the national advertising of The Watchmakers of Switzerland 
appearing in leading consumer magazines this month. 


A five-piece window display, together 
with an idea-filled merchandising booklet, 
is being distributed to jewelers throughout 
the country by The Watchmakers of 
Switzerland in conjunction with the 
Jewelry Industry Council-sponsored “Watch 
Parade.” 

The display set, to be used during the 
October 24-November 7 promotion, features 
a centerpiece with an enlarged full-color 
reproduction of the painting which ap- 
pear in the current national consumer 
advertising of The Watchmakers of Switzer- 
land. The headline on the centerpiece 
reads, “For his first good watch—a quality 
jeweled-lever Swiss movement.” 

The accompanying four side pieces each 
carry a different selling message. The first 
emphasizes the gift theme, the second tells 
of new features, the third urges the pur- 
chase of a “second watch,” and the fourth 
is devoted to “the newest watch styles.” 

Also being mailed to the retailers is a 
merchandising booklet which not only pro- 
vides illustrated ideas on how to use the 
five-piece window display, but also sug- 
gests radio spots, local publicity releases, 
copy for direct mail, and tested promo- 
tional recommendations for making “Watch 
Parade” a success for the retailer. 





Wm. O. Smith is Appointed 
To Pennsylvania School Board 


William O. Smith, president of Western 
Pennsylvania Horological Institute, Pitts- 
burgh, Pa., has been appointed to the 
Pennsylvania State Board of Private Trade 
Schools. The board, comprising five leaders 
in various fields of technical training, has 
recently been created to deal with the 
problems of privately operated trade 
schools. 


Tory Jewel Box Corp. Formed 


Jesse Mautner, president of The Mautner 
Co. Inc., well known jewelry box and dis- 
play house, has announced the formation 
of a wholly owned subsidiary, Tory Jewel 
Box Corporation with showrooms at 389 
Fifth Ave., New York, N. Y. 

William Tory, formerly president of the 





liquidated Tory Manufacturing Co. and 
nationally known as the creator of The 
Tory Jewel Box, has become associated 
with the new firm in an executive capacity, 
A new and improved line of Tory jewel 
boxes will be manufactured by the new 
company. 

The Mautner Co. will continue its own 
executive office and showrooms at 20 West 
47th St., New York, and its factories jn 
Buffalo. 











Demand the Best! 


ONYX-STEEL 
MAINSPRINGS 


Longer lasting — Accurate timing — Pro- 
tected against rust—Individually packed 
in double envelope—marked with model, 
size, metric and dennison. 


YOUR JOBBER WILL SUPPLY YOU 





















s.j. Ssurnamer co. 
370 7th Ave., N.Y. 1, N.Y. 





WATCH MATERIALS—, 











Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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J, Schulz, Watch Distributors, 
Observe 25th Anniversary 


Twenty five years of service to the re- 
are currently being celebrated 
by James Schulz, distributors of Schulz 
watches and manufacturers of watch cases 
and attachments, located at 304 East 45th 
St. New York. 

Qn March 1, 1924 Mr. Schulz founded 
an importing and wholesaling business at 
15 West 42nd St., New York. The firm 
remained at the 42nd St. location until 
1925 when it became necessary to seek 
larger quarters. These were found at 36 
West 47th St. which at that time was a 
newly developed jewelry district. . 

The firm’s expansion again made moving 
necessary and a move was made to 15 West 
47th St. where Mr. Schulz further de- 
veloped the watch case and watch attach- 
ment manufacturing end of his business. 

In 1941, the company moved to their 
present location with its 4,000 square feet 
of floor space which is evenly divided into 
compact departments. A completely mod- 
ern tool and die room, a jewelry section 
for the production of watch cases and at- 
tachments in gold and platinum only, and 
a technical watch department and offices 
are all attractively situated in the firm’s 
present quarters. 

During the past quarter century the 
company has grown and now has two sales 
representatives covering the country. Ed- 
ward B. Woods is Eastern representative 
and George Antine covers the Central and 


Western states. 


tail jeweler 

















EXPERT 
SPECIAL ORDER WORK 


Send your Special Orders to us and 
be assured of expert workmanship 


and speedy service at lowest price 
levels, 


In keeping with our policy of pro- 
gressive expansion, we are at this 
time enlarging our Special Order 
Department as a further means of 
serving you. 


Estimates Cheerfully Furnished 


METRO JEWELRY CORP. 
21 W. 46th St. New York City 














New designs, aggressive merchandising 
and distinctive, individual styling keyed to 
the times has kept the company in its top- 
flight position. 

Assistance to the retail jeweler is ren- 
dered by the Schulz firm through advertis- 
ing in leading national magazines and 
metropolitan newspapers. The firm pro- 
vides its customers with attractive bro- 
chures showing advance advertising that is 
scheduled to appear in these publications. 

James Schulz, founder of the firm, came 
to this country from Denmark in 1920. In 
1921 he went to work in the watch de- 
partment of Tiffany and Co. He left Tif- 
fany’s in 1923 and shortly after founded his 
own business. Mr. Schulz now devotes his 
time entirely to overseeing the management 
of the entire business. Recently he visited 
his native Denmark and was the subject 
of a feature article in a leading Danish 
newspaper. 


Dr. Pough To Tour California 
For Lecture Series on Gems 


Dr. Frederick H. Pough, who is Curator 
of Physical Geology and Mineralogy of the 
American Museum of Natural History of 
New York City, and Gem Consultant for 
THE JEWELERS’ CIRCULAR-KEYSTONE, will 
make a tour of California in late October 
and early November at the invitation of 
the California Retail Jewelers Association 
to meet members of the association and 
give them short talks on the identification 
of gem stones. 

These talks will be in the form of an 
abbreviated summary of the identification 
furnished by Dr. Pough in his gem iden- 
tification course given in New York and in 
Chicago two years ago. 

The following is the schedule that has 
been arranged for Dr. Pough—the cities 
and towns and the dates at which he will 
speak in those communities: 

October 24 Petaluma and Vallejo 

” 25 Stockton and Modesto 

- 26 Fresno, Bakersfield & Visalia 
‘ 27 Pasadena and Glendale 

we 28 Long Beach & Southeast 

30 Los Angeles, Santa Monica 

and Hollywood 
iy 31 San Diego & Imperial 
November 1 Santa Ana, Pomona 





” 2 Santa Barbara & Ventura 

2 3 Monterey, Salinas & Santa 
Cruz 

" 4 Oakland 

7 9 San Francisco & Peninsula 

> 6 Sacramento 

" 7 Eureka 





Gamler's Launch Watch 
Promotion 

Gamler’s Jewelry Store, Main at 
Genesee Sts., Buffalo, N. Y., launched an 
August watch promotion by telling pros- 
pects to bring in that old watch lying un- 
used in a dresser drawer. 

The store suggested that these old 
watches be traded in on new ones, offering 
to apply the trade-in allowance as a 
down payment if the customer desires. 
Gamler’s said it was turning over the 
trade-in watches to a school training veter- 
ans in the watchmaking trade 











The World's Smallest 
KEY CHAIN and FLASHLIGHT 


now In 


GOLD FILLED 


(1-20-12 kt} 
Engine 
turned 


$5.50 


Plain 
$4.80 
(Keystone) 










° 14 kt. $56.00 = 
¢ Plain sterling $4.20 /\ 
¢ Engine turned ‘ 

sterling $4.50 
(Keystone) 


HANDSOMELY BOXED 
Additional batteries free! 


* 
LEWIS KIRSCHMAN CO., INC. 
50! Madison Ave., New York 22, N. Y. 




















GOLD 


BANGLE WATCHES 
LINK BRACELET WATCHES 


EXCLUSIVE DESIGNS 





STYLED AND MANUFACTURED BY 
ERIC E. SIEBERT, INC. 
665 FIFTH AVENUE 
NEW YORK 22, N. Y. 

















FOR OcToBER, 1949 259 

















AUTHENTIC 


EMBLEMS 
created by 


QRAN 


AND COMPANY INCORPORATED 
546 So. Meridian St. © Indianapolis 4, Ind. 











A very popular and attractive ring mounting 
for setting your diamond to best advantage. 
Available in both 10K and 14K yellow gold; 
side eagles in white gold. Can be had with 
a prong top or closed bezel as shown. 

Emblems enameled in authentic colors — 
other combinations on special order. 





No. 1669 — 32nd Degree Ring Mounting. 
Memo and electros furnished on request. 






































GEM STONE 
ENGRAVING 


¢ FINE PORTRAITS - CAMEOS 
* INTAGLIOS - SEAL ENGRAVING 
* WARRIOR HEADS - REPAIR WORK 


* Original Designs Made to Order 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 

















Genuine EMERALDS 


@ regular sizes in stock 
@ special sizes cut to order 
@ write for memo today 


RUDY WALLER 


545 5th Ave., New York 17, N.Y. MU 7-6865 
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Participating in the annual Canadian 
National Exhibition in Toronto for the 
first time in the history of the 70-year-old 
event, the Watchmakers of Switzerland this 
year walked off with top honors with their 
merchandising display which attracted 
nearly 1,000,000 visitors during the 14 days 
of the exhibition. 

Handled through the Montreal office of 
Foote, Cone & Belding International Cor- 
poration, the agency in charge of the 
Watchmakers of Switzerland account, the 
exhibit was given the highest citation grant- 
ed by officials of the Canadian National 
Exhibition Association to any individual 
exhibitor—that of “especially fine.” 


Exhibit Awarded Top Honors at Canadian Show 








Marking the first year of participation in the Canadian National Exhibition in Toronto, 

Canada, the Watchmakers of Switzerland display took top citation as an outstanding indi. 

vidual exhibit. The officials based their decision on neatness, color treatment, originality 

of design, and merchandising appeal. The display was ringed with emblems of the Swiss 
cantons mingled with flowers. 


Hundreds of watches and clocks were 
displayed in handsomely decorated, bright. 
ly lighted showcases, with stress placed 
on fashion trends, new developments in 
automatic, self-winding, shockproof and 
anti-magnetic watches, and the latest Swiss 
accomplishments in the fields of calendar 
watches, chronographs and _ chronometers, 
Huge working models of watch movements 
attracted much attention. 

The pavilion was staffed by a group of 
Swiss watch technicians, headed by J. J. 
Bolli, secretary of the Swiss Watch Cham. 
ber of Commerce, who journeyed from La 
Chaux-de-Fonds, Switzerland, to _ take 
charge of the exhibit. 





Tin Regulations Are Amended; 
Some Controls Will Continue 


Restrictions on the uses of tin, regulated 
since early in the war, are eliminated in a 
sweeping revision of the U. S. Department 
of Commerce basic tin conservation order 
M-43, and by revocation of conservation 
order M-81, it was recently announced. 
Amendment of M-43, effective immedi- 
ately, also provides for the relatively free 
import of the metal by private business. 
This recent action is in keeping with the 
Department’s announced intention to de- 
control tin as quickly as supplies appeared 
adequate to meet the needs of all industry 
and of the strategic stockpile. 
Although end-use restrictions of M-43 are 
eliminated, the general framework of the 
order remains in effect and the following 
controls will continue to be exercised by 
the Commerce Department: 
1. Allocation of all pig tin. 
2. Inventory controls on pig tin and all 
materials containing tin. 
3. Reports by holders, distributors, im- 





porters, and users of tin. 





4. Import controls on pig tin and mate 

rials containing tin. 

Controls over tin imports by private firms 
will be maintained under the authoriza- 
tion procedure established earlier in the 
year to regulate imports of off-grade metal 
and now expanded to permit relatively free 
private import of all grades of pig tin. 


Jewelers Get Small Share 
Of Providence Sales Jump 


Retailing in the Providence area took 4 
37 per cent jump over the like 1948 period 
in the week ended August 27th, but it 
didn’t bring any reason for cheering on the 
part of the retail jeweler. Business for them 
has not been good for many moons. 

The big splurge in buying in the August 
27th week was atuned to a back to school 
movement. The week also looked especially 
vood because it was compared with a 1948 
week that had been particularly poor. 

The jewelry sales are not afflicted to any 
serious ups and downs, but they just re 
frain from getting up on a plane sufficient: 
ly high to please store owners. 

The excise tax is hurting. Most stores. 


THE JEWELERS’ CIRCULAR-KEYSTONE. 














w include the impost in the price, but 
he wealth of publicity recently given 
y to have the tax removed has made 
the public conscious of the tax. . . 

Some hopefuls are delaying their buying 
of jewelry, thinking that there is still a 
possibility of elimination. . 

The manufacturer and the retailer, how- 
ever, are pretty well convinced now that 
the excise tax has become political. Elim- 
ination OF reduction of the tax next year 
‘; believed to be considered a means of 
reflecting glory upon those responsible for 
it and is being scheduled for the time 
when it will do the most sood—election 
year. . . . | 
In the meantime the retailer is getting 
along on a very meagre business diet. 





Thompson & Son Jewelry Firm 
Observes 46th Business Year 


One of central Michigan’s most reputable 
jewelry firms, Thompson & Son, of Mount 
Pleasant, this year celebrates its 46th year 
of continual ownership and operation. The 
frm is owned by Sid D. Thompson and 
his son, Dr. Edgar Thompson. 

Sid Thompson, founder of the store, is 
prominent in civic affairs and among 
jewelry retailers of the state, having served 
for two terms as president of the Michigan 
Retail Jewelers Association. 

The veteran jeweler first entered the 
trade aS an apprentice watchmaker in 
Ithaca. He studied optics in Chicago and 








HOME OF GOLDEN CIRCLE 





JEWELERS 
VISITING 
NEW YORK 
MAKE 


Hniel King Edmard 
120 W. 44th St., N. Y. 18 
Your HEADQUARTERS 
Situated in the Center of 
THE JEWELRY TRADE 


BLOCK FROM FIFTH AVENUE 
BLOCK FROM BROADWAY 
NEAR ROCKEFELLER CENTER 





Television available. 
Modern 1!7-story fireproof building. 
Singles from $4.00 and double rooms 
from $6.00. 


For reservations write or phone: 
Miss J. Pratt, LUxemburg 2-3900 
Jules B. Zeif, Managing Director 


HOME OF GOLDEN CIRCLE 








All 300 rooms with private bath and radio. 














SMELTERS & REFINERS 


Specialists in 
Processing Precious Metals 


JOHN STREET REFINING CO., INC. 


REctor 2-0853 
244 WATER ST. NEW YORK 7, N. Y. 
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passed the state board in 1909. He fol- 
lowed his study with an engraving course 
and later became a journeyman. jeweler, 
working in lowa, Ohio and Pennsylvania. 

For three years he traveled for a whole- 
sale jewelry firm covering the states of 
Ohio, Michigan, West Virginia, Pennsy]- 
vania and Maryland. Retiring from the 
road, he then went into business for him- 
self in Shepherd. 

After 20 years as a prominent Shepherd 
merchant, he decided to found a store in 
Mount Pleasant. The Mount Pleasant store 
opened its doors on December 23, 1923, as 
one of Michigan’s most modern jewelry 
firms. 

Mr. Thompson’s son, C. Edgar Thomp- 
son, became associated with his father in 
1932. He is a graduate of Mount Pleasant 
High School. After going to Chicago where 
he graduated from Northern Illinois School 
of Optometry, the younger Thompson at- 
tended Southern University at Lakeland, 
Fla. 

When Mr. Thompson started in business 
in Shepherd, he had a one-man organi- 
zation. The firm is now a six-member or- 
ganization. In addition to Mr. Thompson 
and his son, the firm employs two watch- 
makers and two salesladies. 





Pennsylvania Watchmakers 
Attend Annual Summer Picnic 


According to reports from members of 
the Watchmakers Association of Pennsyl- 
vania, their families and their guests, the 
annual picnic of that group was a grand 
success. Attended by approximately 500 
persons, the picnic was held on August 
14 at West View Park, Pittsburgh. 

The day’s activities ranged from various 
sports activities to ingenious contests that 
tested the skill of those participating. In- 
cluded among the latter was a_ balloon 
blowing contest that started off with a 
bang and wound up with the more Jong- 
winded emerging victorious. 

At the outing many horological prizes 
were awarded to lucky winners. Inciu:led 
among these was a complete 22-volunte set 
of Esembl-O-Graf manuals donated by Wm. 
Q. Smith, president of the Western Penn- 
sylvania Horological Institute. Other prizes 
were also donated by James O. Trader, 
Inc.; Ray Gaber, C. & E. Marshall Co., 
Inc.; Morris Goldstock, and Martin Gluck 
& Son, Inc. 





Ronson's Managing Director 
Makes Plans For New Factory 


J. E. Liddiatt, managing director of Ron- 
son Products, Ltd., arrived in New York 
on August 25th, to meet with Ronson Art 
Metal Works, Inc., officials to make plans 
for a new factory in England, to take care 
of their constantly expanding business. Mr. 
Liddiatt traveled from England on the 
Queen Mary. 

Ronson Products Ltd. is a wholly-owned 
subsidiary of Ronson Art Metal Works, 
Inc. Its factory in Letterhead, Surrey, Eng- 
land, handles Ronson business not only in 
the British Isles, but for Europe, as well 
as the Near East, Africa, Australia and 
substantial portions of the Far East, in- 
cluding India and Pakistan. 




























































































14 kt. Gold & Platinum 


Cigarette Cases 


Powder Boxes Lipsticks 
Bracelets Rings 
Brooches Clips 
Earrings Cuff Links 


Necklace Clasps 


GUTENSTEIN BROTHERS 
18 East 53rd Street 
NEW YORK, N. Y. 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 









































A. C. THOMAS & CO. 


Incorporated 


33 West 30th Street 
New York 1, N. Y. 
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EWELERS’ ITEMS 
in finest Leather 
Goods, featuring super- 
lative quality and work- 


manship, — plain and 
14-kt. gold-mounted, 
including: 


BILLFOLDS 
WALLETS 
CARD CASES 
KEY CASES 


MEMO-ADDRESS 
BOOKS 


— and — 
Gold-tooled Leather 
Gift Novelties, suited 
==to the Jewelry Trade= 



































ON PROFIT-MAKING MINIATURES 





the GREATEST Mini-Cam VALUE 


The TONE CAMERA 
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F:3.5 Anastigmat Lens 


* 
@ Focusing Mount—3 ft. to Inf. 

© 1/25 to 1/100 sec. Cocking Shutter | CAMERA 
@ Eye Level and Waist Level Finders LIST 


© Complete with Leather Case 


MYCRO £:4.5 lens a 
above | $5.97 


above 











LOWEST PRICED 
MIDGET CAMERA 
ON THE MARKET 


MIGHTY 


Precision camera with 
f:4.5 lens and genuine 
leather case 


SIMILAR TO ABOVE 
SAME PRICES 


NOW! AT REDUCED PRICES 


RUBIX- 
RUBINA 


Professional 
Miniature 
© Color Corrected :3.5 Anastigmat Lens 
© Precision: Shutter, 1/25 to 1/100 sec. & B. 


@ Finest Miniature Camera at NEW, RE- 
DUCED PRICE COMPLETE WITH CASE 


LIST $19.95—NET $11.97 


A Precision Miniature Camera 


STEK Y 


Precision Pocket Camera 

F:3.5 Stekinar Lens 

a ERY. & Interchangeable Lenses 

i t Automatic Film Counter 
A All-metal Chromed Finish 

COMPLETE 


SOMME LIST $24.95 — NET $14.97 
PHOTOMATIC 


precision lighter for all 
photo fans 


An amazing replica of a 
camera, boxed with de- 
tachable tripod for desk 





WET 


$7.95 © $4.77 


VESTA 


LIST 
































or pocket. Cable-release 
igniter. 
CAMRA-LITE preci- 


Retails at $4.95 
Your Cost $2.97 


sion lighter, with tri- 
pod. Retails at $5.95. 
Your Cost $3.57. 




















Write for Our NEW Catalog 
f a 

4Oceanfr OCEAN PHOTO SUPPLY 
NEW YORK 11 


Rey 


11 W. 20th ST - 
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Hamilton Installs Clock 
At Lancaster Airport 


Air travelers arriving at the Lancaster 
Municipal Airport, Lancaster, Pa., are 
greeted by a correct time clock and the 
message, “Lancaster, Pennsylvania, Home 
of Hamilton Watches.” 





This Hamilton outdoor neon clock is an air- 

line passenger's first glimpse of Lancaster, 

Pa. The clock, bearing the message “Home 

of Hamilton Watches" is located over the 

entrance to the administration building of 
the Lancaster Municipal Airport. 


Hamilton installed the neon clock and 
sign, at the request of the Airport Com- 
mission, as part of an extensive remodeling 
and enlarging program that brought regu- 
larly scheduled airline service to the Lan- 
caster airfield. The clock is situated over 
the entrance to the administration build- 
ing and is clearly visible to pilots and 
passengers of all planes using the landing 


field. 


Engel and Goldberg Address 
Norfolk-Portsmouth Banquet 


S. D. Hardy, president of the Norfolk 
and Portsmouth Retail Jewelers Associa- 
tion, presided at the annual dinner meet- 
ing of that organization held on September 
19th at Thalia Acres. 

Guest speaker of the evening was Leon 
J. Engel, president of the National Whole- 
sale Jewelers Association and chairman 
of the Jewelry Industry Tax Committee. 
Mr. Engel delivered an enlightening and 
informative talk on the excise tax and its 
effect on the industry. 

Plans the National Association of Credit 
Jewelers has worked out for the credit 
jeweler were described in detail by the 
president of that association, H. A. Gold- 
berg. 

The distribution of the door prizes to 
the lucky winners was ably handled by the 
association’s secretary-treasurer, Carl P. 
Harmon, who made arrangements for the 
entire affair. 





Dennison Issues 
Window Trim Book 


The new Dennison book “How to Deco- 
rate Windows With Crepe Paper” answers 
the retailer’s ever-present problem—how to 
create a window display that will sell. 

Here are a few of the pay-off ideas in 
this book: Well-illustrated, easy-to-follow 


instructions on _ installing backgrounds 
floors, drapes and valances. plus sug om 
tions on using props. Pages of whales 
information on professional tricks with 
crepe paper in window designs, Tie-in 
interior layouts that follow-up window 
displays. Photographs of typical Windows 
and seasonal decorations. 
Anyone can follow the practical rules on 
design, color, materials and techniques— 
and the common sense “do’s” and “don'ts” 
which make this book so useful for the 
jeweler. 
Gorham Announces 
Appointments 


—_— 
— 





D. T. ANDERSON 
(Gorham) 


GEORGE N. Gow 
(Gorham) 

George N. Gow is now representing The 
Gorham Co. as sales representative for 
Gorham Silverplate in Buffalo, Pittsburgh 
and the larger cities of Indiana, Michigan 
and Ohio. 

The Gorham Company announced the 
appointment of Donald Taylor Anderson 
as sales representative in the Southwest, 








Send pieces for accurate estimate, 
or for approximate estimate, write to: 
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Let our organization, established 46 
years and staffed with the finest crafts- 
men in the country, do your work and 
GUARANTEE IT! 


@ SILVER PLATING 

@ GOLD PLATING 

6 HOLLOW WARE 

@ NEW PARTS REPRODUCED 
2 


ENGRAVING REMOVED,  REFIN- 
ISHED, REPLATED AND _ LAC- 
QUERED 


Repairing of the most intricate nature 
on sterling and plate, for the discrimi- 
nating jewelers from coast to coast. 


OXFORD SILVERSMITHS CO. 


REPAIR DEPT. 
Established 46 Years 
875 2ND AVENUE NEW YORK I7, N. Y. 
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rn, B. Lowe, Veteran Retailer, 
In Business For Half Century 


Robert B. Lowe can proudly boast that 
for half a century he has been conducting 
a successful business in the Village of 
Port Byron, N. Y. Mr. Lowe entered the 
jewelry and clothing business in partner- 
ship with his brother, the late Frank 
Lowe, back in 1900, and is still carrying 
on. He has been in business longer than 
any other person in Port Byron. 


ROBERT B. LOWE 
Celebrates 
50th 


Anniversary 





Mr. Lowe was employed by the late 
Bert C. Shotz, former village mayor, be- 
fore entering business for himself. Always 
interested in public affairs, he has served 
as village clerk for several terms, and on 
many committees seeking improvement of 
local conditions. 


Two Mfrs. Appoint Platt 
Eastern Sales Representative 


Frederick B. Platt, jewelry manufactur- 
ers’ representative, with offices at 366 Fifth 
Ave., New York, has been appointed East- 
ern sales representative for the J. W. 
Wolfenden Corp. line of sterling silver sell- 
ing at popular prices. Mr. Platt, whose 
slogan is, “If it’s new, I have it,” has also 
taken the Eastern representation of the 
Bliss Bros. Co. line of compacts and costume 
jewelry, and he continues to represent the 
Crescent Silver Company line of plated 
hollowware. 


-- = eee 


Take New Gorham Posts 


John R. O’Kane is taking over the du- 
ties of sales manager for The Gorham 
Company’s sterling hollowware, plated hol- 
lowware and toiletware and novelties divi- 
sions, 

Frederick J. Coyle assumes sales man- 
agership of plated flatware, silver chests 
and the ecclesiastical divisions. 

Charles S. Vanderblue was named Di- 
rector of Marketing Research. 


The West Coast 


q Jules Lindenbaum, who heads the King 
Jewelry Store in Santa Monica and is 
president of the 24 Kt. Club of Southern 
California, has been elected a director of 
the California Retail Jewelers Association 
for the Santa Monica District. 

q Ellis Sales Co., Suite 509 Metropolitan 
Building, Los Angeles, has opened display 
rooms featuring their genuine marcasite 
jewelry which is hand set in sterling silver 
with a rhodium finish. The firm also carries 
religious pendants. 


q Smith’s Jewelry Store, 113 South Los 
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Angeles St., Anaheim, Calif., has been pur- | 
chased by Pere Snyder and will be oper- | 
ated under the name of Pere Jewelers. 
Mr. Snyder has been associated with his 
father in Moss Jewelers of San Bernardino, 
Calif., since his discharge from the army 
in 1946, 


Christmas Gift Packs 
By International Silver 


Two of the new Christmas Gift packages 
by the International Silver Co., featuring 
the return of extra matching sterling 
pieces not available for many years are 


(left) letter opener and (right) bridge 
snack set consisting of hollow handle 


butter spreaders. 
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Attractively packaged, the letter opener 
will retail at $4.60 in the Minuet and Pre- 
lude patterns and $8.00 in Royal Danish. 
The bridge snack set will retail for $16.00. 
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Earrings in various patterns in 14 KT 

Green and Red Gold. 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and 

Green Gold Combination in four sizes. 

Earrings, Cuff Links and Studs to 

match. 
Our comprehensive line of 
Gold, Platinum and Enamel 
Nowelties, including Vanity, 
Cigarette and Card Cases 
are distinctive and have 
sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 
64 West 48th Street ¢ New York 
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95 Bedford St. 





LOWER PRICES for STAINLESS STEEL FLASKS 





Send for new price list showing standard sizes and lower quantity rates. 


ALEXANDER SAUNDERS & CO. 


New York 14, N. Y. 
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A SUPERIOR 
ER POLISH 


SI 


CAMPBELL’S 
SILVER 
SHINE 


CLEANS 
with little 
effort... 
Safe too. 
Nothing to : 

injure hands. /. 


SELLS FOR 
50c 
A BOTTLE 
You pay less 
than half 
that! 


IT PLEASES! 
And a 
pleased customer y ) 
always | 

comes back 
for more. 


CAMPBELLS 


SILVER 





TRY IT! 
Only $3.25 
per dozen 
Order No. 

18265 


0 qrc 
s re na ee ecg. 
YOUR NAME 
\ HERE, 


SSS 


HALL CO. 


BOX 7737, CHICAGO 80, ILLINOIS 





















RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
surea Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 
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EXPANSION PLANS ANNOUNCED AT 





Plans for vast expansion of plant facili- 
ties, as well as enlarging the sales staff 
and launching an extended advertising, 
promotion and sales campaign for Art- 
Carved diamond engagement and wedding 
rings, were announced at the annual sales 
convention and banquet of J. R. Wood & 
Sons, Inc., New York, the Art-Carved man- 
ufacturers. 

The banquet, which climaxed a four-day 
sales session, was held in the Waldorf- 
Astoria at which W. Waters Schwab, J. R. 
Wood president, was toastmaster. 

Missing at the annual sales 
was Pat Reardon, who covered the terri- 
tory extending from eastern Nebraska to 
eastern Colorado, and who died recently at 
ihe age of 47. He had entered the Wood 
employ as a boy with a 25-year record as 
salesman. 

Additions made to the sales staff in- 
cluded Bernard B. Witt, of Denver, Colo., 
who coincidentally, had been recommended 
by Pat Reardon a few months ago. He 
and Mark A. Summey of Fort Dodge, 
Iowa, will cover Pat’s territory where he 
was so popular among jewelers. Mr. 
Witt’s territory will cover Nebraska, Kan- 
sas, Wyoming and northeast Colorado. Mr. 
Summey will travel through Iowa and 
Missouri. 

Two other additions announced by Mr. 
Schwab are Joseph F. Shaw of Dallas, 
Texas, who will assist Ben Kuhn in Texas, 
Oklahoma, Louisiana, southern Mississipp1; 
and Hollis B. Haughey of Jackson Heights, 
N. Y., who will travel North Carolina, Vir- 
ginia, Delaware, part of Maryland and 
West Virginia. 


meeting 





Elgin "Watch Parade’ Kit 
Has Been Mailed to Retailers 


Keyed in copy and art as a merchandis- 
ing tie-up to the Jewelry Industry Coun- 
cil’s 1949 Watch Parade, a comprehensive 
sale-aid portfolio has been mailed to its 
dealers by Elgin National Watch Company, 
according to Howard D. Schaeffer, vice- 
president. 

Utilizing the parade motif as the theme 
of its promotion, the Elgin kit includes an 
outstanding array of dealer advertisements 
and publicity ideas. 


J. R. WOOD CONVENTION 








Commenting on the dealer-aid package 
Schaeffer said: “The primary purpose of 
this portfolio, as of every promotions] 
effort carried out by Elgin, is to asgig 
the dealer sales-wise. We have attempted 
to make this kit as helpful as possible ip 
moving merchandise from the dealers 
counters with advertising and promotion, 


— --——__ —_ 


q Abe Barkin and his son, Edward, have 
opened a new jewelry store at 8220 Santa 
Monica Blvd., Hollywood, Calif., under the 
name of Merit Jewelers. Abe Barkin was 
in the retail jewelry business at 182 State 
St., Hartford, Conn., for over 15 years, and 
has only recently moved to Southern Cali. 
fornia. 


-_—_— 


‘DIRECT... 


mail "The Accurate Way" gets 
your sales story to jewelers who 
count... who buy! 


SAVE. 


by having us address your 
mail quickly, economically— 
to the famous, guaranteed 
ACCURATE ADDRESSERS' list 
of over 34,000 jewelers. Amer- 
ica's biggest. Your choice of 
names, from 1,000 or more, by 
selected credit rating, popula- 
tion, state or town. 

a per 

_ $729 thousand 
Unqualified DOUBLE-POST- 
AGE-BACK offer on returned 


mail. Call, write, wire 


ACCURATE ADDRESSERS CORP. 
1233 Sixth Ave., NY.C. 19 
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Latest Watch Styles Shown at Swiss Fair 





This new ideal timepiece for the modern 
Miss in the laboratory or in her kitchen, one 
of the latest creations of Swiss watchmakers, 
was shown at the fair. A chronograph 
that records observations up to 45 minutes 
with a precision of one-fifth of a second, 
this quality jeweled-lever movement Swiss 
watch has a lapped bezel and lugs, and is 
striking in appearance with its heavy flat 
crystal. 


More than $2,000,000 worth of the latest 
style pace-setters were shown in the watch 
pavilion of the 33rd Swiss Industries Fair, 
where manufacturers exhibited their 1949- 
1950 models with jeweled-lever movements 


RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 








We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 
In this field. 


Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
Proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 























Phone: BU 4.4698 
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in round, oval, rectangular and square 
cases. 

The 190 exhibitors among The Watch- 
makers of Switzerland stressed the jeweled- 
lever movements in particular for the Unit- 
ed States market, the trend being toward 
making available the finest styles along 
with the best type of movement. 

Watch buyers from all parts of the 
world attended the Fair, basing their pur- 
chases for the coming year on the various 
timepieces offered at the Watch Pavilion. 





Rich in its simplicity, this square-dial, 18- 

karat yellow gold jeweled-lever watch was 

one of the new fashion leaders exhibited at 

the Watch Pavilion of the Swiss Industries 

Fair in Basle. The matching gold band is of 

double serpentine design with a clip-like 
attachment. 


Strictiy tailored models shared the spot- 
light with be-jeweled timepieces at the 
many exhibits. A number of the items 
shown are aimed at aiding the retail 
jeweler to sell “a second watch,” with 
special purpose jeweled lever timepieces 
available for almost every type of specialist. 

In addition to a wide variety of dress 
and sports models, chronographs, auto- 
matics, water-resistant watches, calendar 
watches and other special timepieces were 
shown. A “reversible” watch, a woman’s 
chronograph, a marine watch to tell the 
daily time of tides, and an automatic 
calendar timepiece were among the new 
developments in watchmaking shown at the 
watch pavilion. 





One of the most striking exhibits at the fair 
was that containing this remarkable Swiss 
jeweled-lever movement timepiece, shown 
here being held by a model who is wearing 
what is claimed to be the world's smallest 
watch. The handsome round man's watch, 
thin and light as a wafer, is only 0.117 of 
an inch thick in the middle, and 0.074 of an 
inch at the rim. The nine-ligne movement 
has 92 parts, and weighs only 0.105 of an 
ounce. 





























Birds of a feather 
ave saving 3Of 


by flocking together! 


W ise jewelers are saving 30%, 
on their fire insurance premiums 
by insuring in the "jewelers' own 


company." 


They save because they are 
insuring in a strong mutual com- 
pany that insures only jewelers 
and those in related lines. 
Jewelers are a preferred risk 
class... the losses are fewer. 
The savings are divided among 
policy-owners in the form of divi- 


dends—currently 30%. 


Drop us a post card, and let 
us send you full details. No sales- 


man will call. 


National Jewelers Mutual 
Fire Insurance Company 


Jewelers Insurance Bldg., Neenah, Wis. 
Offices in: Milwaukee, New York, 
Chicago 
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THOMAE NOVELTIES 





No. 


No 


No 


No. 


LIQUOR JIGGERS 


45 Thimble Jigger 1]!/, oz. capacity 

. 446 Cup Jigger, measures }/2, 1, 1!/ 
and 2 ozs. 

. 246 Double End Jigger 

14, oz. standard jigger measure 

1 oz. standard pony measure 

Lines divide cups for 1/-34 oz. 

888 Labels—All Popular Kinds 


Illustrated price list available 


CHAS. THOMAE & SON Inc. 


SOLD TO RETAIL 


15 Maynard St., Attleboro, Mass. 
Style, quality, and finish for over 28 years 
JEWELERS ONLY 














THE 


Gishor SPORTS LINE 7 


CHARMS AND MEDALS [ 
ALL EVENTS 








70 YEARS OF 
QUALITY AND SERVICE “ dk 


THROUGH THE WHOLESALER 


J. M. FISHER COMPANY 
ATTLEBORO, MASSACHUSETTS 











©2x DIMES co 


FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 


Ya. 


REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 














= — 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MEG. CO. 
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| @ The “lid” was off one half of the A. 


Stowell Co. store early in September re- 
vealing what the other, and now concealed, 
half will look like when the transforma- 
tion is completed, sometime in October. 
Smaller windows, but providing more space 
for display of merchandise, feature the new 
store front which is attractively set in 
Vermont marble, with new lights, new all- 
class doors, and special display areas. The 
store’s silver room has been restored, since 
the alterations, on the right as customers 
enter. The store recently featured the 
world’s largest scarab bracelet, with news- 
papers giving generous space to a descrip- 
tion of the sacred beetle of Egypt. The 
bracelet, 22 inches in length, featured 
seven genuine scarabs carved in silver, and 
each one different, with amethyst, jadeite, 
topaz quartz, rose quartz, crystal, tiger eye, 
and Swiss lapis. The display attracted 
wide attention and brought many interested 
visitors into the store. 

4 The first meeting of the fall season of 
the New England Guild of the American 
Gem Society was held at The Smorgasbord 
Restaurant, Providence St., Boston, on 
Wednesday, Sept. 14. Annual election of 
officers took place, and a new analyzing 
refractometer and new gemology books 
were displayed. A regular laboratory ses- 
sion followed the election with Dr. Corne- 
lius Hurlburt in charge. Plans for 1950 
were discussed. 

q Miss Agnes Biggar of Buffalo, N. Y., has 
taken over complete charge of the china 
and glass department of the Thomas Long 
Co. store. 

q Miss Helen Boyle, store secretary of the 
Smith-Patterson Co., returned from her 
vacation as Mrs. Andrew Hamilton. Harry 
Crowell, silver department, out ill for 
several months, is back on the job; and 
Mrs. Florence Harrington, cashier, is con- 
valescing from a successful operation. 

q The Shreve, Crump & Low store has 
been featuring something new in _ hand- 
made _sterling—Sciarrotta, leaf designs— 
with special displays in the silver depart- 
ment, and featured on Boston radio sta- 
tions. 

¢q¢ The Boston Jewelers Bowling League 
opened up its 27th season on Tuesday, 
September 13, with the rolling being done 
on new alleys, Commonwealth Recreation 
Alleys, 1105 Commonwealth Ave. A cordial 
invitation is extended by the team captains 
to visitors to join in these weekly events. 
Frank Gendreau, Jr., is president of the 
League, and, as usual, Samuel Robinson of 
Kennard & Co. is official scorer. Teams 
with captains are as follows: ‘Shreve, 
Crump & Low, Robert Schwinn; E. B. 
Horn Co., Herbert Lovnd; Thomas Long 
Co., Joseph Magnifico; D. C. Percival & 
Co.. Walter Bain; E. H. Saxton Co., B. E. 
Jackson; Smith-Patterson Co., E. A. Gay; 
Bigelow-Kennard Co., Fred Bertram; Ma- 
har & Engstrom, George Mu'lin; A. Stowell 


NEW ENGLAND 


& Co., ‘Martin Walsh; Frank - A. Gend. 
reau, Vincent O'Neill. 

€ Kennard & Company’s fall windows blos. 
somed out with brightly colored cat-o-nine. 
tails and stalks of golden wheat to empha. 
size some of the newer jewelry items on 
display. 

q John Kennard of Kennard & Co. is hag, 
from a Canadian holiday trip during which 
he visited the Canadian National Expos 

tion at Toronto, and was especially a, 
tracted by the exhibit of Henry Birks 
which featured a large bullet-proof display 
case containing the famous Dudley neck. 
lace of emeralds, the Star of East diamond. 
and the Hope Diamond. 

€ A new jewelry store has been opened a 
360 Boylston St. in Boston’s Back Bay 
under the name of Don Raé. . 
q¢ A magnetic attraction which is pulling 
many visitors into the Bigelow-Kennard 
store is a memo pad in several colors of 
leather attractively displayed in the wip. 
dows with a gold pencil which attaches jt. 
self “magnetically” to the side of the pad, 
q Miss Elizabeth McCarthy, formerly with 
R. H. Stearns, Boston, has taken charge of 
the glove department of the Bigelow-Ken. 
nard store, replacing Miss Dorothy Kenis. 
ton who has gone to Washington, D, C. 

q Philip Brault of Phillips & Lucas, Mont. 
pelier, Vt., recently made Port Kent, New 
York, from Colchester Point, Vt., in his 
new speed boat in 6'2 minutes, a new 
record! 

¢ Irving Gutcheon of Lux Bond & Green, 
Hartford, Conn., has just finished a tour 
of New England silver plants. 

¢ Mr. and Mrs. R. H. Wimple of the J. S. 
Wolfe store, Lebanon, N. H., spent their 
vacation in Canada, Thousand Islands, and 
Montreal. 

q William J. Murray of 901 Jeweler: Build- 
ing is busy hooking in the makings of 
some good fish stories. His daughter, Mary 
J. Murray was to be married on October 2 
to William P. Reddington. 

q Business has been going on “almost” as 
usual as new terrazzo floors were laid in 














HOT ITEM! 
TV” 
Sterling Silver 
HAND MADE 


SIPPER SPOONS 


Cold Drinks and 
Cocktails 


Ideal for Brides, 
Anniversaries, 
Hostesses, Home. 


75° EACH IN SETS 
— OF 8 
HENRY MARSHALL CO. 
333 WASHINGTON ST. 
BOSTON, MASS. 
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everal floors of the Jewelers Building, 
S 
: the wear and tear of more than 


replacing 
/ of jewelers and watchmakers. All 





50 years - : 
tenants are glad that it's over the flooring, 
that 1s. 


q The athletic season being about over for 
this year, Mrs. Rose Marshall, secretary of 
the Travis-Farber Co., 909 Jewelers Build- 
ing, who has won many honors, has turned 
her attention to her cello playing, and 
hopes te hold a recital in Boston’s Jordan 
Hall after Thanksgiving. | 

¢ Miss Carol Thorup, secretary with the 
Louis F. Guiness firm, 711 Jewelers Build- 
ing, was engaged recently to John Howard. 
Sherman Shatz of the same firm has just 
completed his training with the National 
Cuard at Camp Edwards, being promoted 
to PFC. 

¢ Joseph Gann, of the firm of the same 
name, 404-406 Washington Building, is 
convalescing at his home after a stay in 
the hospital for a serious operation. 

4 Fred DeScenza, son of Alfred F. De 
Scenza, 609 Washington Building, and a 
certified gemologist, is building a new ski 
lodge at Ossippee, N. H. 

¢ Daniel Curran, formerly of 309 Jewelers 
Building, and lately retired, is receiving 
visitors at St. Margaret’s Hospital, Dor- 
chester, Mass., where he is a patient. 

¢ Sally Percival, age 15, and David Perci- 
val III, 13, daughter and son of David C. 
Percival of the D. C. Percival Co., Jewel- 
ers’ Building, were featured recently in 
the Boston press as having completed their 
“Brutal Beast” class as skippers at Marble- 
head, Mass.. and as leaving sailing for 
school work. Lawrence F. “Peter” Percival, 
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treasurer of the D. C. Percival Co., pur- | 


chased a Class 210 sloop this summer, and 
within three weeks was joining with Dave 
Percival during Marblehead Race Week 


in winning the silver trophy for that class. | 


q Harrv H. Dodge, watchmaker, 120 Tre- 
mont St., is convalescing after several 
weeks 12 a hospital. 

q Miss Loretta Fitzgerald, popular secre- 
tary with the Patrick J. Gill & Sons firm, 
709 Washington Building, was married on 
Sept. 3 to Thomas Manning. 

q William N. Milligan, of 1333 Beacon St., 
Brookline, has opened a new corner store 
at 236 Harvard Ave., with new modernistic 
front in attractive setting. 

q Frederick Chace, who celebrated his 80th 
birthday on Sept. 9, also marked 54 years 


on the road—-oldest jewelry salesman in | 


New England. 

q A. J. Furst, sales manager of Swartchild 
& Co., Chicago, visited New England 
with Mrs. Furst, spending a week at the 
Boston branch of the firm, 502-5 Washing- 
ton Building, and then vacationing on Cape 
Cod. 

¢ Jorge Epstein, 412-16 Washington Build- 
ing, has just added a new antique room to 
his fast-growing establishment, featuring 
gifts of silver, china, and bric-a-brac. 

q Mr. and Mrs. Leo Rosman of Hub Mate- 
rials Co., 408 Washington Building, spent 
a week end recently at the Cape Cod home 


| 





| 
| 





of Mr. and Mrs. Herbert W. Stranger, 3rd | 


floor of the Washington Building. The | 


Stranger firm has just added Robert Ken- | 


drigan to its staff as head shipper. 

q “Nat” Goodman of the Nathaniel I. 
Goodman Co., 1006-7 Jewelers Building, 
will head for California shortly with plans 
to open a Pacific Coast branch. 

¢ Howard Wright, 67, for many years man- 
ager of the Louis A. Jacobson firm, 607 
Jewelers Building, died at his home in 


Waltham, Mass., on September 10. He first | 
started as a salesman with the M. S. Page | 


firm back in 1906, and was well known in | 


Boston jewelry circles. 


—_—_  -—__ --_ -~ 


Convention of Arizona RJA 
Will be Held This Month 


Matters of vital importance to the re- 
tail jewelers business will be discussed at 
the annual convention of the Arizona Re- 
tail Jewelers Association to be held on 


October 9th at the Hotel Westward-Ho, | 


Phoenix. Pete Smolak, secretary-treasurer 
of the association, urged those who wish to 
attend to make their reservations early so 
that the convention committee will be able 
to plan a better convention—for their bene- 
fit. 





A variety of entertainment has been | 
scheduled for visiting women who will not | 


attend business sessions. In addition, lead- | 


ing jewelry manufacturers have generously 
donated sufficient door prizes to entitle 
practically everyone in attendance to a 
souvenir prize. 

Other features planned for the day in- 
clude a free buffet luncheon which will be 
served with the compliments of the asso- 
ciation to store owners, managers, and 
their wives, and a gala dinner-dance which 
will conclude the day’s festivities. 
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ROSARIES 
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k are now showing the 

most varied and com- 
plete line of ROSARIES 
that we have offered the 
trade in our 32 years in busi- 
ness. This line consists of 
many styles with a very wide 


price range. 


You will find real rock, 
white crystal, and many 
styles of full tin polished 
machine-cut white crystal 
and pastel colors. Various 
metals, sterling gold filled 
and cheaper grades if de- 


sired. 
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We will be very pleased to 
forward for the approval of 
well rated concerns a sample 


selection of the best sellers. 
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q Congratulations are in order to Mr. and 
Mrs. Robert L. Coates who celebrated their 
90th wedding anniversary on September 
13th. Mr. Coates is a wholesale jeweler 
of Swarthmore, Pa. 

q After an illness of over nine months 
which caused him to close his shop at 120 
W. Susquehanna Ave., Joseph J. Filler has 
re-opened his store and is now able to de- 
vote a part of each day to it. 

q A new china department now graces An- 
gelo Calapristi’s shop at 2100 S. Norwood 
Ave. To give it the proper setting Mr. 
Calapristi painted and redecorated it him- 


self. 


q The Ezell Watch Repair Shop has a new | 


home. Jack Ezell, who has been operating 
his shop for a year in his own home at 815 
N. 40th St., opened his new store at 824 
N. 40th on September 7th. Within a short 
time he will add other lines and continue 
to increase his stock until he has a well 
rounded assemblage of jewelry merchan- 
dise to offer customers. 


TO THE VICTOR... 





Herman Barr of Barr's Jewelers and Silver- 
smiths in Philadelphia, presents a Gruen 
"Hostess" wrist watch, official time-piece of 
TWA hostesses, to Peggy Adam, Haddon- 
field, N. J. Miss Adam received the watch 
from Barr's on her selection as "Miss 
TWA-20"' to symbolize TWA'‘s 20th anni- 


versary of coast-to-coast service. Patricia 








Siner, runner-up in the search for a girl, | 


who was born on July 8, 1929, TWA's birth- | 


day, looks on. 


q Edwin I. Rosenblum reports that after a 
year of experimenting with various types 
of advertising in a variety of media—‘a 
little bit here, a little bit there, but noth- 
ing unusual”—he is now in the midst of 
plans to concentrate on direct mail and 
make this season’s campaign a really dis- 
tinctive one. Mr. Rosenblum bought the 
former Foster’s Jewelry Store at 3 South 
16th St. in July, 1948, and changed the 
name to Edro’s Jewelers. 

q For years the House of Gems at 1509 





W. Columbia Ave. have experimented un- | 


successfully with various types of local ad- 
vertising in pre-Christmas seasons. This 


year George Zaret, the owner, will discon- | 
tinue outside advertising and depend on | 


the repairmen in the window to attract 


* PHILADELPHIA 


passerby to do their “window 
in the store. 

¢ John B. Babaian of 4623 N, 5th St. is 
placing new emphasis on remountino as a 
trafic builder and a profitable enterprise 
in itself. Although he has occupied his 
present location for only one year he will 
be remembered by many jewelers as the 
former owner of a downtown shop which 
he was forced to close when the buildin 
in which it was housed was sold. : 
q¢ The Horological Guild of Philadelphia js 
going to meet back at its old home this 
winter. Fifteen years ago it was organized 
at the Y. M. C. A. at 1421 Arch St. For the 
past few years meetings have been held q 
the Franklin Institute but this winter the 
Institute will not be open the evening of 
the regular monthly meeting. A spokesman 
for the organization explains that this 
change is expected to increase attendance 
on cold wintery nights such as those ree. 
ord-breakers of last year when so many 
members objected to the long walk up the 
parkway to the meeting hall. The firs 
meeting of the season, held Tuesday, Sep. 
tember 13th, featured a “question and 
answer” program, on the basis of which the 
winter program is being formulated. 

q Edward Miller of C. R. Smith & Son, 
Inc., 18th and Market Sts., recently re. 
turned from a “vacation” of which he re. 
calls most frequently a visit to the Naval 
Observatory where he spent a great deal of 
time examining the time-pieces. 

q The Terminal Watch Repair Shop in 
Darby, Pa., is exhibiting a new sign topped 
with a red and green “Stop” and “Go” 
signal which draws attention to this notice: 


shopping” 


“My personal guarantee protects you 
against extra expense within the time 
limit.” 


q The exhibit of the National Association 
of Watch and Clock Collectors at the 
Public Library on the Parkway in May was 
the subject of an article by George Eckert 
in the September issue of Hobbys maga- 
zine. Photos taken by Fred Muth, Jr. of 
Jenkintown accompanied the article. Notice 
that he would supply additional copies of 
these pictures along with his name and 
address turned attention to the two Muth 
stores in Jenkintown. 

4 The first meeting of the season for 
the Philadelphia Chapter of the National 
Association of Watch and Clock Collectors 
was held Friday, September 30th, at the 
Engineers Club. The speaker was the cele- 
brated horologist, Lockwood Barr. 


4 J. & L. Galdo of 2010 Frankford Ave. 
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discontinued a few less profitable lines 
his advertising policy to make 
f direct mail instead of local 


has 
and changed 
the most use 0 


newspapers. 
q The newly elected officers of the Sansom 


Street Business Men’s Association conduc- 
rod their first fal] meeting the last week in 
r. Most important business on the 


Septembe ; 
: as the formulation of plans for 


ae Tee ee eee de: 
the coming years activities. 

4 James A. Haas of the James A. Haas & 
Son store at 2nd St. and Fairmount Ave., 
evidently had a most pleasant summer at 
Sommers Point. He returned in September 
after spending the entire season at his 
home at this resort and is planning another 
five-day vacation there at the end of Oc- 
tober. 

q The floor show at the tenth annual din- 
ner-dance sponsored by the Philadelphia 
Retail Jewelers Association will be built 
around a prominent performer whose name 
has not been disclosed. The gala evening 
will be November Ist and the performance 
will take place at the Bellevue Stratford 
Hotel. Philip Kind is serving as chairman 
of the affair and Louis DeWolf heads the 
ticket committee. 

4 Was it an employee or Albert B. Wahl 
himself who liked the pen sketch on the 
method of piercing ear lobes in 1790 which 
appeared in a recent edition of the Phila- 
delphia Inquirer so well that he clipped it 
and displayed it for customers to enjoy? 
Mr. Wahl refuses to say. The sketch 
showed a woman having her lobes pierced 
with a hammer and spike by two men who 
are apparently using all their strength to 
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perform the operation. The caption says 
that this extreme method of piercing lobes 
was inspired by the fashion of wearing 
very large earrings. 

q Rudolph T. Ueltzen is now promoting his 
business by direct solicitation, himself. He 
feels that there is nothing to equal the 
personal contact with the customer to keep 
the merchant abreast of “the little things” 
that make the difference between success 
and failure, and this contact is too easily 
lost when the jeweler sits at his desk 
always and lets his staff handle the cus- 
tomers. The Ueltzen store is at 2955 Frank- 
ford Ave. 

q Christian J. Van Den Bergh of 5869 
Germantown Ave. started Christmas lay- 
away promotions especially early this sea- 
son and as a direct consequence he has 
been rushed during the September selling 
days. 

q New lines are constantly being added to 
the Louis A. Kahn store at 213 S. 15th 
St. since its opening last June. At present 
the emphasis is on men’s rings and other 
men’s items dispiayed to impress the exec- 
utives and office personnel who pass this 
shop regularly. 

q¢ The Thomas N. Norcross store at 1013 
W. Huntingdon St. has been closed tem- 
porarily. 

q Allyn Market of 2629 W. Columbia Ave. 
has “knocked off the cheaper lines” and 
will now concentrate on the “better lines” 
of jewelry and gifts. This establishment 
which has been operated on a strictly cash 
basis for years will soon establish credit 
facilities and will advertise that credit is 
available sometime before the Christmas 
season. 


— ™ 


Material Distributors Arrange 
For Watch Repair Symposium 


F. Clarke Bechtel of Jos. B. Bechtel & 
Co., Inc., wholesale jobbers of Philadel- 
phia, was appointed chairman of a com- 
mittee to arrange for a symposium on 
watch repair sponsored by the Bulova 
Watch Company in cooperation with the 
Philadelphia distributors of Bulova watch 
material. 

The symposium will be held on October 
20th at the Crystal Room of the Hotel 
Broadwood, Broad & Wood Sts., Philadel- 
phia. 

This symposium has been conducted in 
other cities and has been tremendously 
successful. The highly instructive and edu- 
cational meeting lasts approximately three 
hours. An authority on watch repairing 
from the Bulova Watch Company conducts 
the meeting with the aid of sound-projec- 
tion and slides. 

There will be two meetings, one in the 
afternoon for students of Philadelphia 
horological schools, and the other in the 
evening for watchmakers. In addition to 
Jos. B. Bechtel & Co., the Central Watch 
Materials & Supply Co., Inc., Goldberg & 
Possoff, Keystone Jewelers Supply 
Inc., Philadelphia Watch Supply Co., Wil- 
liam S. Waples, and A. Zlotnick & Co., 
are the other Philadelphia distributors of 
Bulova watch material who are cooperat- 
ing with Bulova to make this symposium 
a success, 
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q Fink’s Jewelers, Inc., of Roanoke, Va., 
which opened a branch store in Bedford, 
Va., last March, announces the opening 
of a second branch establishment at 217 
North Maple Ave. in Covington, Va. 
Harding Wall, former manager of Wall’s 
Jewelry Store, Pulaski, Va., is manager 
of the Covington unit. The latter’s all- 
modernistic store will have fluorescent 
lighting and Honduras mahogany show- 
cases. The outside is decorated with gray 
marble and aluminum trim. 

q W. F. Prentice, formerly connected with 
Myron E. Freeman Jewelers, Atlanta, has 
become owner and operator of the jewelry 
and watch repair department at J. B. War- 
ren, Inc., in Carrollton, Ga. 

q Franklin Beasley, of Atlanta, Ga., a 
watchmaker for 25 years, has purchased 
the jewelry store at 17 Broad St., N.W., 
which will continue operation as_ the 
Franklin Beasley Store. It will specialize 
in fine watch repairing, all types of jewelrv 
repairing, special order work in diamonds, 
platinum and gold. The concern will also 
carry a full line of diamonds, waiches, 
jewelry and silverware. 


J. Engel & Company, Inc. 
Moves to New Location 





J. Engel & Co., Ine. 
of the nation’s oldest jewelry wholesaling 
firms, has moved to a new location, The 
Engel Building, 20 Hopkins Place, just a 
block from their previous quarters. 

The new building offers greatly increased 
space and improved facilities for expediting 


of Baltimore, one 


the Engel business. Charles Telchin of 
Telchin & Campanella of New York served 
as the architect and consultant in design- 
ing the new office space and stock facil- 
ities. 

Over 10,000 square feet will be used by 
the Engel organization. Both air-condition- 
ing and special nonfatigue fluorescent light- 
ing are features of the new location. A 
formal “house warming party” was held on 
September 25th and 26th. 

q The new Kay’s Jewelry Store, located 
at the same site, Elm and Washington 
Sts., Greensboro, N. C., since 1938, held 
its formal opening September 9. Opening 





> THE SOUTH 


day ceremonies were broadcast, with inter. 
views stemming from customers Visitin 
the store. All persons attending the Fr 
day afternoon ceremonies (Sept. 9) z 
ceived an orchid, according to Charles J 
Henning, store manager. 
q Philip’s Credit Jewelers, 114 North 
Main St., Greenville, S. C., held its formal 
opening August 27. Philip Zaglin ; 
owner, and Jack Zaglin is store manager 
Mr. Zaglin has been associated with Hy. 
man Jewelers of High Point, N. C,, ang 
Columbia, S. C., since 1941, Mr. Zaglin 
says the new store has been completely 
modernized and will feature a complete 
line of nationally-advertised merchandise. 
The latest type fixtures and modern light. 
ing effects have been installed. 

q Dixon’s Jewelry Shop, Inc., Camden, 
S. C., has been granted a charter by the 
Secretary of State to deal in watches 
gifts, cameras, etc. Authorized capital 
stock is $20,000. W. F. Dixon is president. 
q Louis S. Colbe has been appointed map. 
ager of the San Antonio store of the 
Gordon Jewelry Co. at 510 East Houston 
St. He was formerly manager of the 
company’s Dallas, Tex., store, and_ has 
been connected with the firm since 1938. 
q.B. Stifielman of B. Stiffelman & Son, 
wholesale jewelers of Kansas City, Mo, 
recently returned from a three week fish 
ing trip in northern Minnesota. On his 
return trip, Mr. Stiffelman visited a nun. 
ber of jewelers in Minneapolis. 

4H. B. Gordon, vice president of Gordon's 
Quality Jewelers, recently announced plans 
for opening of a new Gordon’s store at 
236 West Nineteenth St., Houston, Texas, 
to serve the Heights and North Side areas 
of the city. The store will be the fifth 
Gordon enterprise in Houston. The fir, 
in addition, has stores in Beaumont, Cor- 
pus Christi, Dallas, San Antonio, Baton 
Rouge, La., Lake Charles, La. New 
Orleans, La., and Jackson, Miss. The 
new store will follow the same general 
plan as other stores recently opened in 
Houston. 


——— 


Jewelry Research Foundation 
Plans First Annual Meeting 


The Executive Committee of the Jewelry 
Research Foundation held a meeting in 
New York on September 27th. This meet- 
ing was called in order to make prepafa- 
tions for the first annual meeting of the 
Foundation, tentatively scheduled to be 
held some time during the week of Oc: 
tober 27th. 

It is presently anticipated that the Four- 
dation will issue a paper within the next 
few weeks which will clarify and com- 
pletely define the operation, immediate 
objectives and long-range purposes of the 
Jewelry Research Foundation. 

It is expected that Leon Henderson will 
have returned from his South American 
trip by this time and that Beardsley Ruml 
will also be present at the meeting. 
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JAKE LEVIN AND SON 
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PEN NEW WHOLESALE HOUSE 
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Jake Levin (left) and his son, Richard, are shown in the office of their new and ultra-modern 

jewelry establishment which they recently opened in the Twelfth and Walnut Building, Kansas 

City, Mo. Numerous floral tributes were sent to the firm on opening day by friends and 
well-wishers. 


In a thoroughly modern suite in the 
Twelfth and Walnut Building, Kansas City, 
Mo., a new wholesale jewelry establish- 
ment. Jake Levin & Son, had its formal 
opening on August 10th. 

After amassing a comfortable fortune in 
the wholesale jewelry field, Jake Levin 
retired from business in 1927 while still 
a relatively young man. Now he has re- 
turned to team up with his son, Richard 
Levin, in the new venture. 

Richard Levin, a veteran of World War 
Il, is a graduate of the Wharton School of 
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the University of Pennsylvania. He has had 
previous experience in the jewelry whole- 
saling field, having been employed for two 
years by several Chicago wholesalers. 

The firm, for a considerable part of its 
activity, will be a direct importer of vari- 
ous items from France, Germany, Italy and 
Czechoslovakia. Richard Levin recently re- 
turned from Europe where he lined up 
many items that the firm imports. 





Ash and O'Connell Promoted 
To New Sales Posts At Elgin 





MAURY ASH T. J. O'CONNELL 


Promotions among sales department per- 
sonnel of Elgin National Watch Co. 
include T. J. O'Connell and Maury Ash to 
Central district sales manager and Eastern 
district sales manager respectively, it has 
been announced by A. L. Rowe, sales man- 
ager of the watch company. 

A member of Elgin’s sales department 
since 1929 as Western sales manager and 
later as assistant sales manager, O’Connell 
will supervise sales in western New York 
state, western Pennsylvania, West Virginia, 
Ohio, Indiana, Michigan and Kentucky. 

Ash, in his new capacity as Eastern dis- 
trict sales manager, will take charge of 
sales operations in the area which includes 
the New England states, eastern New York 
state, eastern Pennsylvania, New Jersey, 
Maryland, Delaware, District of Columbia, 
and Virginia. 

Roy C. Linthicum continues as manager 
of the New York office which is located 
at 630 Fifth Ave. 
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benefits from the NEWALL-IZED Association of Chicago at golf and dinner 
“Finger-Print” System. at the St. Andrews Country Club on August . . . 
THE NEWALL MFG. CO 24. Lon Zimmerman, Elgin American Chi- Chicago Heights City Council 
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In a brief informal talk at the dinner, dling by door-to-door peddlers, the City 
. . i ‘ . - b J 
Gold=Silver President R. L. Seidelmann congratulated Council of Chicago Heights, Ill. recent] 
his fellow officers and members on the passed an ordinance regulating the er 
DLA § ¢ mG progress of the association and emphasized ties of solicitors and canvassers. 
“ASK the advantages of perpetuating the bene- Under terms of the ordinance, house-to. 
ABOU! fits of their organization. house canvassers will be required to pay 
HODANIZE W. D. Evans, Elgin American vice presi- a nominal fee, post a $500 bond, provide 
dent and director of sales, won the low evidence of their integrity, and wear iden. 
gross and low net golf trophy. tification photographs. City spokesmen said 
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Silverware 
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are not affected by the new ordinance. 
10 S. Wabash Ave., Chicago 3 CENtral 6089 


The new ordinance requires the seller 
to identify himself as a legitimate solicitor, 


and the housewife, under its terms, has 
4 DAYS SERVICE 


recourse to police action should a trans. 
Complete Line Watch Cases and Dials 














action prove unsatisfactory. The $500 bond 
that each solicitor must post will provide 
an opportunity for housewives to recover 
payments made to those who misrepresent 
their wares. 

Under the terms of the permit provided 
for in the ordinance, only one person may 
solicit or canvass, and no person is to 
solicit or canvass under the same permit 
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ESTABLISHED 1911 | illuminated discs in place of numerals. Start Promoting Bowling Needs 
WATCH REPAIRING | The store, designed by Naess and Mur- A window display on bowling balls and 
| phy, architects-engineers, will be air con- equipment set the stage for a fall promo 
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ON AMERICAN AND SWISS WATCHES will be of rubber tile. The store is ex- plies, and Glickstein’s is pioneering in the 
5 So. WABASH AVE., CHICAGO 3, ILL. pected to be ready for occupancy shortly jewelry store field. 
after the first of the year. The window display included bowling 
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iat ie deeaaan ee ce ee , Xoad on Chicago’s west side since its program, the Gulf Coast Jewelry & Special. 
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————— 6 East Lake Street Building. Fessler, well-known in the trade for his 
THE CHICAGO INSTITUTE OF WATCHMAXING The school moved to the new location work with the Benrus Watch Co. and other 
ect A an ba preening a si pe ppl in order to accommodate the large number leading nationally known jewelry manufac: 
isining some pictures and letters from a few of students who enrolled for the advanced turers and retailers, will initiate wu cal 
aa teat ee ee ce ce eae watch repairing and _ jewelry training paign designed to acquaint retail accounts 
sound training—Accredited by HIA and UHAA. courses, Paul Leeds, director of the In- in the entire Southern territory of the com- 
CHICAGO INSTITUTE OF WATCHMAKING stitute, announced. Another reason given plete inventory carried by Gulf Coast 
6E. Lake St. {new location) Chicago 1, Ill. for the move was a desire on the part of Jewelry & Specialty Co., Inc. 














272 THE JEWELERS’ CIRCULAR-KEYSTONE 














West Virginia RJA Re-elects All Officers 
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Hignlight of the annual convention of the West Virginia RJA was the re-election of al! 

officers to again serve for another term. Shown above are, left to right: P. K. Stanford of 

Elkins, secretary-treasurer; Delbert E. Williams of Clarksburg, president; George N. Coulson 
of Grafton, Ist vice president, and William Caplan of Clarksburg, 2nd vice president. 


The importance of their annual conven- 
tion was recognized by members of the 
West Virginia Retail Jewelers Association 
as approximately 200 jewelers and _ their 
suests thronged into Huntington to attend 
sessions on August 28th and 29th at the 
Hotel Frederick. 

Beginning informally with a_ cocktail 
party and Dutch Treat Supper on Sunday 
evening, August 28th, the convention con- 
tinued through until the following evening. 

Scores of intelligent speeches and dis- 
cussions were presented by outstanding 
members of the industry. One of the most 
interesting talks was offered by Leon J. 
Engel, president of the National Wholesale 
Jewelers Association and chairman of the 
Jewelry Industry Tax Committee. Mr. 
Engel reviewed the efforts that have been 
made to date in the fight for the elimina- 
tion of the excise tax. He said that were 
it not for the fact that the Administration 
is unalterably opposed to immediate repeal 
of the excise tax, the industry might have 
had some action at this session. Mr. Engel 
concluded by stating that it seems quite 
certain that Congress will take favorable 
action at its next session. 

G. Irving Baily, assistant to the presi- 
dent of the American National Retail 
Jewelers Association, talked on the benefits 
of membership in that organization. In 
his address he said that ANRJA is ever 
cognizant of the interest of the retail 
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jewelry industry, be it that of government 
competition, taxes, auctions, trade diver- 
sion, fair trade, house to house selling, or 
other matters which may continue to 
plague the normal course of retailing in 
the field of jewelry and kindred lines. He 
also discussed the research studies con- 
ducted by Alderson & Sessions for ANRJA 
during 1948 and 1949, the findings of which 
have been carefully analyzed so as to make 
them more easily understood and applicable 
to the individual retail jeweler’s business. 

Following Mr. Baily’s talk, John L. 
Palmer of the Elgin National Watch Co. 
delivered an interesting and educational 
address on watch assembly. 

W. D. Good, president of the 
(W. Va.) Watchmakers Guild, 
the future of the watchmaking profession 
and asked for the endorsement and coop- 
eration of West Virginia RJA in securing 
a watchmakers licensing law for the state. 
Later, at a business meeting, members of 
the association voted unanimously to sup- 
port the watchmakers in their attempts to 
secure this legislation. 

Highlighting the convention was the 
banquet on Monday night which was fol- 
lowed by a floor show and dancing. An 
unusually large number of attractive and 
valuable door prizes were awarded to the 
holders of the lucky ducats. 


Charleston 
talked on 


Zippo Names Plankinton Co. 
Exclusive Sales Representative 


W. W. Plankinton Co., Inc., of New 
York has been appointed as a manufac- 
turer's representative by the Zippo Manu- 
facturing Co. of Bradford, Pa., makers of 
pocket and table lighters, it was announced 
by Lee Minter, sales manager for Zippo. 

Effective immediately, the company will 
represent the complete Zippo line in sales 
territories that include the greater New 
York area, west to Trenton, N. J., south 
to Monmouth County, N. J., and through- 
out Long Island. 

Staffed with a large and highly trained 
sales organization, the Plankinton Co. main- 
tains sales headquarters at 11 West 42nd 
St., New York City. 
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THE GERWE BROWN CO. 


NEW ORLEANS 














We SPECIALIZE... 


in special onder a 4 Sad us your 
specifications. W, a subenit a design 
ntthoet obligation. 





SCHUMER BROTHERS CO. 


Wha n ufa clurin g peo vas 


5 EAST THIRD STREET - 





) 
<P eV oS 
Soe ws 


700 EAST MCMILLAN ST. CINCINNATI 6, OHIO 





CINCINNATI, OHIO 

















DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnali. Ohio 











SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinum offering the following prices for your 
scrap gold and gold-filled: 


22K $1.48 per dwt. or $29.60 per oz. 
18K 1.21 per dwt. or 24.20 per oz. 
14K .94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 
Gold-filled optical 1.00 per oz. 
20 yr. G.F. watch cases 1.25 per oz. 
25 yr. G.F. watch cases 2.00 per oz. 


Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 
323 West 5th St. Leos Angeles, Calif. 
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q A decided feeling of optimism pervades 
ail phases of the jewelry business in this 
city as the winter season gets under way. 
Retailers generally report a pick-up in 
business, wholesalers are receiving substan- 
tial orders from their salesmen, and a num- 
ber of the manufacturers have such back- 
logs of orders that there is considerable 
overtime work in their plants. 

q Jack Zerhausen, salesman for Litwin and 
Sons, Inc., manufacturers at 114 West Sixth 
St., was the unfortunate victim of two acci- 
dents in one week recently. While driving 
in Indiana, his car was hit by another ma- 
chine, and two days later his car again 
was struck while it was parked in front 
of a customer’s store. After temporary re- 
pairs, Jack was able to drive his car back 
to Cincinnati. 

>» Thomas Hummel, formerly associated 
with the Gerwe Brown Co., wholesalers in 
the Temple Bar Building, and now a post- 
graduate student at Ohio State University, 
and Miss Jean Whitteker were married on 
Sept. 10. Miss Whitteker was formerly a 
saleslady in the E. Wagner and Son retail 
store at 932 East McMillan St. 


OPEN AD CAMPAIGN 





4 ~niall thing to look for 


akig Shing te find 





The Greater Cincinnati Retail Jewelers As- 
sociation opened its autumn advertising 
campaign with an attractive full-page ad 
in the roto section of the Enquirer on Sep- 
tember ||. The ad featured the Associa- 
tion emblem, stressed the strict adherence 
of members to the Greater Cincinnati RJA 
code of ethics and listed the Association 
members cooperating in the advertising 
program. Surrounding the text were well- 
spaced cuts of 12 different jewelry items. 


> Joseph Toohey, salesman with E. H. 
Bohmer and Son, retailer in the First Na- 
tional Bank Building, vacationed with his 
family in West Palm Beach, Fla. While 
there, Mr. Toohey renewed acquaintance 
with E. H. Bohmer, Jr., who operates a re- 
tail jewelry store in that city. 














CINCINNATI 


* Adolph Wiebell, who has Operated a re. 
tail jewelry store in the 1700 block on Vin 
St. for more than 40 years, and who, for the 
last five years has been located at 1735, te 
moved to the corner location next door at 
1739 Vine St. Here he has considerably 
more floor space and much larger windo, 
display facilities. 

>» Charles Turner, widely known in the 
jewelry business in this area for many 
years, but who has been engaged in other 
work for several years, is now employed as 
a salesman in the Motch jewelry store jp 
suburban Covington, Ky. 

» The usual large contingent of local 
jewelers, wholesalers and manufacturer 
attended the annual Ohio State Retail 
Jewelers convention in Columbus late jp 
September. Among them were Harvey 
Faller, Herbert Krumbholz, Chris Hirsch, 
Ralph Patterson, Edward Fisher. Herber: 
Schwab, William Comb. James Heldman 
and Carroll Seghers. 

» Clarence Loeb, widely known salesman 
for Litwin and Sons, Inc., enjoyed a novel 
experience recently. For the first time ip 
15 years, he made a business trip by train 
instead of in his car. 
St. Louis and return. 
» Miss Jeannie Ann Seghers, daughter of 
Carroll Seghers, retailer at Fifth and Main 
Sts., suffered a brain concussion and other 
injuries in an automobile collision on 
Aug. 26. 

> Karl J. Mouch, retailer at 7200 Vine 
St., was in charge of all financial details 
of the annual baseball game played re- 
cently between teams representing the 
Masons and Knights of Columbus for the 
benefit of the cancer fund. 

» The Margo Jewelry and Gift Shop has 
been opened by Miss Margaret Bly in the 
new million-dollar Valley Shop-In on Read- 
ing Road in suburban Roselawn. 

>» Maury Gerwe of the Gerwe Brown Co. 
attended the Dallas show. Also present 
were Thomas Brittain and Jules Courtois, 
company salesmen in the Texas territory. 
> Elmer E. Rabe, formerly with D. J. 
Forbes, has opened his own plant to manu- 
facture jewelry and for diamond setting. 
The new plant is in the Edwards Building. 
» Late summer vacationers included Rich- 
ard Aukenthaler, retailer at 3644 Warsaw 
Ave.. who spent a month in Alaska; Fred 
M. Hegener. head watchmaker for George 
H. Newstedt and Co., who spent September 
in California; Carlton Gerhardt of Meck: 


indow 


The trip was to 








ken matsumoto & 0. 
Jewelry Display Specialists 


CREATORS OF 
BACKGROUND DISPLAYS 


1109 MAIN ST., CINCINNATI 10, OHIO 
PHONE PARKWAY 1392 
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d Gerhardt, who vacationed with was started in June, 1939, by Walter and 

eT Canada; Miss Margaret Hager, Alvin Miller with less than $100 initial | 
his wile not “mn ae Greenwold Co., who capital investment, and has grown during | 
ag My an, and Jerry Fischer, vice the decade to one of the largest watch | 
= of as Harry Greenwold Co. | strap concerns in this country. | 
ee Watch Co. has declared a Starting as jobbers of watch straps in a | 2% 
, jo uarterly dividend of 35 cents a small office in the Hulbert Block in down- | < om : , 
— -ommon capital stock, payable town Cincinnati, the Miller brothers | NY ip 
. as steadily expanded the business until the | 
» The Window Ticket Co., 1309 Walnut firm was occupying the entire sixth floor of | GW. S FE | FRI E D CO. 
St., is completing work on original company the building. | REFINERS SMELTERS ASSAYERS 
designs for Christmas window tickets. In 1946, the concern was incorporated, | WE REEINE— eines 

The Kaufman-Kassel Co., manufacturers and started the manufacture of watch | SWEEPINGS . OLD GOLD - SILVER 
at 434 Elm St., has completed the remodel- straps. Two years later, the firm moved | AND PLATINUM. 


to its present location, where it occupies 
6.000 square feet of floor space, housing 


WE SELL—FINE 


A layi4aane 
ALLOYED oO 


ing of its plant and now has twice the floor 
= _ 
space formerly occupied. 


= 
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» Recent business trips were made _ by one of the most modern watch strap manu- | ” aah sceii sem cu guae? 
Joseph Faigle of a — — — in _ country, with nearly | SOLDERS OF ALL KINDS 
turers at 2. Juebec <Ave., | 50 experienced employees. | 
rer South: L. F. Rohan, salesman | The firm no longer operates as a jobber, CINCINNATI, OHIO 
for A. R. Jester, manufacturer in the Lyric but manufactures its own extensive line 
Building, through Mid-Western states, and of “Chic” watch straps in a retail price | ——HH 
Harold B. Cohen, salesman for the Kauf- range from 50 cents to $3, and in a wide a ee 
man-Kassel Co., manufacturers at 434 Elm range of materials. YOU'LL WANT THES 
St.. to the West Coast. iia soaleneeml NEW ADJUSTABLE 
Recent Cincinnati visitors includec il- ° . oS 
4 Patrick, diamond salesman of St. Louis, Jewelry Industry Council : SPRING WIN ve 
Mo.: William McGreeve of McGreeve and Issues Monthly News Bulletin By 








Mason, Chicago; Merlin S. Jinks, retailer | The Jewelry Industry Council has an- 
of Connersville, Ind.; Sam Newmann, dia- nounced the inauguration of a monthly 
mond dealer of New York City; William News Bulletin service to its membership. 

















Coombs of Larter and Co., Newark, N. J., The purposes of the Bulletin are (1) to 
and Jack Rhude, retailer of Franklin, Ohio. | keep its membership informed of the 
eae Council’s many and varied activities; (2) 
Miller Brothers Mfg. Co. to serve as an idea exchange on advertis- 
Changes Distribution Policy ing. merchandising and promotional sub- 
pres jects of interest to Council members. 
After having sold its Chic” line of watch Tine Geet temo of tha Batiate cathy us. 
strap for 10 years directly to the retail tention to a number of services available | 
trade through salesmen, the Miller Brothers through the Council to its membership. | 
Manufacturing Co., 817 Main St, Cincin- | It offers, for example, its latest speech | 
mall, Ohio, has changed its policy, and is | manuscript called “The Retail Jeweler Ex- 
now offering its line through leading whole- plains His Business.” This speech, it says. 
salers throughout the country. At the same was written especially for delivery by 
time, the corporate name of the firm has jewelers before business and service clubs. 
been changed from the 20th Century Watch | Attention is also called to the fact, in con- Exceptionally well made, Adjustable 
Strap Co. | nection with the Council’s speech service, | Main Spring Winders. Set of three sizes. 


that the Council has thus far received re- 
quests for 7,514 speech manuscripts on 
various subjects, such as watches, silver. 
clocks, diamonds, pearls and rings. | size. Cat. No. ABCX .. . $6.90 per set. 

Another offer made to the membership | _ASK YOUR DEALER FOR CATALOG "E" 
in the first issue is a list of motion-pic- | : ee 
ture films on jewelry-store products a | oe LEVIN ces 
are available to members. This list names 
the nature of the films available and gives 
conditions under which retail jewelers 
may obtain use of the films. | : 

The first issue also gives news of the 14K Gold Diamond Earrings 
authorization by the Council’s Board of Set With Selected Quality 


Directors of two full-page advertisements 


Handles complete range of wrist watch 


barrels, down to the smallest baguette 





CARRY THIS TRADEMARK 











Alvin Miller (left) and Walter Miller, trea- in four colors that are to a ia Nevem- Full Cut Diamonds up to 1/4 Ct. 
surer and president, respectively, of the ber 26 and December 10 issues of The 

Miller Brothers Manufacturing Co., Cin- Saturday Evening Post to help spur Christ- 

cinnati, Ohio, discuss the merchandising of mas gift buying in jewelry stores. 

their juvenile line of "Chic" watch straps. News on new fashions in clothes and 


what those fashions mean with respect to 
jewelry store sales during the rest of 1949, 
as written by Martha Percilla, the Coun- 


a5 es 2 a3 
cil’s fashion director, appears in the Sep- 
TA KF TOPFLIGHT tember issue, along with an offer to mem- | 
bers of a report on what will be happening | Competitively Priced for True Value 


More and more new uses and users every day in the fashion world a year from now. MEMO. SELECTION UPON REQUEST 


make self-adhesive cellophane advertising strips The News Bulletin is edited by Albert E. 
by Topflight, tops in this field. Easy to apply. 


Coste teas per dap. Haase, executive director of the Council, JACK T. GOLDMAN & CO. 


who for a number of years was asseciate 29 E. MADISON ST. CHICAGO, ILL. 


TOPFLIGHT TAPE CO. YORK, PA. editor of Printers’ Ink. 
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The growth of the business is one of the 
most striking in the jewelry industry. It 
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Where to Buy 
China and Glass 


- -— - - SL — 








PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Ilill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














| EDWARD BOOTE, INC. 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. VY. 

















Gx, BOOTHS 
Bogths Fine English Tableware 


Send for illustrated literature 


MIDHURST IMPORTING CORP. 


129 FIFTH AVENUE NEW YORK 3, N. Y. 











TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 + Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 





















». importers of 
7 ENGLISH CHINA 
and 


EARTHENWARE 


Stoek and Import 


FONDEVILLE &€ €O., INC. 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


Sagtiee Bone China and Barthenware 


DOULTOR and CO.. Ine. 


Successors To 
Wem. 8. PITCAIRN CORPORATION 


miz Fifth Ave New York, N. Y. 
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OBITUARIES 


ABRAHAM BLUMENTHAL, 63, a retail 
jeweler and watchmaker in_ Rochester, 
N. Y., for the last 40 years, died on Sep- 
tember 6th. A native of Russia, Mr. Blu- 
menthal settled in Rochester 40 years ago 
and entered the jewelry business. He oper- 
ated a store at 270 Clinton Ave. N., and 
until a few years ago had another jewelry 
store at 670 Clinton Ave. N. Mr. Blumen- 
thal was known as one of the leading 
watchmakers in Rochester. 

STEPHEN S. CarrRo.i, 78, for the past 
28 years engaged in the jewelry business 
at Bamberg and Denmark, S. C., died 
August 27th at his home in Denmark after 
an extended illness. Surviving are his 
widow and four children. 

Oscar M. Dixon, a salesman for Her- 
man C. Kupper, Inc., 39 West 23rd St., 
New York, for over 30 years, covering the 
states of New Jersey, Pennsylvania and the 
southern part of New York, died on Sep- 
tember 8th after a long illness. 

Frep C. Emerson, 67, who, until very 
recently, had represented the Eisenstadt 
Mfg. Co. of St. Louis, Mo., in the north 
central states for 33 years, died on August 
18th at his summer home in Ontario, 
Canada. Mr. Emerson’s health failed about 
a year ago, and he was trying to recuperate 
when death struck. He spent his entire life 
in the jewelry business, serving his ap- 
prenticeship at Lapp and Florsheim Co. of 
Chicago, and later on he was with Rettig, 
Hess and Madsen, also of Chicago. After 
he became connected with the Eisenstadt 
Mfg. Co. on January 1, 1916, he became 
manager of their Chicago office. Later he 
gave all of his time to traveling. Mr. Emer- 
son was very highly esteemed by the 
jewelry industry, and was very active in 
all association projects. He is survived by 
his widow and a son. 

CuHares F. M. Gispss, 61, for 36 years 
a manufacturing jeweler of Harrisburg, 
Pa., died on August 3lst. Mr. Gibbs was 
an instructor at the Bowman Technical 
School of Lancaster, Pa., after the first 
World War. He also taught the funda- 
mentals of the jewelry trade after World 
War II. Surviving are his widow, Mrs. 
Anna K. Gibbs, who will continue the 
business, two daughters and two sons. 

Davin KapLan, 63, a partner in the firm 
of Rosenthal & Kaplan, manufacturers of 
rings, 126 West 46th St., New York, died 
on September llth of a heart attack. Mr. 
Kaplan was identified with the firm since 
its inception 45 years ago. He is survived 
by his son, Ira, who is associated with the 
firm, and a daughter, Mrs. Livingston. Mr. 
Kaplan was a member of F. & A. M. Lodge 
246, New York City. 


Wittiam G. SCHEEFER, Sr., 58, jeweler 


of Saranac Lake, N. Y., died on September 
Ist. He had been engaged in the jeweiry 
business there since 1919. 

A. P. Stewart, 79, who was connected 
with Buss-Linthicum-Thorson, Inc., of Chi- 
cago, Ill., for 16 years, died on September 
7th. Mr. Stewart was associated with the 
firm from 1932 until his retirement due to 
ill health in December, 1948. Prior to 1932, 
Mr. Stewart was with A. C. Becken Co. in 














Chicago. He is survived by a sister and 
brother. ; 
FreD STUDER, 89, an active watchmaker 
for the past 70 years, died on August 22nd 
Mr. Studer was born in Baden, Germany, 
traveling to London at the age of 15 where 
he served as an apprentice watchmaker for 
five years. In 1882 he came to the United 
States and 23 years later established his 
own business in Waco, Texas. The bus. 
ness, known as Studer’s, is now operated 


by his sons, C. E. and L. E. Studer. 


Kirk-Rich Dial Corporation 
Announces Change of Name 
The board of directors of the Kirk-Rich 


Dial Corporation, manufacturers and ye. 
finishers of metal clock and watch dials 
Los Angeles, Calif., recently voted te 
change the name of the company to Kirk 
Dial Corporation. This change became ef. 
fective August 9, 1949, and applies to jts 
offices in Los Angeles, San Francisco, Oak. 
land, Seattle, Denver, Chicago, Pittsburgh, 
and Atlanta. 

The directors also elected the following 
officers at their meeting: Kenneth B. Kirk, 
president; Seymour S. Sindell of the Chi- 
cago office, vice president, in charge of 
sales; Oscar Filliung, of the Los Angeles 
office, vice president, in charge of engi- 
neering; Lorne Stone, of the head office, 
vice president, in charge of accounting; 
Helen White Kirk, secretary-treasurer, and 
Edith Cetto, assistant secretary. 

Sustained business in its jewelry lines 
and increased business in its Government 
work and airplane work was also reported 
by the corporation. During the past year 
the corporation closed its Honolulu office, 
but a new office in Houston, Texas, was 
opened by Kirk Dial Company of Dallas, 
of which K. B. Kirk is the owner. 

During this year the corporation has 
signed an exclusive franchise agreement 
for the Perm-O-Seal watch crystal for the 
territories in which Kirk Dial Corporation 
operates. The Perm-O-Seal watch crystal 
is a specially patented process for the 
fusing of plastic material in the bezels of 
all watches. 


Jewelers Use Novel Theme 
In Fall Clock Promotion 

Albion Jewelers, 1709 Main St., Niagara 
Falls, N. Y., staged an early fall promo- 
tion on clocks, built around the theme: 
“It’s about time to purchase a clock for 
your home and keep the entire household 
punctual.” 

The store used newspaper advertising 
and store display to launch the event, fea- 
turing a variety of household clocks “pre- 
cision accurate and definitely dependable.” 
Both electric kitchen clocks and electric 
alarm clocks for bedroom use were spot- 


lighted. 
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SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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New District Sales Mgrs. 


& 


G. S. ROBINSON 
(Swank, New Eng.) 





G. H. KRAMER 
(New York, Wm. A. 
Rogers Ltd.) 


Richard A. Bloom, Vice President, Di- 
rector of Sales, Wm. A. Rogers Division 
of Oneida Ltd., announced the appointment 
of George H. Kramer as District Manager 
of the New York office of Wm. A. Rogers, 
Ltd. Kramer started work with the com- 
pany in 1916 at the New York office, 
entered the sales division in 1920, trans- 
ferred the following year to the Chicago 
office, later to St. Louis, then returned to 
the New York office. Since 1931, he has 
been Field Salesman covering New En- 
gland territory with headquarters in Boston. 

George S. Robinson has been appointed 
district sales manager for New England 
for Swank, Inc., manufacturers of men’s 
jewelry, leather and other accessories, it 
was announced by Chester G. Gifford, 
general sales manager. 

Robinson, who will assume his duties im- 
mediately in the Boston office of Swank, 
formerly was New England sales man- 
ager for Cluett, Peabody & Co. He had 
been with Cluett, Peabody & Co. for 21 
years, having also been in charge of their 
St. Louis and Chicago district office. 


Swank Employees Hear Bagnall 
Hit Excise Tax at Outing 


“No industry in peacetime should be 
discouraged or _ discriminated against 
through an excise tax if it provides an 
opportunity for people to earn a liveli- 
hood,” J. Carlton Bagnall, executive vice 
president of Swank, Inc., manufacturers of 
men’s jewelry, leather and other accessories, 
told the nearly 1500 men and women of 
the Attleboro and Taunton plants who 
turned out for the company’s annual out- 
ing at Lincoln Park, North Dartmouth. 
August 13. 

Bagnall spoke over the Yankee radio 
network covering southern Massachusetts 
in an afternoon broadcast which was part 
of the program of fun-making activities 
from morning until midnight. 

“We work hard and we play hard and 
we do it together as a team,” Bagnall told 
the group. This spirit, Bagnall added, has 
enabled Swank to keep moving ahead de- 


CRYSTAL by BRODEGAARD 


Swedish crystal stemware patterns, all 
carried in open stock — available for 
prompt delivery. Write for our new 1949 
catalog which gives full details. 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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spite the discriminating 20 per cent war- 
time excise tax on jewelry and _ leather 
goods. Bagnall pointed out that the tax is 
hurting the entire industry and holding 


like 


down employment in communities 
Attleboro and Taunton. 
STATEMENT OF THE OWNERSHIP, 


MANAGEMENT, CIRCULATION, ETC., RE- 
QUIRED BY THE ACT OF CONGRESS OF 
AUGUST 24, 1912, AS AMENDED BY THE 
ACTS OF MARCH 3, 1933 AND JULY 2, 
1946, OF THE JEWELERS’ CIRCULAR- 
KEYSTONE, published monthly at Philadel- 
phia, Pa., for October 1, 1949. 
COUNTY OF NEW YORx | 
STATE OF NEW YORK 
Before me, a Notary Public in and for the 
State and County aforesaid, personally ap- 
peared P. M. Fahrendorf, who, having been 
duly sworn according to law, deposes and says 
that he is the Business Manager of THE 
JEWELERS’ CIRCULAR-KEYSTONE = and 
that the following is, to the best of his knowl- 
edge and belief, a true statement of the owner- 
ship, management (and if a daily paper, the 


Ss. 


| circulation), ete., of the aforesaid publication 
| for the date shown in the above caption, re- 


| quired by the 


Act of August 24, 1912, as 
amended by the Act of March 3, 1933, and 
July 2, 1946 (section 537, Postal Laws and 
Regulations), printed on the reverse of this 
form, to wit: 

1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business 
manager are: Publisher, Chilton Company, 
Inc., 100 East 42nd St., New York 17, N. Y.; 
Editor, Lansford F. Kinz, 100 East 42nd St., 
New York 17, N. Y.; Managing Editor, none; 
Business Manager, P. M. Fahrendorf, 100 East 
42nd St., New York 17, N. Y. 

2. That the owner is: (If owned by a cor- 


| poration, its name and address must be stated 
and also immediately thereunder the names and 


| Company: 





addresses of stockholders owning or holding 
one per cent or more of total amount of stock. 
If not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a firm, company, or other 
unincorporated concern, its name and address, 
as well as those of each individual member, 
must be given.) Holders of more than one per 
cent of the capital stock outstanding of Chilton 
Estate of C. A. Musselman, 260 
Sycamore Ave., Merion Station, Pa.—Bene- 
ficiaries: Mabel M. Musselman, Mary M. Acton, 
David Acton; Charlotte M. Terhune, 160 E. 
48th St., New York, N. Y.; C. S. Baur, Thomas 
Jefferson Apts., B-51, 69-11 Yellowstone Blvd., 
Forest Hills, N. Y.; Mrs. Beulah Fahrendorf, 
59 Drake Road, Scarsdale, N. Y.; Mary M. 
Acton, 260 Sycamore Ave., Merion Station, Pa. ; 
Mabel M. Musselman, 260 Sycamore Ave., 
Merion Station, Pa.; Dorothy S. Johnson, 1115 
Fifth Ave.. New York, N. Y.; Ann E. Tomlin- 
son, c/o Bankers Trust Company, P. O. Box 
704 Church St. Annex, New York, N. Y.;: 
Ethel G. Breen, Trustee u-w of Charles W. 
Anderson, Old Greenwich, Conn.—Beneficiaries: 
Robert C. Anderson, Percival E. Anderson, 
Charles W. Anderson, Jr., Annie L. Clark: 
John Blair Moffett, 1608 Walnut St., Philadel- 
phia, Pa.—Agent for J. Howard Pew, J. N. 
Pew, Jr., Mabel P. Myrin, Mary Ethel Pew; 
Elizabeth J. Bailey and Ellwood B. Chapman, 
Trustees Estate of James Artman, Deceased. 
930 Real Estate Trust Building, Phila., Pa.— 
Beneficiaries: Franklin Artman, Vera Watters, 
Alvin C. Artman, Elizabeth J. Artman, Marion 
A. Pratt, George H. Pratt by assignment; 
Edwin Moll, by assignment; Frederick S. Sly, 
149-40 35th Ave., Flushing, L. I., N. Y. 

3. That the known bondholders, mortgagees, 


| and other security holders owning or holding 


1 per cent or more of total amount of bonds, 


| mortgages, or other securities are: None. 





4. That the two paragraphs next above, giv- 
ing the names of the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in cases where the stockholder or security 
holder appears upon the books of the company 
as trustee or in any other fiduciary relation, 
the name of the person or corporation for 
whom such trustee is acting, is given: also that 
the said two paragraphs contain statements 
embracing affiant’s full knowledge and belief 
as to the circumstances and conditions under 
which stockholders and security holders who 
do not appear upon the books of the company 
as trustees, hold stock and securities in a eca- 
pacity other than that of a bona fide owner: 
and this affiant has no reason to believe that 
any other person, association, or corporation 
has any interest direct or indirect in the said 
stock, bonds, or other securities than as so 


stated by him. 
P. M. Fahrendorf. 

(Signature of editor, publisher, business 
manager, or owner.) 

Sworn to and subscribed before me this 
20th day of September, 1949. 
[SEAL] Mae A. Gatzenmeier 
(My commission expires March 30, 1950.) 
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160 FIFTH AVENUE NEW YORK 10, NY. 
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Uses of Staking Set Stumps 


A little used part of one of the watchmaker’s most versatile tools, 


the staking set, are the stumps supplied with each set. Of various 


sizes and shapes, these stumps are each designed for a specific use. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author) 


—_ the least used of all stumps in the 
staking set are those pictured in Figure 5. These tri- 
slotted hollow flat-faced stumps often puzzle users. espe- 
cially the younger watchmakers. They are employed when 
rollers must be removed from old, three-armed balances. 





Fig. 5. Least known of all | | 
the staking set stumps are 
these tri-slotted ones used 
for removing rollers from 
old three-armed balances. 









































Sometimes, these stumps have six radial slots in an at- 
tempt by the makers to give them a wider range of em. 
ployment. This makes it possible to use them with both 
two or three arm balances and sometimes with six-spoked 
chronograph wheels with special discs on their arbors or 
pinions. Figure 6 shows an old three-armed balance with 
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roller resting on such a stump in preparation for the 
removal of its roller. 

The round-faced solid stump shown in Figure 7 js 
used to close holes in brass and steel plates or objects. 
These may be used as a base or stump in conjunction 
with a punch of similar curvature and radius when the 
hole to be closed does not act as a bearing, or where end- 
shake is of no concern. Such a case may be the brass cam 
of a clock or a thick clock wheel that must be driven 
friction-tight onto an arbor or post. It is also used when 
a pallet fork must be stretched. 











Fig. 6. Three-armed balance resting upon tri- 
slotted stump in preparation for removing roller. 


Here the fork is rested on the central portion of the 
stump and a peening punch is brought over the fork and 
is lightly tapped. This method has less tendency to bend 
the fork while it is being stretched, as might be the case 
when it is rested on a flat-faced solid stump. 

In hole-closing operations, generally, the purpose of the 
stump is to serve as a base or anvil upon which the work 
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Why Do Large Watch Manutacturers 


AND SO MANY OF THE TOP JEWELERS AND WATCHMAKERS 
use the 








SEE WHAT THEY GET FOR THEIR MONEY 
THE FREQUENCY STANDARD is a 
hi-metallic, electronically-driven tuning fork, 
hermetically sealed against temperature and 
barometric changes, It is guaranteed accurate 
to 1/1,000th of 1% and is calibrated against 
a standard accurate to 1 part in ten million. 
This standard was chosen for the WatchMaster 
because of its stable precision under all con- 
ditions and because it operates at a low 
frequency, ideal for watch-rating. 


THE DRUM, on which the watch record ap- 
pears, holds the chart paper tight so that it 
cannot sway or falter, thus producing a 
precision record. 


THE STYLUS, which prints the record, is 
tipped with a sapphire which prints a round 
dot. The closeness of the dots produce a rec- 
ord by which even the slightest watch irregu- 
larities can be detected without recourse to 
measurement by mechanical means. 


THE ELECTRONIC HOOK-UP. Note the 
simplicity made possible by the low-frequency 
of the tuning fork. This contributes to trouble- 
free operation. NO WATCHMASTER HAS 
EVER WORN OUT. 














IN TIME-SAVING, BETTER WORK - = 
. With the WatchMast 1 installa- 
AND CUSTOMER GOOD-WILL br eautnhenl mation alimaineen inte - 
HUNDREDS OF USERS SAY, watch-rating as improved methods are developed, 
“THE WATCHMASTER ie hr a es ae et 
QUICKLY PAYS FOR ITSELF.” nation-wide service set-up and a customer accept- 
ewes : ance evidenced by the fact that so many ask, 


‘“‘Have you a WatchMaster?” 


American ‘Tine li mitititane Enc. 


SHO FIFTH AVENUE NE W aie i ae ae 


Distributors of W MitinieRectriz Watch-rate Recorders 
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is rested while the punch does the job. The use of the 
proper stump, however, will go a long way to insure a 
successful job. To close a hole in a bushing or plate, the 
plate is rested on a flat-faced solid stump whose diameter 
most nearly fits into the countersink in the bottom of the 
plate. When such a stump is unavailable. a wide diam- 
eter flat-faced solid punch (inverted) may be used. If 





Fig. 7. Round-faced solid 
stump is used to close a 
hole in a brass or steel 
plate or object such as a 
thick clock wheel that is 
driven friction-tight on an 
arbor or post. 





the bushing has an oil sink, a round punch, slightly 
smaller in radius than the oil-sink is used. This is recom- 
mended because its smaller size permits its surface to 
reach down against the hole and yet contact as much ot 
the area in the “sink” as possible. When the punch is 
tapped with the hammer, the hole will close more through 
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Fig. 8. A round punch is used in conjunction with 
an inverted flat-faced solid punch can be used to 
close a hole in an oil-sink as shown. 


the depth of the hole rather than merely pinch in the top- 
side alone. This operation is shown in Figure 8. 

Figure 9 shows a small concave stump. This tapers up 
to a small table, the top of which is concave. This stump 
is used to support the back pivot of the center wheel 
pinion when the cannon pinion or the hands are being 
replaced; or to support the back pivot of center seconds 
pinions while its hands are being secured. This stump is 
highly recommended for this purpose. To push on can- 
non pinions, minute or center seconds hands without the 
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Fig. 9. Small concave stump 
is used to support the back 
pivot of center wheel pin. 
ion when cannon pinion or 
the hands are replaced. 





lower pivot being supported in such a stump invites the 
risk of damage to the jewels and bridges. Figure 10 shows 


Fig. 10. Concave 
stump is shown in 
cross section being 
used to push a can- 
non pinion with tight 
knuckle down into 
place. 
































this stump in cross section while a cannon pinion with a 
tight “knuckle” is being pushed down in place. 
(To be continued) 
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Time-Saver for Repair Department 


A “combination pad” has greatly simplified the opera- 
lion of taking in watches for repair at the Kortz-Lee 
Jewelry Co., Denver, Colo. 

The unique pad consists of a book of numbered re- 
ceipts with spaces for repair instructions and other perti- 
ent data printed on each slip. It also includes a claim 
check, separated by perforations. Bound directly to the 
data slip is a shop envelope bearing the same number as 
the slip and identical spaces for information. 

In writing out the customer information on the slip, 
the data is transferred to the shop envelope by a carbon, 
making only the one write-in necessary, thus saving time 
for both the customer and the salesman. 

Tearing off the top slip, the salesman separates the 
claim check which is given to the customer while the 
original slip goes into the file for ready reference. This 
leaves the envelope containing the watch, and likewise 
all the information on the original slip, ready for transfer 
to the watch repair department. 
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"MESSIEUKS, 
GEST TRES 
MOUTARD!” 


‘Its Hor Stuf Boys!” 


SESSIONS 


" PIER RE” 


KITCHEN CLOCK 
Retails 34. 9S" 


YES, SIR! It’s a hot item—with popularity 
growing so fast that it bids fair to rival the famous 
Sessions “Teapot” as the nation’s leading kitchen 
clock! 


Both Sessions “Pierre” and Sessions “Teapot” 
sell fast because each combines the sales-appeal 
of charm with reliability-appeal of the widely 
known Sessions name. Like all Sessions Clocks 
they are smooth running, quiet, and absolutely 
dependable. Both, as part of a complete line of 
electric kitchen clocks by Sessions, are liberally 
advertised in national magazines. 


These are extraordinary items that will assure 
increased sales, in these times when ordinary sales 
have a tendency to droop. Better stock up now! 


*SLIGHTLY HIGHER IN FAR WEST. SUBJECT TO FEDERAL EXCISE TAX, 
PROTECTED UNDER FAIR TRADE ACT. 
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SESSIONS “‘TEAPOT”—The country’s fastest-selling 
kitchen clock. Available in white and five colors. Free 
display board of white Masonite (34 x 28’) with order 
for 12 Sessions ‘Teapot’ Clocks. Retails $4.95*. 





SESSIONS ‘SMOOTHIE’ —An amazing clock with deep- 
etched three-dimensional effect, yet the surface is abso- 
lutely smooth for easy dusting. A handsome clock for 
display. You must see it to believe it! Retails $5.95*, 





ypmot EVEN A PuR-R-R" 


6 


| KS 
Sessions Clocks 


SELF-STARTING + ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Merchandise 
Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 
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EWELRY CLEANER—What can | do about jewelry 

that I wash or polish and then in a week or ten days 
it again looks dull? This is goods that I[ have in stock. 
(Question No. 6166) L. V. 


A nswer—You ask what to do about jewelry that you 
polish and wash in various ways but that “looks dull ten 
days after cleaning.” We will tell you how to make a 
jewelry cleaning liquid that should be used after polish- 
ing work with buffs. This is a standard, long-used solu- 
tion and if, after using it, your trouble should continue, 
this would then seem to be due to fingering the jewelry 
or otherwise dulling the polished surfaces of it, not in- 
volving the matter of the method used for polishing or 
washing the work. 

Into 1 quart of water, put 2 ounces of lump borax, 
1 ounce of washing soda, and 1 ounce of castile soap cut 
into fine shavings. Boil these together until dissolved. 
After partly cooling the liquid, pour it into a jug that 
holds one gallon. Now add 5 fluid ounces of aqua 
ammonia; stir to mix well, and add enough water to fill 
the jug and make the total quantity 1 gallon. 

In using the solution, pour enough of it to cover the 
work into an enamelware or pyrex glass vessel; bring 
to a boil; scrub the work as soon as not too hot to handle: 
rinse, preferably in hot water, and dry in sawdust. If 
rinsed in cold water, next immerse the work in denatured 
alcohol and dry in sawdust. 


UCKOO CLOCK PARTS—Where can I buy cuckoo 

clocks and repair parts? During the war I know this 
business was “out,” but I thought maybe imports have 
been resumed since VE-Day. (Question No. 6167) 
T. M. L. | 


Answer—We suggest inquiring for information on 
lines and prices, of: American Cuckoo Clock Company, 
1669 Ruffner Street, Philadelphia 40, Pa.; Ralph Herman 
Clock House, 628 Coney Island Avenue. Brooklyn 18. 
New York; and/or Charles Alter, 1018 Coney Island 
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Why Og. , 


Ho 
w Mc, 
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WORKSHOP 
QUESTIONS 
AND 


ANSWERS 


HOW SHALL ied 


Avenue, Brooklyn 30, New York. The American-made 
small “bobbing-bird” clocks of the cuckoo design in the 
cases, have been announced as a resumed pre-war prod- 
uct by Lux Clock Manufacturing Company, 1107 Broad. 
way, New York. 


OLDER FOR PEWTER—On what formula can we 

make a solder for repairing pewterware? How 
should the solder and heat be applied? What flux is 
used? (Question No. 6168) H. B. G. 


Answer—Solders for this use are made on formulas 
similar to ordinary lead-tin “soft” solders of various pro- 
portions, but always with the addition of bismuth to the 
ingredients. An average formula is: Lead, 1 part by 
weight; tin, 2 parts; bismuth, 1 part. The soldering 
must, of course, be done by heat applied by a copper 
soldering iron. The flux used may be either rosin or 
zinc-chloride. 


ATCH CARE—In this seashore town, we often have 

customers bringing in watches wet with salt water 
from forgetting to remove them when they go in bathing. 
We think it would be a good “service to customers” stunt 
if we would include in our weekly radio broadcast, 
directions what to do to prevent ruin of wet watches dur- 
ing the time before they are brought in for cleaning. 
What treatment could we recommend for this? (Question 


No. 6169) R. L. F. 


Answer—lIn previously recurring cases of the same 
nature as yours, we have given careful thought to what 
general advice might be given watch wearers. to prevent 
rust in watches immersed in salt water before the owner 
has had opportunity to bring the watch to the shop. 
Inquirers usually put the question as to “what liquid 
should be used to flush out the water that has gotten into 
the watch?” And, after hearing of many experiences in 
trying this with oil, alcohol, gasoline, etc., what we think 
is safe to advise, is nothing other than the quickest pos 
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GIVES YOU 
@ Biggest Profits 
@ Skilled Workmanship 
© Smart Styling 
© Consumer Demand 
@ Popular Prices 
© Ingraham Guarantee 


STOCK SENTINELS! 





e@ THESE consumer tested items are 
what people want, at prices they want 
to pay. Sentinel Clocks and Watches 
are nationally advertised in LIFE, SAT- 
URDAY EVENING POST, and LOOK. Many 
smart merchants standardize on 
Sentinels because they give them the 
BIGGEST PROFITS and the least trouble. 
This line is guaranteed, Fair Traded 
in states where applicable, and made 
in America by American workmen. 
Stock and display Sentinels! 





THE E. INGRAHAM COMPANY 
Bristol, Connecticut—Established 1831 





In Canada—Toronto 14, Ontario 
Prices plus taxes, subject to change 
slightly higher in Canada 


Gaguaalea 


SENTINEL 
Clocks and Utulehes 
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SENTINEL PRINCE RADIUM: 1D-0-17. 





SENTINEL 





SENTINEL COMET: 30H MR-34. New 
1-day Alarm Clock at lower price. 
Silver and cream dial. Ivory case 
of durable “Styron.” Smart de- 


sign. Big value. Retail $2.25. 


1-day Alarm Clock. Radium dial 
and hands. Single wind for time 
and alarm. 314” case, ivory baked 
enamel. Retail $4.50. PRINCE: 
1D-o0-16. Plain dial. Retail $3.50. 


SENTINEL CLICK: PW-200. Newly 
designed, moderately priced 
Pocket Watch. Chrome plated 
case. Raised gilt numeral dial; 
rotary second indicator. A popu- 
lar favorite. Retail $2.50. 
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SENTINEL DIAMOND GOLD: WW- 
141. Wrist Watch. Case front, 10 
kt. rolled gold plate; chromium 
plated back. Retail $4.95. 


DIAMOND CHROME: WW-142. 
Chromium plated. Retail $4.50. 
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SENTINEL CAMEO GOLD: WW-123. 
Wrist Watch, 10 kt. rolled gold 
plate case front, stainless steel 
back. Retail $5.95. CAMEO 
CHROME: WW-138. Retail $4.95. 
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SENTINEL LIBERATOR: 8D-182. 
8-day Alarm Clock. Wind only 
once a week. Watch-type escape- 
ment. Clear bell alarm. Ivory 
baked enamel case. Retail $4.50. 















SENTINEL AUTOCRAT: PW-1i2. 
Pocket Watch. Chromium plated 
case. Black enamel numeral dial, 
non-breakable crystal. Rotary sec- 
ond indicator. A dependable 
timekeeper. Retail $2.75. 
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SENTINEL KITCHENETTE: SK-137. 
Self-starting electric Kitchen 
Clock. Modern, easy-to-clean 
white or red “Lustrex” case. For- 
ward tlt for easy vision. Conven- 
ient bottom set. Retail $4.95. 








SENTINEL PRINCESS: 11-00-13. 1-day 
Alarm Clock, 314” square. Single 
wind for time and alarm. A big 
value! Retail $2.50. PRINCESS 
RADIUM: 1D-0-15. With radium 
dial and hands. Retail $3.50. 





SENTINEL SIGNAL: SA-15. Chime 
Alarm Clock, self-starting elec- 
tric. Rings 1-2-3 and_ repeats. 
Clear dial. 374” high. Brown 
plastic case, Retail $4.50. 
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sible rushing of the wet watch to a good watchmaker for 
cleaning. Anything we know of among liquids that people 
are apt to have conveniently at hand in this emergency, 
would be apt to make trouble inside the watch. Nothing 
that a watch could be simply “soaked in” could be de- 
pended upon to clear out all the water. And remember 
that if you do broadcast advice to customers at all, and 
the advice doesn’t get good results, then you will be 
blamed for it; whereas if you avoid the broadcasting of 
any advice, the customer will blame any damage done to 
his watch on himself, for wetting the watch and maybe 
for not getting it to you promptly enough. If you do 
broadcast advice, it would be safer to simply urge haste 
in getting wet wa‘ches into your shop for servicing. 


EPAIRING STAKING TOOL—How can I braze or 
weld together the parts of my staking tool where the 
punches are inserted to use them? This was broken in a 


fire. (Question No. 6170) I. V. G. 


A nswer—From what we understand about the condition 
your staking-tool is in as a result of going through a fire 
there would be a better way of repairing it than to weld 
the broken parts together. There is no way imaginable in 
which welding could be done so as to line up thé holes 
accurately enough in the two broken parts of the punch- 
guide. Instead of welding these together, we suggest 
taking the job to a good tool-maker with shop equipment 
enabling him to turn a matching-surface on the outside 
of the broken parts. Then on this, fit a collar by a mod- 
erate drive-fit, which will hold the parts firmly together 
and exactly in line to serve as an accurate guide for the 
punches in use. Any competent tool-maker or fine ma- 
chinist would know how to manage the details of such a 
job. He may advise discarding the broken-off part, and 
to turn a replacement for it as part of the collar to be 
fitted on a seat on the base-arm of the tool. 


LOCK VALUE—What would you consider a fair 
value on a clock with case like the sketch enclosed 
and a name “S. Marti et Cie.” stamped on the outer plate 
of the movement, also something that looks like a coin or 
medal? The case is made of some kind of black stone, 
ornamented with gilded engraving or carving. (Question 


No. 6171) C. R. O. 


Answer—tThe stamped “S. Marti et Cie.” is the name 
of the firm who made the movement. The case could 
have been made by either the Marti factory or by some 
separate manufacturer of cases and fitted with a Marti 
movement by him. S. Marti et Cie.’s business was founded 
in 1850, and it is still in operation, at Montbeliard, 
Doubs, France. It is just possible that if you would send 
that firm a good clear photograph of the clock, they 
could tell you about when it was made. 

About the value of it, it hardly seems to have, judging 
by your rough sketch and description, any of the fea- 
tures that usually make up value in a clock from the 
collectors’ viewpoint. To form any responsible judgment 
on this, we would, of course, not trust to a rough sketch 
and brief description such you have sent. We might be 
able to judge to some extent if you would send us photo- 
graphs of the clock. 
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OT MOTOR—We have a New Haven clock, in which 

the motor runs but gets very hot and runs slow. We 

have cleaned the clock thoroughly and oiled it, but stijj 
have the same trouble. What do you recommend? ( Ques. 


tion No. 6172) S. H. N. 


Answer—In general, to answer such a question, we 
should first be informed which of the many models of 
that make of clock is to be dealt with and be given an 
adequate description of the mechanical and electrical 
arrangements in the movement. However, since your 
statement implies that you checked the mechanical con. 
ditions, it may be a safe deduction that the trouble is q 
defect in the insulation of the electrical circuit some. 
where, that would cause a short-circuit of current and 
would account for the heating of the motor, which jn 
turn could cause the slow running rate. We suggest a 
minute examination of all the wires and electrical connec. 
tions to find perhaps some contact where missing insula- 
tion would cause a short-circuit. Unless the heating so far 
suffered has spoiled much of the insulation elsewhere, you 
could probably wrap electricians’ adhesive tape around 
the place where improper contact is found and salvage 
the motor. Otherwise, to supply a new motor would be 
more economical. 


ILDING WATCH HANDS—Is there some way to do 

a good job of gilding a pair of steel watch hands? 
I have tried gold paint, but this does not look smooth. 
(Question No. 6173) G. M. L. 


A nswer—Of course, the bronze paint that you tried for 
this work would not do a good job as the grains of metal 
in the paint are too coarse. What you should use is the 
electro-plating process using a nearly or entirely pure 
(24 karat) gold anode. You can buy a small electro- 
plating or gilding outfit with everything necessary in il 
including instructions from any dealer in jewelers’ sup- 
plies. However, if your dealer happens not to have these 
in stock, he can obtain them from Hammel, Riglander & 
Co.. Inc., 395 Fourth Avenue, New York 16, New York. 

If the hands are blued, this should be removed before 
electro-plating by rubbing on them some blue-remover 
solution or dipping them in the solution. Then. of 
course, wash the hands with soap and water, and rinse, 
to remove any trace of acid. 


IBRATING HAIRSPRINGS—I would like to have a 
full explanation of how to vibrate hairsprings to 


match balances, including description of tools to use, 
and whether I could make the tools. (Question No. 6174) 
5. F. i 


A nswer—To answer your question fully enough to be 
of practical value, would occupy much more space than 
there is in several issues of the Workshop Notes Depatt- 
ment. We suggest that you study this subject in the book, 
“Practical Balance and Hairspring Work”, by Walter J. 
Kleinlein. This book may be had postpaid from our 
Book Department for $3.50. In it you will find full and 
clear explanation of procedure .and illustrations of tools 
used. Some of these tools you could perhaps make, al- 
though most of them could be bought for less than the 
value of the time you would spend in making them. 
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As modern in 





system as in 





decoration! 


Here’s a store that’s a study in modernity 
...a Vivid combination of dark walnut, 
curving fixtures, wide aisles, shimmering 
tile, and glistening glass. And its National 
System of cash and credit control is just as 
modern as the store’s appearance. 

The National System of record keeping 
provides a complete printed record of every 
transaction — cash and credit. It makes pos- 
sible faster and better service to customers 
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that builds good will and increases sales. It 
provides cash records, sales and tax records, 
installment records, department records that 
every jewelry store or jewelry department 
needs ... and it provides them quickly and 
economically. 

Ask your nearby National representative 
to show you — without cost or obligation — 
the modern National System exactly suited 
to your jewelry store’s needs. 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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A modern National System 
will soon pay for itself .. . 
and then go on paying you! 
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New, Practical Catalog 
on Craft Emblem Rings 


If the jeweler can increase his gold 
emblem ring business by any means short 
of stocking every conceivable emblem and 
ring combination, it is through good and 
consistent use of the new catalog just 
issued by Craft of Newark. Not only 
attractive in appearance, it is mechanically 
and graphically prepared in a manner 
which is worthy of presentation in the 
finest jewelry store and practical in its 
presentation. 

With attractive illustrations reproduced 
by fine printing this catalog gives a com- 
prehensive picture of the various lodges, 
orders and beneficial societies. It provides 
for additional pages which will be sup- 
plied from time to time by the manufac- 
turer and contains price lists, ordering 
instructions and material. Jewelers who 
do not have this can contact The Craft 


Co., Inc., Newark 5, N. J. 


Centerpiece of "51" 
Yule Display 


Paper sculpture, a unique process in 
which the completed art work is photo- 
graphed to create a_ three-dimensional 
shadow effect, has been used in this center- 
piece of the Parker “51” Holiday window 
display. 





This centerpiece which is but one part 
of the complete window display now avail- 
able can also be used as an interior display. 


Rare Metal Cuts 
Costs Says Refiner 


According to a leading refiner, costs of 
producing fine jewelry are today being 
“profitably reduced” by the use of the ex- 
tremely rare and precious white metal pal- 
Jadium. 

Principal savings come from reduction 
of damage to hand tools and dies, manu- 
facturers (in seven cities) asserted, answer- 
ing a new workbench survey conducted by 
a reputable refiner of precious metals. 
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Kreisler Illuminated 
Watch Band Display 


“Activity at the Repair Desk is a pri- 
mary source of store traffic,” said Tobias 
Stern, Kreisler’s president. “We have 
found through surveys over the years that 
watch band sales and sales of other mer- 
chandise can be effected through proper 
sales effort in the Repair Department.” 
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Kreisler recently offered the above free 
illuminated watch band displayer. Other 
Kreisler Repair Department promotional 
material includes: repair envelopes, repair 
tags, “Your Article is Ready” post cards, 
free mats and a fluorescent sign which 
reads, “Watch Repairs.” With the mailing 
pieces, Kreisler has sent a colorful streamer 
for use at the repair board. Available 
through Advertising Department, Jacques, 
Kreisler, North Bergen, N. J. 


New G.E. Clock Display 


General Electric Co.’s trafhe appliances, 
Bridgeport, Conn., is departing from dealer- 
aid convention in distributing to jewelers 
throughout the United States its new coun- 
ter and window display that holds four 
G.E. electric clocks and is made of card- 
hoard. 


B clocks 
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The new display, simple, impressive and 
modest in its counter space requirements, 
measures 12 x 12 inches, has two shelves 
and stands 17 inches from counter to top 
of the display panel. 

















Swiss Merchandising 
Revealed in Display 


The extensive advertising and merchan. 
dising program on _ jeweled-lever watches 
undertaken in the United States by The 
Watchmakers of Switzerland was keynoted 
by a huge working-scale model of q 
jeweled-lever escapement in their exhibit 
at the ANRJA convention. 

Built from plastic and steel to a scale 
of 149 to 1, the demonstration device jg 
the largest of its kind in the world, 

{n extensive display of the new jeweled. 
lever precision timepieces was also included 
in the exhibit. The display, first of its kind 
ever presented in the United States, was 
an integral part of the Swiss merchandis. 
ing effort, revealing the latest advances jp 
engineering and styling. 


New Ronson "Department" 


An innovation in merchandising its prod- 
uct has been announced by Ronson Art 
Metal Works, Inc., in the introduction of 
a permanent display cabinet, especially 
created for jewelers and handsomely built 
by fine furniture craftsmen. This new 
Ronson “department” displays the high- 
spots of the line all together. 





The interior is finished in luxurious deep 
blue velvet-like covering. The mirrored side 
wall and back intensifies the light, and 
the back of the display opens. This unit 
measures 1614” in front, 9” deep, and 
13%” high. 


Baker Introduces 
IIlusion Setting 


Latest addition to their line of illusion 
<eltings was announced recently by Baker 
& Co.. Ine. 

Known as Series 599, it is a finished 
illusion setting with a ring-type reflector 
soldered into position. The company is 10- 
troducing the new model to the trade in 
ten different sizes designed to hold dia- 
monds ranging in size from five to 79 
points. They are available in jewelry palla- 
dium, iridio-platinum and gold. 

Chief advantage of the new series lies 
in the higher setting it provides, thus ap- 
pearing to magnify the actual size of the 
diamond. According to a Baker spokesman, 
its greatest benefit will be found in soli- 
taire mounting. 
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O f your store ae 


reflect its persona lity ¢ 





@ A pretty face stops people—whether it’s a girl’s face Meanwhile, why not return the convenient coupon 
J Zi 7 . nN, 
or a store’s face. The store that has a pleasing per- for a free copy of our booklet, “Modern Ways for Mod- 
+ “ . . . >) . . . . . 
sonality—whose face is modern and inviting—is the one ern Days”? It is full of illustrations and descriptions of 


that attracts the eye of the passer-by . . . that brings in remodeled stores, and projected designs by some of the 
the most customers. world’s foremost architects. 


Many merchants have given their stores anew,more «eee 
attractive sales personality with Pittsburgh Products. r 
They have found that a complete modernization job Pittsburgh Plate Glass Company 
(not a half-way measure! ) immediately increases sales 2318-9 Grant Building, Pittsburgh 19, Pa. 
—and profits. And they have found modernization to be 
4 sound investment in the future of their businesses— 
not an expense! 


Without obligation on my part, please send me a FREE copy of your 
book on store modernization, ‘“‘“Modern Ways for Modern Days.” 


Add new sales personality to your store by mod- Name_____- jini caatnsbelanlasdiaes sshsitaeleiai shit alicels bites ‘idl 
ernizing with Pittsburgh Glass and Pittco Store Front 
Metal. Your architect knows all about these recognized I iovicercnenanccndnimiiniorens vinnie tinabaeniianaen 
products and will see that you get a well-planned, eco- ze 
NE ia cients menicunaiiaitainiv titi teni nina ermneioniinittiinieaipilaniliblannmmmniaasadaabtbiinen 


nomical design. You can count on our fullest coopera- 
tion. If you wish, you can arrange for convenient terms 
through the Pittsburgh Time Payment Plan. 





THESE BEFORE AND AFTER PICTURES of a store in Atchison, 
Kansas, show how Pittsburgh Products can be used to make a 
store more attractive, win new customers. The “open-vision”’ 
design permits unobstructed vision from the street .. . helps make 
the sale before the customer enters. Give your jewelry store new 
sales personality by modernizing now with Pittsburgh Products. 
A complete modernization job is the proven way to greater 
profits. Architects: Griest & Ekdahl, Topeka, Kansas. 
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Universal Value-Demonstration 
Parade 


1949 is a year in which the public has 
money to spend, says R. M. Oliver, Gen- 
eral Merchandise Manager P.E.A. Divi- 
sion of Landers, Frary & Clark, New 
Britain, Conn. The public, he says, will 
spend it for merchandise which is con- 
sidered of good quality and exceptional 
value. Retailers must demonstrate quality 
and value in order to separate the public 
from its spendable surplus. 

Universal, therefore, during the last four 
months of 1949, when approximately 70 
per cent of the industry’s annual Portable 
Electric Appliance volume is purchased at 
the retail level, will conduct its Value 
Demonstration Parade program. 

To back up this promotion, 16 maga- 
zines will be used. Space units range from 
double-page spread in full-color to half- 
pages in full-color. Schedule features full 
line of Universal Portable Electric Ap- 
pliances and is the largest by far in Uni- 
versal’s history, representing management’s 
belief that sales volume during the last 
four months of 1949 will reach peak levels. 
214 newspapers will also be used. Large 
space units. Schedule breaks in October 
and continues through December. Uni- 
versal’s Oliver says the last four months 
of 1949 are expected to exceed correspond- 
ing months of 1948 by at least 50 per cent. 


New Hadley Line 
And Sales Display 


According to a recent announcement by 
the company, the styling of this new 
Hadley line is modern, ultra-bold, and the 
large, easy-to-grasp initials are fashioned 
in such a way that they snap on quickly 
and stay on until pried off. The average 
time, it is said, of initialing a pair of cuff 
links or a three-initial tie clasp is seven 
seconds. As for aptness of style, public 
acceptance has stamped its style as_per- 
fect-plus. 





line is 


Initial” 
priced from $2.50 for tie clasps or belt 


The Hadley “Instant 


buckle, to $3.50 for long key chain. Red 
plush and blond-wood counter stand is 
given free with each minimum order, and 
items are individually boxed. 
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New Sterling Flatware 
Pattern Index Published 


After months of gathering photographs, 
checking old and current records for com- 
plete and up-to-date material, THE 
JEWELERS’ CIRCULAR-KEYSTONE 
announces that an entirely new edition of 
THE STERLING FLATWARE PAT- 
TERN INDEX has just been published 
and is ready for immediate delivery. 

This newest edition contains more than 
1300 illustrations of sterling flatware pat- 
terns produced by America’s leading ster- 
ling silver manufacturers during the last 
half a century. Among the patterns illus- 
trated in this newest issue are many 
which have never before appeared in any 
previous edition of this, the only Index 
of sterling flatware paiterns published in 
this country. The status of all patterns 
is shown in handy alphabetical and manu- 
facturers’ lists in this book. 





New sterling flatware pattern index con- 
tains more than 1,300 illustrations of pat- 
terns produced during last 50 years. 


This book is one of the most essential 
selling tools in constant use in jewelry 
stores throughout the country and _ the 
completeness of this edition is indicated 
by the fact that it will illustrate the new 
“King Cedric” pattern released by Oneida, 
Ltd., only last month. 

This completely new edition of the In- 
dex published in loose-leaf form, is avail- 
able without binder at $15.00 and with a 
genuine cowhide leather ring binder at 
$20.00. 

To expedite delivery of the book, pur- 
chasers are urged to send remittance with 
their orders to THE JEWELERS’ CIR- 
CULAR-KEYSTONE, 100 East 42nd St.. 
New York 17, N. Y. 


Eigin American Opens 
Canadian Plant 


Elgin American, subsidiary of the famous 
60-year-old American [Illinois Watch Case 
Co., manufacturer of quality jewelry ac- 
cessories, this month began operation of 
a fabrication, assembly and repair plant at 
Toronto, according to an announcement by 
Allen B. Gellman, president, who said that 
opening of the new factory was the cul- 
mination of plans initiated before the war 
to bring Canadian dealers the same kind 
of volume business which U. S. dealers 
have long enjoyed with American Elgin 
products. 

H. J. Osborne, former plant superin- 
tendent of Elgin American at Elgin, IIl., 
who has been associated with the company 
for more than 35 years, will be general 
manager of the new plant. 














Elgin American Introduces 
Pearl Line 


A complete basic jeweler’s line of 
European pearls has just been added ty 
the long list of high quality products unde, 
the Elgin American trade name and 
now available for shipment, it was 4). 
nounced by Allen Gellman, president, an¢ 
W. D. Evans, vice-president and directo, 
of sales. 

These pearls, according to Elgin Amer. 
ican, are made completely on the Medj. 
terranean island of Mallorca where the 
natives have engaged in pearl making for 


generations. High quality clasps, feature 
rhodium plated sterling silver. jeweled 


mountings and 10-karat gold. 

There is a trend away from the trye 
white bead to the European flavor jp 
pearls, Evans explained, in pointing ou 
that Elgin American’s pearls from Mallorca 
have a creamy rose shading. 

They will be fair-traded at retail from 
$2 to $65, depending upon quality and 
style, Evans said. The line runs into a 
complete variety. 

Packaging of the pearls is in unusually 
novel cases. Consumer advertising will be 
spearheaded by Elgin American’s popular 
Groucho Marx radio show returning to the 
air over 170 stations of the Columbia 
Broadcasting System and two Canadian 
stations on October 5. 


Speidel Sponsorship 
Of "Ed Wynn Show," Oct. 6 


CBS-TV’s spectacular “Ed Wynn Show.” 
starring the King of Jesters. America’s 
“Perfect Fool,” and featuring glamorous 
singer, Gertrude Niesen, and other top 
performers as guests, made _ its debut, 
Thursday, Sept. 22, at Columbia’s television 
studios in Hollywood. 

The first of a weekly series, it was broad- 
cast that night on CBS-TV’s Hollywood 
station KTTV (KTTV, 9:00-9:30 PM, 
PST). New York and other eastern and 
midwestern cities of the CBS-TV Network 
will broadcast the program by television 
recordings starting Thursday. Oct. 6 (CBS- 
TV, 9:00-9:30 PM, EST). 





Pictured at the showing of the audition 
of the “Ed Wynn Show” which starts on 
the CBS Television Network, Oct. 6, under 
sponsorship of Speidel Corporation, |. to r., 
are: Frank Stanton, CBS President; Paul 
Levinger, vice president and general man- 
ager, Speidel Corporation; James M. Cecil, 
president of Cecil & Presbrey, Inc., and 
William S. Paley, CBS board chairman. 
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KINGSLEY 


woORLD 


'¢ FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
including 


e Fountain Pens 
e Leather Goods 
e Writing Papers 
e Book Matches 
e Napkins 

e Xmas Cards 

e Gift Items 
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Right in your 
own sfore 








WHEN YOU BUY A KINGSLEY, 
you geta time tested, trouble-free machine 
and areliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 
Write for Catalog and Ideas 
on Monogrammed Promotions 


kings!ed 





TASY ‘To OPERATE 
STAMPING MACHINE CO. 


ROLLYWOOD 28, CALIFO@ORMIA 
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A | New Swiss-TyPE 


Curvature Lap- 
ping, Round, 
Flat Facets, for 
Watches, Rings, 
Bracelet Parts. 





LAPPING MACHINE 





A quiet running 
machine. 
We have developed a | & 
Naw Alloy for lapping : : i 


Stainless Steel pegs ek 
Cases to a Mirror Finish 


ALKA PRECISION TOOLS & EXP. WwoRK 
22-44 122 ST. COLLEGE POINT, N. Y. 
Tel. Flushing 3-6125 


Al real patr . a 
SUPERIOR ~4 BRACELET 
a WATCH OIL 


WILLIAM F- 


























AN 


\ 


FOR OCTOBER, 1949 





En otis WOW 


on Chronograph watch repair 
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Easy payment plan puts complete 
ESEMBL-O-GRAF working library 
within reach of every watchmaker 


Now without further delay . . . without prolonged study or 
heavy expense, you can open a profitable new avenue of watch 
repair business. Order the revolutionary new 22-volume 
ESEMBL-O-GRAF working library from your local material 
dealer today: pay just $7.00 down and have immediate access 
to complete step-by-step procedure for servicing every chrono- 
graph on the market. You pay only $7.00 per month for 21 
months thereafter. Not just the product of a publishing house, 
the ESEMBL-O-GRAF library is backed by an active research 
organization of chronograph technicians . . . ready to advise 
you on specific difficult problems. 


ESEMBL-0- GRAF procedure is simple! Merely open the appro- 
priate volume in your bench tray and disassemble each part 
according to the brief instructions and diagrams shown on 
the page devoted to that part. There is a page for every part. 
Assembly of the chronograph movement simply reverses the 
procedure. 

ESEMBL-0-GRAF procedure is thorough! Every screw, every in- 
tricate adjustment and oiling procedure is described in short, 
clear instructions. Nothing is left to guesswork or memory. 
ESEMBL-0-GRAF procedure is fast! Following the ESEMBL-O- 
GRAF _ guides cuts two- thirds from repair time. The 
ESEMBL-O-GRAF is not a textbook, but a tool, serving when 
needed, like any other tool on your bench. 


c<—— only $7.00 down- —— ———- 


brings you the complete 22-volume 
ESEMBL-O-GRAF working library 


If your watch material dealer cannot supply you, fill in the torm 
below, giving the name of your dealer. Your order will be at- 


tended promptly. 


STREET. 


i) Bg 


YOUR DEALER 







Let the ESEMBL-C-GRAF earn while you pay! 
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A VOLUME FOR EVERY MOVEMENT j 
A PAGE FOR EVERY PART | 


” Pittsburgh 12, Pennsylvania 
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JB Radio-TV Prizes 
Pay Jeweler Full Profit 


Retail jewelers throughout America are 
sharing prizes awarded on 18 of the 
nation’s top radio and television give-away 
programs, according to an announcement 
by Jacoby-Bender, Inc., New York, manu- 
facturers of JB watch bands. ‘The pro- 
grams may be heard over more than 872 
radio stations involving the full Columbia, 
Mutual and ABC Networks, and seven 
major television stations. 

JB participation in the various programs 
calls for give-away prizes of a $1,000 
watch, a $500 watch, a $200 watch and 
27 other $75 and $50 watches, in addition 
to more than 100 JB “Royal” watch bands 
every week. 
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Instead of presenting the watch at the 
time the prize is won, JB gives the winner 
a special Radio-TV Bank Draft payable 
through the National City Bank of New 
York. The JB Bank Draft, the first of its 
kind, may be used solely for the purpose 
of purchasing the specified prize at any 
reiail jeweler in the United States. The 
jewelers share of the award is his regular 
retail profit, since the JB Bank Draft calls 
for a watch or jewelry retailing at the 
face value of the draft, tax included. When 
endorsed by the winner and the jeweler, 
the JB Radio-TV Bank Draft will be ac- 


cepted for deposit hy the jeweler’s bank. 


“Train-E" Sterling Set 


This unique six-piece sterling  silver- 
ware set for youngsters has been at- 
tractively packaged by International 
Sterling. 





. . when 


For use from the tender age . 
a youngster is fed via a spoon... to 


the observation age, the set retails for 


$15. tax included. 
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Ingenious New "Magiclip” 


Sigmund Amstel, president of White Rose 
Jewelry Mfg. Co., Inc., New York City, 
announced that orders for 64,000 “Magi- 
clips,” the newest invisible device for lock- 
ing ring sets, have already been booked in 
six weeks since its introduction. 

“Magiclips” is a simple, one-piece, seam- 
less device that locks together ring sets, 
regardless of the type of shank. “Magiclip” 
is available in 14K white and vellow gold 
to fit all standard ring sizes. 

A brochure for the customer is shipped 
with each “Magiclip,” which the company 
states has been in demand as a promotional 
item, by itself and with related jewelry 
products. 


New Zippered Chest 
By Oneida Ltd. 


Special details, to appeal to the house- 
wife, and an extra bonus of a salad set are 
the features of the new zippered buffet 
storage chest containing the 52-piece service 
for eight persons by 1881 (R) Rogers (R) 
—extra-quality silverplate in their four 
popular patterns, “Plantation,” “Capri,” 
“Surf Club,” and “Delmar.” The chest with 
the set plus the salad servers is priced at 
a modest $49.75 (no Federal tax). 








the 


The special features are soft top 
which opens at both sides with zippers and 
rolls back te display the contents. House- 
wives who keep their silver chest in a 
drawer have complained of the older type 
hard top which is difficult to manipulatc 
without opening the drawer completely 
and often disastrously. The new chemically 
treated Kenzied lining prevents tarnish. 


Zippo Launches 
Big Fall Ad Drive 


The largest and most intensive advertis- 
ing campaign in its history will be launched 
by the Zippo Manufacturing Co. of Brad- 
ford, Pa., for promotion of its complete 
line of pocket and table lighters, it was 
announced by G. G. Blaisdell, president. 

Insertions ranging in size from full to 
quarter-page space units, some of which 
will appear in four colors, will be run in 
Life, The Saturday Evening Post, Look, 
Esquire, Holiday, Coronet, Field & Stream, 
Sports Afield, and Farm Journal, Initial ad- 
vertising breaks in September issues and 
will appear each consecutive month through 
December. 

In addition, free mats, spot radio an- 
nouncements, counter cards, counter trays 
and plastic display stands are available. 











Elgin's Fashion Academy Tray 


To help retail jewelers exhibit to th 
best advantage a selection of new Fathion 
Academy gold medal award Lady R “ 
watches introduced this fall. Elgin Nationa 
Watch Co. has designed this combination 
tray and display piece. 





The tray is available without charge to 
dealers who receive the complete agsor. 
ment of Fashion Academy watches. 


Hasko Trayware 
Catalog Available 


A new and descriptive catalog showing 
Hasko trayware and accessories is pres. 
ently available from the Haskelite Many. 
facturing Corp., Grand Rapids, Mich. Ip 
addition, this catalog shows new tray and 
tumbler combination sets and luncheon and 
cocktail napkins in matching designs, The 
tray and tumbler set includes four 744” x 
16” trays and may be obtained with either 
four or eight tumblers of matched design, 


Flex-Let Band In 
“Lost Boundaries" 


In a dramatic scene in the Louis de 
Rochemont smash-hit production of “Lost 
Boundaries” a Flex-Let expansion watch 
band plays a highly conspicuous part. 





The scene is one in which the towns 
people wish to present to their local doc- 
tor, played by Mel Ferrer, upon. his enlist: 
ment in the Navy during the recent war, 
a token of their affection and esteem. 

Their choice of gifts is a wrist watch 
and to bring out the full beauty of the 
watch the townspeople attach to the time: 
piece a Flex-Let Square band. 

Colorful display cards featuring movie 
star, Mel Ferrer, wearing his Square band 
are now being prepared for distribution to 
Flex-Let’s retail outlets. 
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Prices Reduced 20% on 
C&G Ring Clasps 


The only clasp on the 
market that will clamp 
two rings firmly together. 





Has tested and proven it- 

self over a period of years 

@ Easily Applied 

@ Prevents Rings 
turning | 

@ Prevents wear be- | | 
tween Rings | 


























Retail Price $2.75 F.T.1. 





The C&G Dual Ring Clasps Are Sold By All 
Leading Material Houses 


GUARANTEED AGAINST BREAKING 
Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufactured By 


FRANK R. CAMPANA CO. 


704 Market St. San Francisco 2, Cal. 
Wholesale Distributors 


M J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 
F. H. NOBLE & CO., 559 W. 59th St., Chicago, III. 


ONLY “WHITE LABEL” [ors newi trs amazine:: 


Herkules Saws na 
Herkules Saws € 


Trademark Registred 93158 Bearing this Type Wrapper 
for hard. Metals U.S.A 


FREP aM ARE FIRST QUALITY | 


Made in Germany 
Sizes 8/0 to #14 
Now Available 






























































Order through your dealer 
HAMMEL, RIGLANDER & CO., INC. 


Exclusive Wholesale Distributors 
NEW YORK 16, N. Y. 


DIAMONDS ‘or EXPORT |S 


SALES INCREASED 
CUSTOMERS SATISFIED 


a | You're interested in how to sell more diamonds. The Zeininger Diamond 
AN '. | Magnascope creates confidence by making you the trusted Jeweler, whose 


advice, your customer will gladly follow. 

' The diamond, token of love and marriage, creates its demand through the 

ST ANDREW S miOleni. eye. Cood showmanship and good merchandising, as with the Zeininger 
i Diamond Magnascope, can and will increase your diamond sales many times, 

since it has terrific and unusually compelling eye appeal. This will also 


32/34 nL @)G-1@) an VIADUCT increase the other business in your store. 


This machine is revolutionary, yet simple. It is sensational, yet does its job 
ffectirely and unobtrusively. People today, more than ever, want to be 


LO N pe) N F ‘@ | shown that what they are buying is good ‘value. It will prove to be the 
/ . ' means of closing many sales that are on the fence and doubtful. 


RE THE FIRST WITH THE BEST AND NEWEST AID TO BIGGER 
CABLES- SLUBAR -LONDON 





AND BETTER PROFITS. 
For Sale or For Rent—Inquiries Solicited 


ALL QUALITIES AND SIZES POLISHED AND ROUGH | H. P. ZEININGER COMPANY 


387 Washington Street Boston, Massachusetts 
NOME Liberty 2-0029 


LON te) NF ANTWERP ann AMSTERDAM *Trade Mark Registered, Patented. 
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Kramer Diamond-Look Jewelry 

Kramer believes that the glitter of 
rhinestones will play a leading role in the 
fall fashion picture. With new clothes 
either knubbed, ribbed, pebbled, or twilled, 
the smart woman will add a surprise high- 
light in the form of brilliant diamond-like 
jewelry, says Kramer. 





Kramer’s rhinestone flower pins bloom 
on the abbreviated shoulder of a tweed 
jumper dress, worn for late day. A length 
of velvet ribbon can be used as a setting 
to heighten the sparkle of the stones. The 
ring possesses diamond-like quality with 
baguettes and tiny rhinestones set bow-like 
around a large marquis cut stone. Priced 
from $3.50 (retail) to approximately $10.00 
retail (ring $12.00) these items are now 
available from Kramer Jewelry Co., 48 
West 37th St., New. York. 


Smoothie Ballpoint 


The Fineline Division of the W. A. 
Sheaffer Penn. Co., Mt. Pleasant, Iowa, re- 
cently announced the addition of Smoothie, 
a new small-size ballpoint to its line of 
popularly-priced writing instruments. 

Though small in size, the Smoothie comes 
equipped with the full-size “Micro-Crafted” 
replaceable unit. Shining metal caps add 
richness to the colorful barrels which come 
in a choice of Dusty Rose, Coral, Green, 
Grey and Aqua. It lists for $1.50. Pro- 
motional material will be furnished by the 
manufacturer free of charge on request. 


Elgin Appoints Director 
of Applied Research 


Dr. Martin H. Heerin, for many years 
director of research for the Armour Re- 
search Foundation of the Illinois Institute 
of Technology, has been named director 
of applied research for the industrial prod- 
ucts division of Elgin National Watch Co.. 
it was announced by James G. Shennan. 
Elgin president. 

Dr. Heerin will headquarter at Elgin’s 
industrial products division in Aurora, III., 
where his initial assignment will be to 
supervise research and product improve- 
ment concerned with the firm’s growing 
activities in the fields of abrasives, preci- 
sion products and industrial sapphires. 
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New Wakmann Catalog 

The new, comprehensive version of the 
Wakmann catalog, containing almost 40 
pages of new watches for men and 
women has just been published. Watches 
in every style, every category dress 
watches, waterproof watches (and a new 
dress waterproof for men), calendar 
watches, chronographs, nurses’ watches .. . 
watches for every occasion, for every taste 
are illustrated. 

Mr. Wakmann, president of the com- 
pany, has made several trips to Europe to 
obtain the choice items displayed in the 
new catalogue. Months of intensive work 
and thought have gone into the design 
and construction of these watches and the 
compilation of the best of the line for 
the new catalogue. Free to dealers across 
the country. 


$1,000 Feature Lock Bridal 
Set First Prize in Radio Contest 


Announcing the firm’s participation in 
a huge nation-wide radio contest, Henry 
Peterson, president of the Feature Ring 
Co., revealed that a “Feature Lock” en- 
gagement and wedding ring set would be 
offered as first prize. These rings will be 
set with 12 carefully selected diamonds, 
making the value of the pair more than 
$1,000. The contest is being broadcast over 
approximately 300 radio stations from coast 
to coast, conducted for “Feature Lock” by 
the famous radio and television star, Perry 
Como. In addition to the contest, a sched- 
ule of “Feature Lock” national advertising 
is running in Look, Vogue, Charm, Seven- 
teen, Photoplay, Modern Screen, True Con- 
fessions, and New York Times Magazine. 

Jewelers who tie-in are provided with 
autographed photos of Perry Como and 
recordings of his “Give Me Your Hand” 
for local prizes. The song is the inspira- 
tion and theme song of the contest, which 
requires contestants to write a short de- 
scription of “The Most Interesting Proposal 
of Marriage I Have Ever Heard.” 





Above, Radio Star Perry Como accepts 
Feature Lock $1,000 Prize Rings from 


Henry Peterson. 





Diamond Compound Circular 


The Industrial Products Division of 
Elgin National Watch Co. recently an- 
nounced the availability of a new bulletin 
describing the Elgin Dymo Diamond Com- 
pound, which shows the new grading and 
color identification systems, together with 
price information. Copies may be ob- 
tained from writing the company: Ad- 
dress Aurora, IIl. 








42 Percent Profit 
on Telechron Assortment? 


Telechron, Inc. is making dealers q hew 
special offer on nationally advertised, fast. 
selling Telechron electric alarm clocks 
It is made up of the 14 clocks shown below 
2 Prudence, 2 Little Tel, 2 Telalarm Jr, 
2 Talisman, 1 Tempo, 1 Nocturne. ] Switch 
Alarm, 1 Stewardess, 1 Decorator and ] 
Cafe, with a total retail value of $8).49 
and a profit of $34.22. 





The offer includes also the “Tel-Sel]” 
display unit and the new display cartons, 


Elgin American Puff Case 


Selection of a puff or sifter to fit the 
customer's compact is simple and easy 
from a large assortment of Elgin American 
compact puffs permanently mounted behind 
glass and identified by number. An easily 
read chart on the back of the display 
gives each puff or sifter die number, shape, 
dimension and retail price. 

Attractively designed, the display is lac- 
quired in pastel and dusty pink hand. 
somely combined with the turquoise blue 
mounting board. The display and_ stock 
case is available to dealers for $6.50—with 
it a free compact retailing for $10 is fur- 
nished by Elgin American while the stock 
of 78 puffs and sifters cost $8 but sell for 
$16. 


Freed Christmas 
Display Catalog 


Jewelers seeking something new in 
Christmas displays are advised of the new 
Christmas catalog just issued by Edwin 
Freed, Inc., of 1233 Sixth Ave.. New York 
City. 

Window and wall backgrounds, leafy 
strips and floral garlands, candles, ani- 
mated displayers, signs and similar units 
are available in many sizes, but the jeweler 
need not be a display expert to obtain 
an effective display. The Freed organization 
offers assistance gratis to all jewelers who 
explain their display problems. 


New John Henry Catalog 


The new John Henry catalog, due early 
in the fall, it is reported, will be the most 
elaborate publication that concern has ever 
produced. Generous in full-color, it will 
present scores of new items plus the com- 
plete line of standard merchandise of this 
well-known Lansing, Mich., company. De- 
tailed descriptions and specifications will 
accompany each photograph so the cus 
tomer can easily place his order. 
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New Sarkin Catalog 

Samuel Gorman, sales manager of David 
Sarkin, Inc., announces that a new - 
log is just off the press. Jewelers wi e 
‘nterested in this timely array from their 
complete line of mens and ladies stone 
engagement and wedding ring sets, 
gs and emblems, earrings, Kin 
Lock rings. diamond engagement rings, 
zircon rings, etc. Request for catalog 


should be addressed to 37 West 47th St., 
New York 19, N. Y. 


rings. ; 
fraternal rin 





Display for New 
Universal Geneve 

Henri Stern Watch Agency, Inc., 587 
Fifth Ave.. New York. recently announced 
a new pulsometer which automatically 
computes the patient’s per-minute pulse 
rate after 15 pulsations have been counted. 





Also having a 1/5 second stop watch 
hand and a 45-minute recorder, it is valu- 
able for laboratory tests. In steel case, 
$90—14K gold. $140. Tax incl. 


New Glen Facilities 
And New Catalog 


The Glen Jewelry Co., Inc., of 182 
Broadway. New York 7, N. Y., manufac- 
turers of ladies’ and men’s watch bracelets, 
has expanded its manufacturing facilities 
to accommodate the increased demand for 
Glen bands, according to a recent company 
announcement. 

An additional plant, located at 11 John 
St, New York City, and equipped with 
the most modern machinery is now oper- 
ating at full capacity. 

Irving Rowen, president of the firm, 
stated that their new catalog will be dis- 
tributed to the trade about October 15. 


New Plant and Offices For 
Aladdin 


Aladdin Industries, Inc., will, this month, 
celebrate the addition of its newest pro- 
duction facility with the formal opening 
of its strikingly beautiful modern plant 
and executive offices, in Nashville, Tenn. 

Victor S. Johnson, Jr., president of the 
concern. reported the plant ready for op- 
eration as the result of successful test runs. 

Simultaneously, the company, through 
its advertising agency, William Hart Adler, 
Inc., will launch its twin advertising cam- 
paigns on Aladdin electric lamps and Alad- 
din HY-LO vacuum bottles in Parade, This 
Week, Life, Ladies’ Home Journal and The 


Saturday Evening Post. 
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Dunn To 
Foster 


Jerome A. Dunn 
Gen'l Sales Mgr. 
Foster Metal 
Products Co. 





Announcement was recently made by 
William Boots, President and General 
Manager of Foster Metal Products Co., 
Attleboro, Mass., of the appointment of 
Jerome A. Dunn to the position of General 
Sales Manager for the company, large con- 


tract manufacturer of expansion watch 
bracelets. 
Dunn is to assume charge of a _ new, 


industry-wide, merchandising policy de- 
signed to popularize the Foster products. 

Dunn (Jerry to the trade) has a_ back- 
ground of experience and training in suc- 
cessful merchandising and distribution of 
such jewelry items. Beginning as watch 
and diamond buyer for the J. A. Foster Co., 
Providence, R. [., he was later in order 
District Manager for General Motors Corp.. 
supervising scores of dealerships, sales rep- 
resentative for Evans Case Co., Regional 
Manager and Director of Special Services 
for the Research Institute of America, and 
more recently Sales Manager for Bliss 
Brothers Co., Attleboro, Mass. 


New Price-Marker 


A new price-marking machine for use 
in retail stores has just been announced 
by The Monarch Marking System Co. of 
Dayton, Ohio. According to Clyde C. Miller, 
sales manager, the new machine, the Mon- 
arch “Tri-Marker,” is specially designed 
for rapid, accurate price-marking of gift- 
ware jewelry tags, book tickets in three 
sizes each and eight sizes of gummed and 
Senso labels, all in rolls. 





Any store employee can learn quickly to 
turn out top speed, mass-production volume 
of neat, legible price-marked tickets. 


Cory Automatic 
On Allocation 


Orders for the recently introduced new 
Cory Automatic coffee brewers have been 
so great, according to J. W. Alsdorf, Cory 
president, that the company has _ been 
forced to resort to allocation as a means 
of assuring fair distribution of present 
production among its jobbers nationally. 














New "Eterna-matic™ 
Features Announced 


Pierre Bohy, vice-president of the Eterna 
Watch Co. of America, Inc., recently re- 
turned from a business trip in Europe, and 
reported his firm’s new square self-winding 
automatic watch for men, the “Eterna- 
matic,” which was launched on the Ameri- 
can market recently, has already created 
widespread interest and excitement among 
watchmakers. 

Bohy, who is an authority on watch styl- 
ing, believes that the new man’s “Eterna- 
matic,” whose face is about the size of a 
quarter, will appeal to the American male. 
He points out that “until the advent of the 
‘Eterna-matic, all men’s square automatic 
watches were of necessity oversized because 
of the special mechanism required for 
winding. This difficulty,” he explains, “has 
been eliminated by Eterna through the 
utilization of a unique, unbreakable auto- 
matic winder mounted on a ball bearing. 





“The complete bearing,” he points out. 
“is smaller in size than the head of a 
match, and each steel ball measures 25.6 
thousandths of an inch.” They are shown 
above (enlarged) resting on a phonograph 
record. 

The new man’s “Eterna-matic” is avail- 
able in four square models, standard cases 
or waterproof, in stainless steel, steel and 
gold, 14K gold-filled, and 14 and 18K gold 
cases. Each has a ten-line movement and a 
direct drive sweep second hand. It is priced 


to sell from $71.50 to $230 FTI. 


Valli 
With 
Mele 


John Valli 
Sales Manager 
Mele Mfg. Co., Inc. 





John Valli, formerly sales manager of 
the Tory Manufacturing Co., Inc., has 
joined the Mele Manufacturing Co., Inc.. 
manufacturers of leather jewel boxes and 
musical jewel boxes, in the same capacity. 
Arthur Schloss, formerly salesman, and 
Joseph Satier, formerly plant superinten- 
dent of the Tory Manufacturing Co., Inc., 
have also become associated with the 
Mele Manufacturing Co., Inc. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted”’—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclesed. Remittance with order. 

Not subject te agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tien your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r endations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


<LI ALALGLLOP A BL PME RIEL A AEN LAL 
Situations Wanted 














WATCHMAKER; experienced; several 
years at bench, desires position; refer- 
ences. Address “G., 3408,” care J C-K. 





DESIGNER for fine and novelty jewelry ; 
typing besides; New York only. - 
dress “F., 3538,” care J C-K. 





WATCHMAKER;; thoroughly experienced, 
wants permanent position; good refer- 
ences: age 52 years. Address “M., 
3550,” care J C-K. 





FIRST class jewelry jobber, stone setter 
and engraver: long experience; best 
references. Address “F., 3516,’’ care 
J 





FIRST class watchmakers, experienced in 
all types of chronographs and timers; 
available at once. Write “A., 3301,” 
care J C-K. 





WATCHMAKER-Ssalesman: experienced; 
presently employed, wishes permanent 
position: excellent reference. Address 
“V., 3580,” care J C-K. 





SALESMAN ; retail; 25 years’ experience ; 
thorough; desires permanent position 
with reputable concern. Address “V., 
3388,” care J C-K 





ENGRAVER and chaser, thoroughly ex- 
perienced, wishes _ position. George 
Chieffo, 114-58 Farmers’ Blvd.,_ St. 
Albans, L. I., N. Y. 





EXPERIENCED, saleslady and all around 
assistant in retail jewelry store; re- 
pair estimator; references. Address “‘G., 
3561,” care J C-K. 





DESIGNER: presently employed, wishes 
to make change; helpful with repairs 
and office routine; salary desired $65. 
Address “A., 3399,” care J C-K 





SALESLADY: retail; experienced 
watches, diamonds, silver, jewelry, re- 
pair department; permanent; refer- 
ences. Address “B., 3560,’’ care J C-K. 





WATCHMAKER: age 26; school gradu- 
ate; two years’ experience: some sell- 
ing experience; prefer small town. Ad- 
dress “T., 3495,” care J C-K. 

















WATCHMAKER;; experienced; good ref- 
erences; now employed, desires perma- 
nent position. Write, Earl G. Harrell, 
Smithville, Texas, or phone 237W. 





WATCHMAKER; 25 years’ experience; 
can use Watchmaster; also light jewel- 
ry and clock repairs; best references ; 
South preferred. Address “K., 3559,” 
care J C- 





EXPERT salesman for jewelry, gold, 
silver, watches, and repairs; age 
years; 13 years’ experience; best refer- 
ences; good appearance. Address “M., 
3563,” care J C- 





WHAT is your jewelry design problems; 
artist-designer, antique, modern, all 
types, wax models; creative, original. 
Miriam Levine, 24 W. 8th St., New 


York City. 





WATCHMAKER-salesman-manager; 20 
vears’ experience; B.T.S. graduate; 
chronograph expert; capable of taking 
charge; best of references. Address “G., 
3543,” care J C-K. 





JEWELER: eight years’ experience, 
platinum and gold; can do some special 
order and light repairing; wishes posi- 
tion anywhere; moderate salary. Ad- 
dress “N., 3576,” care J C-K. 





EXPERIENCED man seeks position with 
wholesale watch or jewelry firm; full 
knowledge of orders, stock and taking 
eare of accounts. Address “K., 3548,” 
eare J C-K. 





YOUNG lady; attractive personality, 
wishes general office position with dia- 
mond concern; over five years’ experl- 
ence: excellent reference. Address “F., 
3542,” care J C-K. 





ENGRAVER and die cutter; have 3-U 
pantograph machine; desires position 
with reliable firm; Texas. preferred ; 
available immediately. John W. Payne, 
Alpharetta, Ga. 





BOOKKEEPER, office manager; female; 
payroll, taxes, ete, 15 years with 
manufacturer of fine gold and platinum 
jewelry : references. Address “G., 3483,” 


care J C-K. 





WATCHMAKER, school graduate, desires 
position; available for ‘‘on-the-job”’ 
training: best references; own tools; 
go anywhere. Address “L., 3230,” care 
J C-K. 





SALESMAN, 28, employed retail jewelry 
field since 1947, desires position with 
top notch house, outside selling or re- 
tail store: presently employed. Address 
“L., 3549,” care J C-K. 





JEWELRY salesman; A-1 repair and 
order estimator, seeks position New 
York City, or boroughs; long experi- 
ence: best references; moderate salary. 
Address “B., 3508,” care J C-K. 





OFFICE man: college graduate; experi- 
enced handling precious gems; good 
details : stenographer, typist, some sales- 
manship; opening Metropolitan area; 
references: salary unimportant. Ad- 
dress “O., 3577,” care J C-K. 











FIRST class, manufacturing jeweler and 
setter, desires position in nice retail 
store, preferably on the Coast; 45 years 
of age and married; can furnish the 
best of references as to honesty and 
ability. Address “C., 3568,’ care J C-K. 





LOAN office or pawnbrokers: for 
office manager and appraiser ‘wah - 
monds, watches, jewelry, genera] - 
chandise and all around selling exw” 
ence, for over 20 years, desires — 
tion. Address “D., 3510,” care J Ck 





trina, 


WATCHMAKER and engraver: age 30: 
graduate accredited school: grade 94 
H. I. A. certified examination: eligibi: 
for “On-Job-Training” ; married: sob : 
conscientious: go anvwhere ‘\ddrew: 
“P,, 3491,” care J C-K. er 





ae Sartre. 


OPPORTUNITY for reputable chain o- 
individual to acquire immediate Services 
top flight, enviably experienced Store 
manager; results absolutely guaran. 
teed; finest references. Address “p 
919,’ care J C-K. ’ 





———______ 


JEWELER; model maker on rings, able 
to create original, own designed line: 
years prewar experience ; familiar too} 
and casting production; Metropolitan 
area preferred. Address “B., 3409” 
care J C-K. ; 





a , 


JEWELRY repairer and diamond setter: 
first class mechanic; 29 years’ experi. 
ence; can give the best of references: 
married; now employed, but desires g 
change; must be permanent. Address 
“W., 3504,” care J C-K. 








EXECUTIVE; young; thorough knowl. 
edge wholesale jewelry and watch im- 
porting; experienced at _ supervising 
watch production, repair department, 
distribution, inside sales; stock control. 
Address “R., 3126,” care J C-K. 








MANAGER-salesman; 25 years’ experi- 
ence; thorough Knowledge of diamonds 
and colored stones; fine jewelry and 
watches; special order work: now em- 
ployed; desires change; employment 
with high class retail firm only. Ad- 
dress “B., 3303,” care J C-K. 





$$$ res 


WATCHMAKER; good engraver: desires 
connection with jeweler requiring a high 
standard, and not an accumulation of 
duties: good salary; neat; sober; go 
anywhere; long experience, R.R. in- 
spection, factory, ete. Address “J,, 
3545,” care J C-K. 





FULLY qualified young man wishes posi- 
tion as watchmaker, or repair depart- 
ment manager; must be permanent; 
excellent references; former graduate 
of well known horological school; prefer 
central or midwest. Address “Y., 3506,” 
care J C-K. 





CXPERIENCED jewelry man, age _ 30, 
married; 10 years’ watchmaker, RR. 
inspection, light jewelry repairing; 
four years’ store manager; fine sales- 
man; highest type references; position 
with future more important than loca- 
tion. Address “V., 3496,” care J C-K. 


———————— 





TOPFLIGHT jewelry man now ayvail- 
able; complete knowledge of install- 
ment jewelry business; buyer, mer- 
chandiser, credits, collections, sales 
promotions and general manager; 
12 years with large New York chain. 


Address “R., 3215.” care J C-K. 


—_———_— 





RETAILERS; some substantial, progres- 
sive organization will want me once 
they know of my background, capabil- 
ity in management, buying, producing 
greater sales volume for independent, 
chain, department stores. Address Cir- 
cular 162, Room 1415, Heyworth Bldg., 
Chicago 2. 
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—————t—S:S 
SITUATIONS WANTED—Continued 

—eeSSS oo" 

. ~arAN-gemologist, retail; seven 

SALESM A welry experience; now em- 
vioyed as assistant manager, but seek- 


: ‘hange, Offering greater opportu- 
nity wee developed unique and in- 
reresting method of selling diamonds; 
will re-locate if situation warrants. Ad- 





dress “‘S., 3527," care J C-K. 
—— 
WATCHMAKER,; desires position with 


established jewelry store in north or 
northeast; 14 years experience, in- 
eluding two years railroad watch in- 
spection; can take care of light jewel- 
ry and optical repairs; own tools; sal- 
ary or commission. . L. Lindamood, 
Box 550, Bluefield, W. Va. 








HMAKER-salesman, thoroughly ex- 

bn er both capacities; three and a 
half years with present employer; good 
appearance ; benchwork only, or bench- 


and. selling; tools including 
Se cenaher : prefer South Texas rail- 
road shop. Address “>., 32341," care 
J C-K. 





_ 


SALESMAN ; experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application are appreciated ; thoroughly 
familiar with all departments of retail 
store; no preference on location; will 
go to any city. Address Circular 155, 
Room 1415, Heyworth Bldg., Chicago 2. 








MANAGER;; over 25 years’ experience as 
owner manager and general manager 
of cash, credit and sensational credit 
jewelry stores, in the south and north; 
yearly volume $250,000 to $600,000 each ; 
best of health and appearance; knows 
every phase: must be permanent and 
a real opportunity. Address “H., 3544,” 
care J C-K. 





STORE salesman wants position in a 
store as watch and diamond jewelry 
salesman, or preferably in a large store 
in small town, to learn silver, china 
and glassware; qualified as registered 
jeweler, A. G.S.; capable and experi- 
enced executive; business law and col- 
lection practice trained; 29 years in 
jewelry store; 46 years of age; salary 
open. Address “H., 3484,” care J C-K. 





NOW available, man 30 years old, 12 
years’ experience retail jewelry field: 
managed sterling silver, watch and ring 
departments in fine store; high grade 
salesman; student of gemology: full 
knowledge of ring sizing, etc.; likable 
personality; capable of taking full 
charge of store; would travel. Address 
Circular 159, Room 1415, Heyworth 
Bldg., Chicago 2. 





SITUATION wanted by first class watch- 
maker; fast, reliable worker; thor- 
oughly experienced all types railroad 
to baguettes; R.R. watch inspector nine 
years; 20 years at bench; salary or 
commission ; can take charge repair de- 
partment; now employed California; 
good reason for change; consider only 
permanent position with reputable firm: 
so anywhere but prefer Pacific south- 
west; congenial surroundings more 
important than high wages: available 
~_ * Address “D., 3591,” eare 
e (¢‘- & 





RETAIL diamond jewelry salesman-man- 
ager; young man, 38; single; 12 years 
retail selling; experienced as salesman 
and manager with large installment 
chain organizations, seeks permanent 
connection with live wire progressive 
organization; thoroughly familiar with 
all phases of the retail jewelry busi- 
ness, including selling, managing, win- 
dow trimming, watch and jewelry re- 
pairs, special order work, credits; also 
thoroughly experienced in the sale of 
radios, televisions, electrical appliances, 
house furnishings and men’s clothing: 
salary plus commission, or bonus. Ad- 
dress “A., 3564,” care J C-K. 





CAN YOU USE a general jewelry execu- 
tive and sales promotion manager of 
my capabilities; if you knew my name, 
you’d know I know my way around in 
jewelry circles, for mine is a long rec- 
ord of successful performance as a top 
jewelry executive who “takes charge” 
of sales promotion, office credits, etc. : 
I’m accustomed to grappling with and 
solving all the knotty problems that 
pertain to the successful operation of 
a wholesale or manufacturing estab- 
lishment; presently employed, I seek 
a change where I can better exercise 
all my capabilities; available January 
1, 1950; write in strictest confidence. 
Address “D., 3597,” care J C-K 





AVAILABLE after January 1, 1950; 
seasoned, hard-hitting manufacturer’s 
selling agent; if you produce an estab- 
lished line for the wholesale jewelry 
trade and the nation’s big chain store 
operators, you'll find it immensely 
worth your while to shift your selling 
problems to the shoulders of a well- 
known working executive who knows 
his way around; my long, past record 
of successful performances, my thor- 
ough knowledge of the trade, my wide 
personal acquaintanceship with and 
among the leading wholesalers and 
chain store buyers—add up to a virtual 
guarantee that I can produce to your 
complete satisfaction; I will operate 
on a commission basis only, and will 
furnish the highest personal and bank 
references; reply in the strictest con- 
fidence. Address “‘C., 3596,” care J C-K. 








Lines Wanted 








ESTABLISHED salesman can use se€v- 
eral side lines; Metropolitan New York, 
Boston, Philadelphia to Washington, 
for better jewelrv stores. Address “J., 
3521,” care J C-K. 





TOP flight jewelry representation; execu- 
tive type salesman, firmly established 
on West Coast, desires an additional 
line sold exclusively to wholesalers. Ad- 
dress “J., 3350,” care J C-K. 





SALESMAN: wishes to represent estab- 
lished manufacturers making high 
class line of ladies’ and gent’s jewelry: 
Metropolitan New York: finest refer- 
ences. Address “G., 3539,” care J C-K. 





SALESMAN: experienced, open for manu- 
facturer’s line: large following among 
jewelry wholesalers, material jobbers, 
watch importers, New York and the 
Fast. Address “T., 3450,” care J C-K. 





PACIFIC Coast salesman; have covered 
better stores for over 20 years: desires 
factory line of platinum or 14kt. jewel- 
rv: commission basis. Address “K., 
2829,” care J C-K. 





PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches: 
commission basis. Address “M., 2830,” 
eare J C-K. 





OHIO representative looks for additional 
strong factory line; large following 
among jewelers and department stores 
for 10 years: commission basis: best 
references: car. Address “R., 3578,” 
eare J C-K. 





MANUFACTURERS’ representative; fol- 
lowing wholesalers, Chicago, Midwest, 
desires additional line, costume jewelry, 
rhinestone. novelty, tailored or staple. 
Address Circular 161, Room 1415, Hey- 
worth Bldg... Chicago 2. 


HIGH grade, well known, “Old Timer,” 
now selling 14k jewelry and watches: 
large following department stores and 
best retail jewelers New York City, 
New Jersey, Westchester, etc, con- 
templates making change, January 1. 
Address “A., 3558,” care J C-K. 





MANUFACTURERS: 1950 is rapidly 
approaching, are you getting the 
proper coverage in the State of 
Florida; I have the experience, 
know how, and contacts that are 
necessary to increase business; 
finest of references; young and ag- 
gressive. Address “B., 3595,” care 
J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
rx stores. Address ‘fH., 2006,” care 


Side Lines 











SALESMAN; to carry as a side line at- 
tractive platinum rings, watch cases, 
attachments, bracelets; to cover New 
York and New England. Address “R., 
3555,”’ care J C-K. 





SALESMEN wanted; by Swiss watch im- 
porter, to carry line popular priced 
watches as side line; commission basis: 
all territories open. Address ‘“‘C., 3590,” 
care J C-K. 





a 


SALESMEN;: with good following, call- 
ing on gift and jewelry stores, carry 
small line of promotional gift items; 
New York distributor. Address “H., 
5540,”" care J C-K. 





SALESMAN; take as side line 14k gold 
chokers, bracelets and watch attach- 
ments, to sell to fine retail and depart- 
ment stores in Chicago, Detroit, Cleve- 
land areas; commission basis. Address 
“A., 3582,” care J C-K. 








SALESMAN wanted, to travel Midwest, 
to carry as side line to manufacturers, 
special line of fine tools, in strong de- 
mand; samples weigh under one pound; 





high commission. Address “I... 3574,” 
care J C-K. 
SALESMEN; experienced with retail 


jewelry store following, to sell old es- 
tablished, nationally advertised watch 
line; write stating territory covered 
and what additional lines you are now 
carrying: reply strictly confidential. 
Write “C., 3534,” care J C-K. 








SALESMAN; wanted to travel Chicago 
and Middle West, to carry as a side 
line to fine retail trade, old established 
manufacturer’s line of ladies’ and men’s 
high grade 14K gold jewelry and novel- 
ties; commission. Address “V., 3530,” 
care J C-K. 





MANUFACTURER, since 1920; com- 
pact line better quality wedding 
rings, platinum mountings and full 
line of colored stone guard rings; 
requires representatives south and 
Midwest. Address “M., 3575,” care 
J C-K. 





(Continued on page 296) 
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SIDE LINES—Continued 








(Continued from page 295) 





SALESMAN to carry well known line of 
Premesco Gem Settings, findings, to 
manufacturers only, through Middle 
West and South; straight commission 
basis; apply by letter only, giving com- 
plete details. Precious Metals Special- 
oe, Co., Inc., 11 Vineent St., Newark 
Ws ote We 





MANUFACTURER, wants salesmen 
with established trade. to carry line 
of highest grade rosaries, to retail 
jewelers and department stores; 
commission basis; give full particu- 
lars in first letter. Address “R.., 
2954.” care J C-K. 





SEVERAL established, protected terri- 
tories open: one of country’s largest 
lines of G.F. and sterling rings selling 
to pawn shops, jewelers, department 
and gift stores: must have car; only 
top notcher with strong following con- 
sidered: excellent deal for right man. 
Address “E., 3305,” care J C-K. 





SALESMEN; manufacturer of sterling 
silver novelties and outstanding baby 
line; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open: commission basis. Address “N., 
1253,” care J C-K. 





EXPERIENCED salesman wanted to 
carry side line of 10 and 14kt gold 
zircon rings; new compact line; 
up-to-date, salable merchandise; 
commission basis; all _ territories 
open except Pacific Coast; give full 
particulars of experience and lines 
presently carried, in first letter. Ad- 
dress “D., 3570,” care J C-K. 








Help Wanted 








WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
eare J C-K. 





WANTED, A-l1 jeweler, who can repair 
and set stones. Address “V., 1461,’ care 
J 





WATCHMAKER, highly skilled, for a 
permanent position with importer in 
Mid-town Manhattan. Address “B., 
3589." eare J C-K. 





SALESMAN: experienced; capable of 
estimating and taking in watch repairs. 
Essex Jewelry Co., 40 John St., New 
York City. 





RETAIL, saleslady, experienced in silver- 
ware and jewelry ; state age, references, 
salary wanted in first letter. Peacock’s 
Jewelers, Wichita, Kans. 








JEWELRY chaser and engraver; a very 
fine opportunity to take charge of this 
department. Address “N., 3523,” care 
J C-K. 





WATCHMAKER: capable of estimating 
and repairing watches; good references 
essential. Rost Jewelry Co., 25 N. 


Illinois St., Indianapolis, Ind. 





EXPERIENCED retail diamond and 
watch salesman; permanent position ; 
give age, experience, reference, salary 
wanted in first letter. Peacock’s Jewel- 
ers, Wichita, Kans. 





MANUFACTURER wants resident of 
Midwest to carry a line of fine 14K 
gold faceted jewelry, selling retailers 
in Midwest and Southern territories. 
Address “T., 3422,’ care J C-K. 





SALESMEN with following, in the Mid- 
west, to call on retail stores, gold ring 
line: commission or drawing account; 
long established house. Address “R., 
3493,’ care J C-K. 





JEWELER; first class, fully experienced 
in gold and platinum; newly equipped 
shop on premises; man willing to as- 
sume complete’ control. Wedderien, 
Inc., 485 Madison Ave., New York City. 





SALESMAN wanted to sell to retail stores, 
in New York City, a fine line of re- 
ligious jewelry, antique reproduction 
earrings and watch cases. Address “A., 
3599,” care J C-K. 





JEWELER, age about 35, good mechanic, 
who is capable of taking care of about 
six jewelers; an excellent future for a 
wide awake man. Address “V., 3522,” 
care J C-K. 





SETTER-jeweler; capable diamond set- 
ter-repairman, wanted by old estab- 
lished retail firm; must be sober and 
desire a steady year around position. 
Write details to, “M., 3489,’’ care J C-K. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,”" care J C-K. 





SALESMAN; for retail store, with knowl- 
edge of diamond jewelry and _ silver- 
ware; write only for an appointment, 
giving experience and salary wanted. 

~— 263 E. Fordham Road, Bronx, 


a . 





SALESMEN, with following jewelers and 
department stores, to represent well 
known manufacturer fine, popular 
priced, hand set costume jewelry; ex- 
cellent opportunities for right men. Ad- 
dress “G., 3517,” care J C-K. 





WANTED; manager capable of taking 
complete charge of an_ installment 
jewelry store, located in a large In- 
diana city; only experienced man need 
apply. Address Circular 160, Room 
1415, Heyworth Bldg., Chicago 2. 





WANTED; aggressive, credit jewelry 
salesman, for Southern city of 65,000; 
position, assistant manager; good sal- 
ary, promising future; give full in- 
formation as to experience. Address 
“E., 3514,” care J C-K 





SALESMAN, experienced: Ca , 
Far West ; manufacturing hia and 
costume jewelry: retail following 
sential; high commissions; refer es- 

required; state qualifications. Adane 

Ss 


Box 171, El ? Stati -- 
= 4 a8 mwood Station, Providence 





tr, 


EXCELLENT opportunity; for 
manager, for credit jewelry store weht 
have complete Knowledge of credit 
collection, sales promotions: populatic 





100.000, within 100 miles 
Address “A., 3524,” care J ox Chicago, 
Tastee 


SALES conductors, experienced; mys; 
know how to prepare, advertise and 
conduct sales for retail jewelers: sal 
ary and commission; write fully. Na. 
tional Sales Service, 408 Olive St, g 
Louis 2, Mo. lite 





$e 


SALESMAN retail, for diamond depart. 
ment; one of the country’s finest stores 
located in the Middle West; excellent 
working conditions ; position permanent: 
state experience and references. Ad. 
dress “L., 3488,” care J C-K. 








SALESMEN: with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings: ex. 
tensive numbers; competitively priced: 
commission basis: write references, Ad- 
dress “A., 2256,” J C-K. 








WATCHMAKER immediately needed: ex- 
cellent opportunity for good earnings 
and steady work for an expert who also 
understands the Watchmaster Timing 
Machine. Full details to, Brown-Thom- 
son & Co., Watch Repair Dept., Hart- 
ford, Conn. 





COMBINATION retail salesman and 
window trimmer; must be experi- 
enced and come well recommended; 
permanent position with opportun- 
ities. Hillman’s, Terre Haute, Ind. 





SALESMAN: with well established fol- 
lowing among jewelers and department 
stores, to carry a popular priced line 
of sterling hollowware,; territories in- 
clude New England, New York state, 
Mid-West and South. Address “D., 
3479,” care J C-K. 





THOROUGHLY experienced salesman and 
window dresser for better type credit 
jewelry store, eastern Pennsylvania; 
excellent opportunity for future man- 
agership: give full details and salary 
expected to start. Address “‘N., 3499,” 
care J C-K. 





ENGRAVER for fine retail store; experi- 
ence in jewelry and silver engraving: 
located in large midwestern city; ¢éx- 
cellent working conditions; position 
permanent; state experience and ref- 
erences. Address “K., 3487,” care 
J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time: 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6. Mo. 
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| LP WANTED—Continued 
—————eeooooooeoo"' are 
- - f credit jewelry store, 
SALESMAN; i good window trim- 


: Ohio ; 
= ao able to take charge; some 


cert work; liberal salary; perma- 
" ive age and references. 


ition; & 
Teck eons 5642 Broadway, Cleveland, 











Ohio. 
Ee 
TRAVELING _ sa lesman; following 


among better retail jewelers _in 
<outhern territory, for outstanding 
factory line of diamond engage- 
ment and wedding rings; state full 
particulars in first letter. Address 


“J, 3485,” care J C-K. 


ee 


FLORIDA; wanted first class watch- 
maker, man who can also engrave and 
set diamonds preferred, but not es- 
sential; give experience, references and 
salary expected; correspondence in- 
vited. Coles Jewelers, Box 38, Gaines- 
ville, Fla. 








WANTED; by jewelry chain, located 
in the South, an energetic young 
to middle age man with experience 
in selling and managerial ability; 
good salary on permanent basis; 
references must be tops. Address 


“T., 3579,” care J C-K. 





REPRESENTATIVES, or salesmen, three, 
with established following, wanted by 
manufacturer of 14K antique reproduc- 
tion jewelry; east and west coast, mid- 
west territory open; no objection to 
side line; comnuiission: Suberi Bros., 
Inc., 50 Delancey St., New York, N. Y. 








SALESMAN, experienced; well known 
midwestern manufacturer of fine 
platinum and gold jewelry, has es- 
tablished territory open in South; 
no objections to non-conflicting line. 
Schumer Bros. Co., 5 E. Third St., 


Cincinnati, Ohio. 











SALESMEN wanted; to carry high class 
line of gold and platinum wedding rings, 
for old established house; liberal com- 
mission and exclusive territories, sell- 
ing principally to better class retail 
jewelry stores; South, Pacific coast and 
West; state territory and experience. 
Address “E., 3571,” care J C-K. 








WANTED; combination watchmaker, 
jeweler, engraver; must be experi- 
enced watchmaker, and able to size 
rings, light jewelry repairing and 
engraving; top salary for right 
man; permanent position; air-con- 
ditioned store. Neiman’s Jewelers. 
Florence, S. C. 








WANTED watchmaker, with at least 10 
years’ experience, who can and would 
do clock repairing ; can offer nice prop- 
osition to right man; no recent school 
graduates considered ; give full informa- 
tion as to salary, if family, ete. Cole- 
man’s Manufacturing Jewelers, Box 
1627, Billings, Mont. 
(eee 














SALESMAN; desired for representa- 
tion of nationally known ring line, 
diamond rings and colored stones, 
for territory from Denver, west; in 
making reply, please state past ex- 
perience and all other essential de- 





tails. Address “A., 3532,” care 
J C-K, 
SALESMEN; old established manufac- 


turer of fine popularly priced _ silver 
plated hollowware, has South, East, 
Southwest and western territories for 
experienced men, now calling on better 
jewelers, department stores, gift shops; 
commission basis. Address “V., 3503,” 
care J C-K. 





WATCH salesman, with good follow- 


ing among retailers, wanted by 
watch importer, established since 
1916, to carry line of popular 


priced watches; advise territory and 
state details; strictly confidential. 


Address “S., 3531.” care J C-K. 





FOREMAN for high school ring manu- 
facturing; should be either expert jew- 
eler, stone setter, polisher, tool maker 
or die cutter, and experienced in other 
phases of manufacturing; permanent; 
excellent opportunity; completely 
equipped, well established shop in large 
Pennsylvania city. Write fully to “B., 
3469,” care J C-K. 





WATCH salesman, for West Coast, 
with following among retailers, 
wanted by established importer, for 
popular priced, complete Swiss 
watch line; commission basis; no 
objection to non-conflicting line; 
state details in confidence. Address 


“E., 3592.” care J C-K. 





WANTED; two top notch retail jewelry 
salesmen for modern, downtown Pitts- 
burgh cash and credit jewelry store: 
should you qualify, we will pay up to 
$125 per week salary; these are not 
“holiday”’’ jobs but permanent positions. 
Write giving detailed information as 
to experience to, Marcy’s Jewelers, 250 
Fifth Ave., Pittsburgh, Pa. 





DEALER; established in China, wishes 
te appoint representatives for sale 
of jade stones, unset, to manufac- 
turing and retail jewelers; prepared 
to furnish capable and _ reliable 
salesmen with limited stock against 
bank or other acceptable guarantee. 


Address “J., 3217,” care J C-K. 





SALESMEN: we offer all the best known 
lines sold through jobber; excellent 
proposition to the right men with es- 
tablished following; territories open; 
Arkansas, Tennessee, Oklahoma, Kan- 
sas and Louisiana; give detailed reply 
and ’phone. Berger Jewelry Co., 

N. Seventh St., St. Louis 1, Mo. 








SALESMAN; this territory open for 
a good man with following amongst 
retail jewelers; Pennsylvania, West 
Virginia, Ohio, Kentucky, Michigan, 
Indiana, to represent manufacturers 
of substantial line of platinum and 
gold diamond rings and ring mount- 
ings, diamond watches, ete.; good 
commission; no objection to non- 
conflicting side line. Address “E.., 


3536,” care J C-K. 


WANTED; two silver or jewelry sales- 


men ; large manufacturer, popular 
priced silver and chrome plated hollow- 
ware and electric table appliances, has 
the following territories open: namely, 
complete southern territory, from Vir- 
ginia to Texas, including Florida: also 
state of Ohio, West Virginia, Kentucky, 
Missouri, Kansas and Nebraska: terri- 
tory successfully covered for the past 
29 years; only those who have a fol- 
lowing and can produce need apply; 
drawing account or straight commis- 
sion; no objection to one non-conflict- 
7g, _ line. Address “T., 3509,” care 








TOP-FLIGHT jewelry men; we need 


men to manage large installment 
jewelry stores in southwest and also 
eastern seaboard cities; must be 
aggressive, experienced, capable of 
producing big volume; excellent sai- 
ary, profit sharing arrangement; if 
you feel that you qualify for a 
position of this type, write giving 
full details about yourself, age, etc.; 
replies confidential. Address “C., 


3509.” care J C-K. 





SALESMAN; to take over well estab- 


lished and lucrative territory, South- 
west and Texas; well known manu- 
facturer of diversified line _plat- 
inum and gold diamond jewelry, 
with large following and friends 
among best retail jewelers in terri- 
tory; man must be well known to 
trade and preferably resident of 
territory or Texas; rare opportunity 
if you qualify. Address “D., 3535.” 
care J C-K. 





THREE; 











top notch salesmen, with 
active jewelry store following. to 
represent nationally advertised watch 
concern in the South, Middle West 
and Pacifie Coast; all territories 
have established accounts and have 
foundations for lucrative incomes; « 
liberal drawing against commissions 
for the right men, who have experi- 
ence and ability; write in detail, stat- 
ing territory covered; your letter 
will be held in the strictest confi- 
dence. Address “B., 3533.” care 
J C-K. 








LIVE wire salesmen wanted for well 


known established cultured pearl 
house, with offices in New York and 
Japan; must be men of go-getting 
ability, with substantial following 
in jewelry line, among department 
stores and wholesale houses; the 
salesmen must be reliable men of 
high integrity; territories now open: 
New York and Chicago; complete in- 
formation must be given in appli- 
cation; anyone not able to fill the 
above requirements need not waste 
time in applying. Address “A., 


3588.” care J C-K. 





For Sale 


Stores, Stocks and Businesses 








SUDDEN death; a complete jewelry shop 


for sale; all latest machinery. Call 
for information from three to six P.M. 
Dayton 9-0274, New York. | 








(Continued on page 298) 
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JEWELRY engraving shop; 
lished; fully equipped shop in New 
Jersey; annual income $9,500; price 
$3,500. Address “H., 3518,” care J C-K. 


long estab- 





COMPLETE equipment and stock, ready 
to start large watch crystal cutting 
business; $1,800 in crystals alone; 
price $1,000. Walter lLangendorfer, 
1426 Englewood St., Philadelphia, Pa. 





FOR SALE; successful gold and platinum 
ring mounting manufacturing business, 
well equipped factory ; established trade; 
have other interests; reasonable price 
— _—— Address “T., 3529,” care 
J C-K. 





MODERN, attractive jewelry-gift store; 
100% location; progressive city near 
New York; long lease, clean. stock; 
store has excellent reputation; details 
will be given to reliable and interested 
parties. Address “K., 3573,” care J C-K. 





FOURTEEN years established jewelry 
store, located in downtown Detroit; all 
nationally advertised brands of mer- 
chandise; must sell at once; will sacri- 
fice. Write or telegraph, Pollack, 4030 
Richton, Detroit, Mich. 





BEAUTIFUL, modern jewelry store, in 
industrial town of 13,000 in Middle Ten- 
nessee; good lease and location; new 
fixtures; nationally advertised lines; 
good reason for selling; act quickly for 
eed Address “E., 3480,” care 

C-K. 





JEWELRY and pawn shop; 100% loca- 
tion; best town in West Texas, 60,000 
population; only pawn shop in town; 
15 years’ in same location; five year, 
cheap lease; best lines of watches and 
silver: clean stock; want to retire. Ad- 
dress “A., 3507,” care J C-K. 





WATCH material and wholesale jewelry 
supply house in Los Angeles, Calif., for 
sale; reputable firm, well established: 
good following; catalog, mail and good 
over the counter sales; write for details. 
Address Circular 158, Room 1415, Hey- 
worth Bldg., Chicago 2. 





GOOD paying jewelry store in Miami, 
Fla.; A-1 location, well established: 
$15,000 for furniture, fixtures; accounts 
receivable can be reasonably arranged, 
with or without merchandise, as I have 
another store; reason for selling, stores 
too far apart. Address “N., 3552,” 
care J C-K. 





SOUTHERN California jewelry store; 
best location; old establishment; 
same ownership last 20 years; 
$25,000 inventory, or will reduce 
to suit buyer; all leading lines 
watches and silverware; owner re- 
tiring. Address “S., 3499.” care 
J C-K. | 





OWNER forced to sell modern jewelry 
and wateh repair shop, because of 
death; in heart of shopping district, 
city of 25,000; excellent for first class 
watchmaker; will sell store as is, com- 
plete, small jewel inventory, fixtures, 
tools and materials, at great sacrifice. 

Mrs. T. Enstrom, 56 California Ave., 

Middletown. N. Y 


° 





RETAIL jewelry store; excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
ete.; store enjoys excellent reputa- 
tion; air conditioning; low rental 
with eight-year lease; sacrifice for 
$25,000. Address “R., 3331,” care 
J C-K. 





store in one of Southern 
fastest growing cities of 
one owner 16 


JEWELRY 
California’s 
over 40,000 population ; 


years in_same location near Los An- 
geles; Hamilton, Elgin, Gruen and 
Parker franchises; new fixtures and 


clean up-to-date stock; store has ex- 
cellent reputation with mostly cash 
business: good lease: about $35,000 
mostly cash: owner retiring. Address 
“TP 2540,” care J C-K. 





FOR SALE; jewelry shop in the fastest 
growing city in the Pacific North- 
west; established 1910; doing spe- 
cial order ahd trade work; also job- 
bers of ring mountings, and have 
a large retail following; enjoying a 
good volume of business from four 
states: owner wishes to retire; price 
$21.500, which includes inventory, 
equipment, fixtures, etc.; some 
terms can be arranged; this is an 
excellent opportunity for one to take 
over a well established shop. Ad- 
dress *“*G., 3307,” care J C-K. 





VERY rare opportunity; one of south’s 
most beautiful stores, 100% loca- 
tion in industrial North Carolina 
city, of over 100,000 with huge 
payroll; this air-conditioned store, 
with its five windows, gorgeous 
front, fine walnut fixtures and ex- 
traordinary light effects would be 
outstanding even on Fifth Ave.; 
large built-in vault; private sales 
office; diamond room and _ every- 
thing that takes to make a fine 
store; size 221% x 90 ft., also base- 
ment and second floor; recently re- 
decorated; good lease; well bal- 
anced, clean stock of nationally ad- 
vertised goods; will sacrifice due to 
health and other personal reasons; 
$35,000 will handle; truly a once 
in a lifetime chance; may consider 
selling one-half interest to honest, 
capable person who can take over 
the operaton of this store. Address 


“A., 3475.” care J C-K. 


EESTI ETAL AOI IS ELTA BOLE IEEE TEE 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning 


machines, staking tools, etc. . A 
Gallien. 220 W. Fifth St., Los Angeles 
13, Calif 





WATCHMAKER’S lathe, parts, foot mo- 
tor, bench; complete set of tools; watch 
parts; reasonable. Estate late Philip 
Hoffman, 25 Davis Ave., New Rochelle, 
N. Y., Tel N.R. 2-1732J. 





ARCH CROWN celluloid ang parch 
ment tags, available in aj} colors 
and sizes; send for catalog; fact 
and office moved to 277 Halsey 
Newark 2, N. J. ‘ 





Rae, 


ONE, used National Cash Regi 
posting machine, size A-2137 enn 
2C; has 13 totals and two extra de 
cash drawers; has ledger printing q 
vice on right side for account, sales 
slip numbers, etc.; has seven amount 
rows ($99,999.99). For further in 
formation inquire, Hart’s of Lima, Lima 

oO. , 





——————_______ 


JEWELERS’ display cards, jewelers’ dia. 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enye. 
lopes with call checks; printed supplies 
of every description. Write for samples 
Dauer Printing Company, Manufactur. 
ers, Printing, Engravers, 31 East 22nq 
St.. New York 10, N. Algonquin 
4-2174. We ship open account, parece] 
post, or express to any part of the 
United States. 








Business Opportunities 














EVERY EFFORT is made by The Jewel. 
ers’ Circular-Keystone to keep its ad. 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the_strict censorshop 
requirements of The Jewelers’ Circular. 
Keystone. 





eee 


SALESMEN, use our office service, near 
Jewelry Exchange, since 1932; prestige: 
reasonable; mail, messages forwarded 
free. Consolidated Business Service, 542 
Fifth Ave., New York City. 





AUCTIONS: successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations; will consider every store in 
any city; all replies confidential. Ad- 
dress “J., 2740," care J C-K. 





AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon: 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave. 
Chicago 26. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 


finest bank and jewelers’ references 
furnished; stocks bought. Herman 
Schwadron, 386 Fulton St., Brooklyn, 
ie ms 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement 0 
page 33. 








—— 
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BUSINESS OPPORTUNITIES—Conz. 











— 


ash buyers of jewelry stores, 

HIGHEST xtures, good will, accounts re- 

ceivables; high type personnel; coast 

to coast ; all correspondence confidential. 

National Capital Co., 545 Fifth Ave., 
New York 17, N. Y. 





—_—~ 


COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 


Boston. Mass. 








NBED; small established jewelry 
bag with good reputation, in midwest 
town of 15,000 or over; am a licensed 
watchmaker and graduate gemologist ; 
have $5,000 cash and would like terms 
or other propositions. Write, 1211 An- 
drews St., Rockford, Ill. 








WE can make 1949 a successful year; 
our auction sales bring cash and 
new customers to you; stocks bought 
for cash or sold on commission. 
B. Schwadron, 89 S. 9th St., Brook- 
Ivn 11. N. Y. 








SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob Jones, 
c/o Robert E. Jones Sales Service, 
304 Colonial Areade, Cleveland, 
Ohio. Nationally known for 25 
years, | 





WATCH repair department wanted to 
list, by capable, successful, certified 
Master watchmaker, seeking to expand 
my operations; guaranteed reasonable 
profit; prefer southern or middle west- 
ern States in jewelry or department 
store; all replies confidential. Address 
“La, 3562,” care J C-K. 





AUCTIONEERS interested in liquidat- 
ing stocks profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ suc- 
cessful experience, disposing of 
jewelry stocks; finest references. 
Gabriel Flutie, 310 West End Ave.., 
New York City. 





BRITISH, Sheffield, manufacturer of cut- 
lery and silver plate, who is visiting 
New York, wishes to contact person to 
represent his firm in U.S.A., on com- 
mission basis ; must have knowledge and 
connections in the trade. Apply in writ- 
ing, giving previous experience to, H. L. 
vor Barbizon Plaza Hotel, New 

ork. 


CASH raising sales for your store, using 
our personal promotional methods, 
bringing successful results; television, 
anywhere, during daytime, your show 
windows; customers crowd store to 
play “fascinating games,’ and other 
promotional stunts; advertising copy, 
leaders, etc., furnished; National Dis- 
ex Sales. Address “S., 3494,” care 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Noack-Hardger, Sacramento, 
Calif. ; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers: 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 





ARE you going out of business; I can 
guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
eash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; best of references through- 
out past 30 vears. Harry Weisz, sue- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago, Ill. Dearborn 
1684. 





AUCTIONEERS: V. C. Kelley and As- 
sociates; for over 20 years America’s 
most successful jewelry auctioneers ; 
rich in experience, outstanding in 
ability; capable of handling the big- 
ger stocks and the finer goods; and 
above all, we posses the skill to get 
the most for your stock; recently 
sold over $350,000 for the five fol- 
lowing stores; Brackins, Pensacola, 
Florida; Sterling, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; Stewarts, Little Rock, Arkansas; 
Shaws, Lima, Ohio; best references. 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, II. 








BEN JACOBS, America’s well known, 
reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks, 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated five outstanding jewelers this 
year; firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave., New York City; 
401 Jewelers Bldg., Boston, Mass; 
324 Irwin Keasler Bldg., Dallas, 


Texas. 


MR. JEWELER, if you want to retire 


from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want te sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 





A. E. GATES & Associates, jewelry 


auctioneers; if you are retiring 
from business, or wish to reduce 
your stock, a dignified auction con- 
ducted by experts in selling jewels, 
art objects, all classes of goods car- 
ried in first class stores, with the 
ability to describe each piece cor- 
rectly and convincingly, inspiring 
the most discriminating customers 
to buy during and long after your 
auction is over; our proven ability 
of many years’ successful selling, 
for leading jewelers throughout the 
United States, will also apply to you; 
we can sell all or any part of your 
stock, quickly and profitably; write 
or wire for terms and dates. A. E. 
Gates, 580 Fifth Ave., Room 605A, 
New York 19, N. Y. Tel. Plaza 
7-3245. 





WOULD you like to retire from busi- 


ness, now or after January first, if 
you were given a responsible guar- 
antee that your stock, accounts and 
fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Me- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, Ill. 
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Wanted to Purchase 
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WANTED: Watchmaster or Paulson 


Watchtimer. Address “P., 3553,” care 
JI C-K. 





CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 








(Continued on page 300) 
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WANTED TO PURCHASE—Cont. 
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HIGHEST prices for 12 and 16 size, 7 to 
21 jewel American movements; check 
mailed immediately ; estimate subject to 
your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. 





WANTED, used sterling flatware or hol- 
lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 





WANTED to buy, for cash; surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidential; call or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17, MU 7-7743. 





JEWELRY store wanted with good re- 
pairs; if price is right will invest up 
to $15,000; Florida or southern states 
preferred; write me particulars and 
reason for selling; any replies con- 
eo Address “F., 3481,’’ care 





ATTENTION jewelers; wanted to hiv 
any old stones, opais, rubies, ete., either 
loose or mounted; also antiques and old 
silver; small or large quantities; write 
me or send me what you have registered 
insured ;* estimate subject to your ap- 
proval; bank references and Jewelers 
Board of Trade. Bromleys, Retail 
Jeweler, 486 list Ave., N., St. Peters- 
burg, Fla. 





SPOT cash for your surplus stock 
watches, diamonds and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2. Texas. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; refer- 
ences; National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
man’s, Dept. K, 108 Beale Ave.., 
Memphis, Tenn. 








Watch Work, etc., for 
the Trade 











WE specialize in repairing chronographs 
and repeaters. Richard Flauto & Co., 
48 W. 48th St., New York 19, N. Y. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I Kunnel, 
2 W. 47th St.. New York City. Phone 
Lu 2-3163. 





WATCH repairing for the trade, jewel 
setting, plate and balance jewels; price 
list upon request. M. J. Gallo, 922 N. 
Plum St., Lancaster, Pa. 








COMPLICATED and plain watch repair- 
ing: chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Kelder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y 





BOSTON, Mass.; expert and guaranteed 
watch repairing: prompt service; rea- 
sonable price list upon request: mail 
orders invited. David Migdal & Co., 
199B Summer St. 





KNOW your vibrator; mail direct: same 
day service; flat $1.75; Breguet $2.50: 
free services; restud, recollet; write 
for free envelopes and containers. Hair- 
spring Vibrating Co., P. O. Box 330, 

406 32nd St., Union City, N. J. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





- 


FINEST watch repairing, with seven 
days, or sooner, service; all work 
guaranteed and protected to anid 
from store against loss and damage: 
all watches timed with Watchmaster; 
located in the Midwest’s most con- 
venient watch repair center. Pollak’s 
Watch Service Co., 205 Colonial 
Areade, Cleveland 15, Ohio. 








PERFECT watch repair service, 323 W. 
Fifth St., Room 201, Los Angeles 13, 
California; 18 years’ experience; mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists ; Watch- 
master tested for perfection: two to 
three days’ service: no better workman- 
ship at any price: send us your trial 
order now. 








TWENTY-FIVE years’ of experience 
in fine watch repairing; services 
include repair on chronographs, 
vibrate hairsprings and all types of 
complicated watch repairing; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery in three to six days; pice 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WoOrth 4-3377. 


IMPORTANT: your watch 
any make, any size watch accurately 
repaired and at ioday’s most reason 
able prices; we offer you the Snes 
craftsmanship, f ull y Zuaranteed 
prompt service and postage prepaid: 
for nearly a third of a century, thic 
has been our policy; send us a trial 
package today; prices quoted on re. 
quest. National Watch Repair (, 
727 Sansom St., Philadelphia 6, P, 
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Special Order Work and 
Repairs for the Trade 
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BEADS restrung; all style beads re. 
strung, plain or knotted; prompt ser. 
vice ; can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, Pa. 
near Reading. 











PEARLS and beads restrung: rosaries 
repaired by experts for the trade; right 
prices; prompt service ; monthly billing. 
Woodman’s, 55-B Eddy St., Providence, 
im. 








—— 


FOUNTAIN pen and lighter repairing: 
experts on all makes; authorized ser- 
vice station Parker, Schaeffer, Water- 
man, Eversharp. Personal Pen Co., 333 
Washington St., Boston 8, Mass. 





LAPIDARY ; complete service; stones re- 
cut, repolished, repaired, drilled, en- 
graved, encrusted; new — stones for 
replacements; special opal, star sap- 
phire doublets. Ace Lapidary, Red 
Cross Bldg., Jamaica, N. Y. 





_ — $$ ee 


JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 











DESIRABLE space in large office, north- 
ern exposure; suitable for watchmakers, 
engravers, or diamond setters. 9 Maiden 
Lane, Room 1105, New York City. 








BENCH space for jeweler or an engraver, 
in a very clean, modern shop and build- 
ing, Midtown New York City: ideal for 
small business; small rent. 22 W. 48th 
St. Pl. 7-5420. 


REMAP IODIDE ASE ILLEGAL LEA AIL OME EE 





Miscellaneous 








JEWELRY, silverware and plastic en- 
graving taught. A. P. Hemersbach, 
Tutor, 303 Fifth Ave., New York. MU 


4-7572. 











WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15c, stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 
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| READERS’ BOOK SERVICE 


These authoritative and interestingly written books on a wide range of subjects about your business will be a 
great help to you. Just put a circle around the books you want on the coupon below, write in your name and 
address, attach your check, and send it to us. We will send them postage prepaid anywhere in the United States. 


Remittance must accompany all orders. 





For the Gem Expert, Connoisseur and Student of Gemology 
| GEMS AND GEM MATERIALS 








No books sent on approval. 


Prices subject to change without notice. 





For the Skilled Watch and Clock Maker, the Apprentice and Student 





26. PRACTICAL BALANCE AND HAIRSPRING 





' Drs. Kraus & Slawson $4.00 WORK W. J. Kleinlein $3.50 
9. A KEY TO PRECIOUS STONES LL. J. Spencer $3.50 27. RULES & PRACTICE FOR ADJUSTING 
3, GETTING ACQUAINTED WITH MINERALS ; WATCHES W. J. Kleinlein $3.50 
George L. English $3.25 28. PRACTICAL BENCHWORK FOR HOROLOGISTS 
4, REVISED LAPIDARY HANDBOOK Louis and Samuel Levin $5.00 
3. H. Howare $3.00 29. SCIENTIFIC TIMING Charles Purdom $6.00 
$, STORY OF THE Coe 8. P. Waited onan 30. KEYSTONE WATCH REPAIR RECORD BOOK $2.75 
‘a —_ 1. WITH THE WATCHMAKER AT THE BENCH 
1, FAMOUS DIAMONDS OF THE WORLD iat ec tng ner eum 
RY GEMOLOGY 
SS $350 32 THE SCIENCE OF CLOCKS AND WATCHES 
(2nd Edition) A. L. Rawlings, Ph.D. $5.00 
9, GEM TESTING BB. W. Anderson, B.Sc., F.G.A. $5.00 HOROLO y 
10. GEM CUTTING J. Daniel Willems $3.50 33. HOROLOGY J. Eric Haswell, F.B.H.1. $4.50 
EMOLOGY ep. wv. . 34. WATCHMAKERS & CLOCKMAKERS OF THE 
11, POPULAR G + eae WORLD (Enlarged 2nd Edition) G.H. Baillie $10.00 
For the Jewelry Repairer, Engraver, Designer and Enameler 35. PRACTICAL NOTES FOR THE WATCHMAKER 
, (French-English Edition) G. A. Berner $3.50 
12. JEWELRY REPAIRERS’ HANDBOOK 
}. 6. Kesltaae $1.25 36. PRACTICAL WATCH REPAIRING : 
13, JEWELRY DESIGN AND APPLIED DESIGN Bonalt Be Sette one 
C. A. Jakobb $25.00 37. PRACTICAL COURSE IN HOROLOGY 
14. JIWELRY AND ENAMELING __ 6. Pack $3.50 Harold C. Kelly $2.75 
15. REFINING PRECIOUS METAL WASTES 38. WATCH AND CLOCKMAKERS’ HANDBOOK, 
C. M. Hoke $6.00 DICTIONARY AND GUIDE 6. J. Britten $6.00 
16. ART MONOGRAMS AND LETTERING 39. KNOW THE ESCAPEMENT (New Edition) 
J. M. Bergling ’ Barkus Watchmakers $5.00 
Special 16th Edition—P 
agai eiiiaaanies wnae 40. MODERN WATCH REPAIRING & ADJUSTING 
17th Edition—104 Pages—Paper Cover $5.00 Bowman & Borer $3.00 
17. METALCRAFT AND JEWELRY 41. MODERN CLOCKS 1. R. Robinson $3.00 
Emil F. Kronquist $3.00 
William Kassel $1.00 43. MODERN METHODS IN HOROLOGY ; 
19. TESTING PRECIOUS METALS  c. M. Hoke $2.00 Grant Hood $2.50 
20. RINGS THROUGH THE AGES 44. THE WATCH REPAIRER’S MANUAL ; 
James R. McCarthy $2.50 Henry B. Fried $4.95 
21. THE JEWELERS BUYERS DIRECTORY, 
1948-49 Edition $2.00 On Silver for the Jeweler, Collector and Antiquarian 
22. 3,0 T Boone £ 
3033 RETAILING IDEAS Emensel Lyons $3.50 45. ENGLISH SILVER (1675-1825) 
23. HAND-MADE JEWELRY Louis Weiner $2.75 Stephen G. C. Ensko and Edward Wenham $5.00 
24. JEWELRY GEM CUTTING & METALCRAFT 46. OLD SILVER, ENGLISH, AMERICAN AND 
W. T. Baxter $3.00 FOREIGN S. B. Wyler $4.00 
25. JEWELERS POCKET REFERENCE BOOK 47. NAVAJO AND PUEBLO SILVERSMITHS 
Robert M. Shipley $2.75 John Adair $4.00 
ee oe oe oe oe oe oe oe oe oe oe oe oe oe oe oe oe oe oe os oe os oe = ae ow oe ow ae oe ow ow oe oe oe oe == oe oe ow oe oe oe oe oe oe oe os oe see see ee es ee ee ee ee ew eee ee ee ee ee 
THE JEWELERS’ CIRCULAR-KEYSTONE « 100 E. 42ND ST., NEW YORK 17, N. Y. 
Please send the following books: 
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[] CHECK [] MONEY ORDER [] FORS........is attached. 
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Check or money order must accompany all orders. Do not send cash. 
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Don Johnson, for over 30 years manu- 
facturers representative in the jewelry and 
allied trades, and most recently represent- 
ing the C. J. Bates & Sons Co., among 
others, is now New England sales repre- 
sentative for the newly formed J. W. Wolf- 
endon Co. of Attleboro. He will also rep- 
resent the Bliss Brothers Co. which is now 
owned by John W. Wolfendon. The J. W. 
Wolfendon Co. manufactures sterling sil- 
ver hollowware and_ specialties. Bliss 
Brothers Co. have long been prominent 
in the compact, lighter, cigarette case and 
fine costume jewelry field, selling through 
wholesale jewelers. Don Johnson will 
maintain his Boston salesroom at 101 Tre- 
mont St. 

Allen L. Wilkinson has been appointed 
as a special Arvin sales representative in 
the New York Metropolitan area, accord- 
ing to Gordon T. Ritter, director of appli- 
ance and car heater sales for the Arvin 
division of Noblitt-Sparks Industries, Inc.., 
Columbus, Ind. 

In his new position, Mr. Wilkinson will 
be responsible for Arvin distributor and 





dealer contacts in the New York and upper 
New Jersey areas and will direct sales, 
merchandising and promotion of the Arvin 
appliance line here. 

W. D. Evans, vice-president and di- 
rector of sales of Elgin American, re- 
cently announced appointment of William 
Bright, of Minneapolis, former Elgin 
American representative in California who 
has been assigned the Minnesota and 
North and South Dakota territory, with 
headquarters in Minneapolis; and William 
Echardt, 1116 Ramblewood St., Baltimore, 
will handle the Elgin American line in the 
Baltimore territory. 

Simultaneously, H. J. Osborne, general 
manager of Elgin American of Canada. 
Ltd., at Toronto, announced addition of 
two Canadian sales representatives. 

Elbert Wakefield, of 346 Inkster Blvd.. 
Winnipeg, Elgin American sales agent in 
Western Canada prior to 1948, was reap- 
pointed by Osborne to represent the line 
in the Western Provinces. 

Osborne also named Gerald Boisvert as 
sales representative in Quebec. Boisvert 
will maintain permanent sample rooms at 
1008 Moffat Burdon, Montreal, Osborne 
said. 

Sam Haber, former assistant sales man- 
ager of Garod Radio and Television, has 
joined the sales force of Untermeyer, Rob- 
bins & Co., and will travel with Joseph 
C. Newman, sales manager of Untermeyer, 
Robbins & Co., for the balance of the year 
before starting on a territory of his own. 

The appointment of Joseph L. Buehler 
as production manager of the John Henry 
Co., is announced by John Henry Dudley, 
president and general manager. 

Over 30 years’ experience working with 
graphic arts is only part of the wide back- 
ground which Buehler brings to the posi- 
tion which he assumed July 25. 








A. | Solomon e. Weigl , 7 
New Ostby & Barton Salesmen 


In accordance with Osbee’s new “direct 
selling” policy, Nicholas G. Anitole, sales 
manager of Ostby & Barton Co., Provi- 
dence, R. I.. has announced the appoint- 
ment of 12 representatives who will call 
on retailers from coast to coast with a 
complete line of Osbee rings. 

Gabriel Selig, Maine, New Hampshire, 
Vermont, Massachusetts, Rhode Island and 
Connecticut; Charles W. Weyrich, Metro- 
politan New York and Northern New Jer- 
sey; Stanley Manne, Pennsylvania and 
Southern New Jersey; Emanuel Raunheim, 
Ohio, Indiana and Kentucky; Herb Nadel, 
New York State, Michigan and Toledo, 
Ohio; Irving Goodman, Minnesota, Wis- 
consin and Cook County, I[Il., including 
Chicago; William Krause, Kansas, Mis- 
souri, lowa, Nebraska, Illinois, N. Dakota 
and S. Dakota; Abe Solomon, Oklahoma, 
Texas, New Mexico, Arkansas and Louisi- 
ana; Jack Jacobson, N. Carolina, W. Vir- 


Goodman GC, 


Selig 








H. Nadel 


S. Manne J. Jacebson 





E. Raunheim 


C. Weyrich W. Krause 


ginia, Virginia, Delaware, Maryland, Dis- 
trict of Columbia and part of Tennessee; 
Emil Weigl, Western Tennessee, S. Caro- 
lina. Mississippi, Alabama,. Georgia and 
Florida; Fred Levey, California, Nevada 
and Arizona. 

Anitole also announced that Layko, Ross 
& Co. of Seattle, Wash., will be exclusive 
representatives of the Osbee line in Wash- 
ington, Idaho, Oregon, Wyoming, Utah, 
Montana, Colorado. 

In addition to this nationwide represen- 
tation, Ostby & Barton have opened a New 
York City office at 366 Fifth Ave. 
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VALUATION AND DE-VALUATION 


By the time you read this we hope all the publicity 
about monetary devaluation by England and 23 other 
countries has settled to its proper place in the newspapers 
—in the business sections—and that something more 
capable of public absorption (and digestion) has replaced 
the screaming front-page headlines on the subject. 

Like all good newsmen, on September 19th we immedi- 
ately called all our reliable sources for factual informa- 
tion on the immediate effect of the British action on 
foreign goods reaching this country. And, as has been the 
custom of this magazine for the past eighty-odd years, we 
are reporting that information promptly in the columns 
of our news section during this current month. Diamonds. 
china, silverware, watches, they’re all discussed. 

However, for those discerning enough to have de- 
veloped the habit of starting their monthly reading of 
THE JEWELERS CIRCULAR-KEYSTONE from the back page 
forward. we can tell you right here that the British de- 
valuation of the English pound will have no immediate 
or appreciable effect upon American life or American 
jewelers—unless they have a predilection for English 
autos. 

Also as far as we have been able to figure, nobody, 
just nobody, has yet been smart enough to figure out 
what all this fooling around with international money 
values is going to lead to during the next few years. 

So, let us all join those heavily-built people who are 
fed up on smiling at the gag, “How’s the devaluation of 
pounds going to effect you?’’—and turn to thinking of 
our own domestic, local businesses and how we can make 
them show a better profit. For, during the coming three 
months which normally represent 38 per cent of your 
annual volume. the all-important question to you is 
whether or not your particular business is going to be 
worth as much next January as it is today. /ndividual 
initiative not international finance will determine that. 





SELLING IDEAS—THEY'RE PRICELESS 


5. M. Kennedy, president of Consolidated Grocers 
-Corp., the country’s largest food wholesaling organization, 
announced last month a 50 thousand dollar prize contest 
for company salesmen supplying the best in new selling 
ideas. 

This is the first time this company has conducted such 
an effort. Kennedy went on to explain that, “while the 
country has licked most of the problems of production, it 
has failed to give enough attention to the problem of 
effective. constructive selling, the first essential to creat- 
ing prosperity, by making more and better goods avail- 
able to more people at lower cost.” 

He said that actual experiences in the field, which are 
helping retailers sell, are the ones most sought by his 
company. 

So, when the inexorable law of supply and demand 
operates in an atmosphere where production is greater 
than consumption, smart businessmen turn to the only 
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profitable means of activity—increased sales efforts pat: 
terned upon the successful experiences of others, 

It is at times like this that the editorial function of 
THE JEWELERS’ CIRCULAR-KEYSTONE, of disseminating 
profit-proven ideas throughout the trade, is of oreatest 
value—represents an ae a service to all branches of 
the trade. 

For, the articles on our pages are not confined to map. 
agement, or display, accounting or collections, silverware 
or watches, electrical appliances or diamonds. Rather, 
they offer a comprehensive array of actual experience; 
of all types of jewelers with all kinds of operations in ql] 
parts of the country on all items of jewelry store mer. 
chandise. 

For, the health of the industry as a whole is dependen 
upon the health of each individual store and no one ée. 
partment alone can keep a jewelry business operating at 
a profit. 

So, though you may be proud of your profits from 
diamonds, or silver, or watches, or jewelry, or sidelines— 
better keep in touch with successful selling by other 
jewelers. Their experiences may show you how you too 
can improve your volume in the particular departments 
in which you might at the moment be weakest. 

To be a good jeweler your store must be a success 
across the board. If one department is carrying another. 
you are not running a_ business, you re conducting a 
hobby. 

% * *% 

This issue of THE JEWELERS’ CIRCULAR-KEYSTONE 
contains material based upon the experiences of one 
hundred and forty-eight retailers, twenty-eight wholesalers 
and one hundred and seventeen manufacturers in addi- 
tion to the advertising messages of three hundred and 
forty-one suppliers. 





EVERYBODY'S PROBLEMS ARE YOURS 


During a seventeen-day trip covering an International 
Trade Fair in Canada and three conventions in this coun- 
try. we were impressed by the broadness of thinking cur- 
rently being exercised by businessmen. Practically, every 
speaker at these impressive gatherings devoted an im- 
portant part of his talk to fundamental governmental 
problems external to his industry. These were problems 
which, though outside the industry, directly affect il. 
What is more, there were specific recommendations for 
corrections proposed; and put into action. This was 
heartening evidence of the life and spark in our capitalis- 
tic system: of its virility and its ability to convert free 
dom of thought and freedom of expression into effective 
action. 

* * % 

The millions who are trying to walk through the door 

of the “Welfare State” would not be so anxious to do 30, 


if the price were printed above SREB 


Editor 
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FREE! HANDSOME RED 
PLUSH AND BLOND WOOD 
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HERE’S A NEW LINE of men’s initial jewelry, 
boldly styled and boldly executed to make it 
easier and simpler for you! 

Click! Initials snap on with a positive action— 
and they stay on. Due to the special styling of the 
initials and the frame together, they overcome all 
the objections to ordinary small initials that are 
difficult to handle. Gleaming! Impeccably modern 
design! This new Hadley Men’s Initial Jewelry is a 
most attractive offering at a most attractive price. 
A generous assortment of initials with each dozen 


items. Order and feature them while they’re new! 


Mats for your advertising furnished free upon request. 
The HADLEY Company, Providence, Rhode Island 





Sie 
ee eae 
as Saat aa 
. see ee 


..«. on pages 34 and 


{t’s Community’s twice-as-big Christmas advertisement . . . 
setting a new record (in size, in beauty, in selling power) and all set to help 
you wrap up more Community sales than ever before! This full-color double spread 
in Life magazine, plus additional full-color Community pages in Life, Look, McCall’s, 
Woman’s Home Companion, Household, Mademoiselle, Charm and Glamour will reach 
more than 67,000,000 customers at Christmas gift time! What a rousing climax 
to the greatest advertising year in Community’s history! And all this 
advertising is Community’s Christmas present to you! When you see it—and see 


what it does for you—you’ll join the coast-to-coast chorus that’s saying . «+ | 


MAKE IT A (j Me * CHRISTMAS 





